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Dennis Day Show 
Moves Opposite 
‘T Love Lucy’ 


New York, Sept. 11—In a last 
minute flurry 


practically all its available evening 
time periods. 

Thanks to Radio Corp. of Amer- 
ica, its parent company, NBC-TV 
finally signed a sponsor to buck 
the high-flying “I Love Lucy.” 
Said sponsor is RCA, which is 
moving the Dennis Day telecast 
from Friday nights to Monday op- 
posite CBS-TV’s Lucille Ball and 
Desi Arnaz. 

Mr. Day’s old Friday night time 
—8 p.m., EDT—will be inherited 
by Pontiac’s dealer group, long 
rumored as a likely to buy the 
period opposite “Lucy.” Pontiac, 
through MacManus, John & Adams, 
will back Dave Garroway’s return 
to nighttime TV. 


a RCA also helped to fill the re- 
maining 30-minute vacancy on 
“Your Show of Shows” by signing 
to alternate with Armour & Co. 


as sponsor of the first half-hour | 


of the 90-minute extravaganza. J. 
Walter Thompson Co. is the agen- 
cy for RCA; time for Armour was 
bought through Foote, Cone & 
Belding. There is a 10-minute par- 
ticipation still open on this Satur- 
day night stanza. 

This gives NBC a near sellout in 
nighttime television. CBS Televi- 
sion, which has a big lead in day- 


of sales activity, | 
NBC-TV this week disposed of | 


America’s Finest 
Rug Cushions 


AMien 


eutm sor 
Mien 


A Treat for Weary feet . 
ALLEN INDUSTRIES, INE 


WITH CHLOROPHYLL—Rug cushioning 
treated ‘with Airkem containing chlorophyll’ 
is featured in this color page for the carpet 
cushion division of Allen Industries Inc, 
Detroit. It runs in Better Homes & Gardens, 
Good Housekeeping, Ladies’ Home Journal 
and Life. Simons-Michelson Co. is the agency. 


time sales, is looking for sponsors 
for Red Skelton, who will be com- 
peting with Milton Berle, “Stork 
Club’”—which the network hopes 
to sell to its old sponsor, Liggett 
& Myers—and 15 minutes of the 
“Jane Froman Show.” 


a Otherwise, CBS-TV is solidly 
commercial through 11 p.m., NYT, 
every night of the week and 
through 11:15 p.m., NYT, on Sun- 
days, Mondays, Wednesdays and 
Fridays. 

NBC-TV has no network com- 
mercial attractions booked after 
10:30 p.m., NYT, on Wednesdays 
and Thursdays, this being treated 
as local time. 


Station Reps Blast Southland’s New 
Three-Second Radio Spot Campaign 


New York, Sept. 11—The new- 
est thing in radio spots—a three- 
word coffee commercial—has 
aroused the ire of time salesmen. 

Early this month Southland 
Coffee Co. started tests on its new 
instant coffee, Chicafe, in Nor- 


New York Newspaper 
Reps Name J. R. Doig 
Chapter President 


New York, Sept. 10—J. Rufus 
Doig, president of O’Mara & Orms- 
bee, today was elected president 
of the New York chapter of the 
American Assn. of Newspaper Rep- 
resentatives. He succeeds Ernest A. 
Mennell of Moloney, Regan & 
Schmitt. 

Peter Benziger, v.p. and general 
manager of Ridder-Johns, was 
elected v.p.; John J. Rahill of the 
Texas Daily Press League was 
named treasurer and Fred W. Pit- 
zer of Jann & Kelley was elected 
secretary. 

Nominated for the post of na- 
tional AANR v.p. was Stephen P. 
Mahoney, head of Burke, Kuipers 
& Mahoney. 

Wilbur H. Metz, Scripps-Howard 
Newspapers, and William F. Gal- 
lagher, de Lisser Inc., were elected 
to the chapter board of directors. 


folk and another southern city. 
Live three-word announcements 
poured out over the air 12 to 15 
times a day proclaiming: ‘People 
say Chicafe,” “Doctors say Chica- 
fe,” “Firemen say Chicafe,” etc. 

While reaction of consumers still 
is uncertain, Southland’s three- 
word spot has evoked the displeas- 
ure of the Station Representatives 
Assn., which has been battling to 
standardize ‘quickie’ spots. The 
association months ago suggested 
that the industry agree on a stand- 
‘ard radio short of eight seconds 
duration with no more than 16 
words. Since then, many stations 
have established a rate for eight- 
second spots along with rates for 
one-minute announcements .. and 
station breaks. 


s Stations which cleared time for 
the Southland three-word spot did 
not charge the eight-second rate 
but made a special rate for the 
short short announcement. 


unconventional advertising 
about half of the stations it re- 
quested, plans to use three or four 
stations in each market. 

Along with the brief spot, the 
test campaigns have _ included 
(Continued on Page 8) 


NEWSPAPER OF MARKETING 


Outdoor Advertising Issue 


A large part of this week’s issue of Advertising Age is devoted 
to news of the outdoor advertising industry. Starting on Page 
51 there is a series of stories devoted to the outdoor field. These 
include (1) a comprehensive article on what experts in the 
field consider good copy and layout for outdoor posters; (2) a 
story on national outdoor sales volume; (3) a review of the de- 
velopments in roadside sign advertising; (4) data on ratings 
of outdoor posters, and (5) a wealth of pictures showing some 
of the latest developments in poster design. In addition, all the 
award winners in the 21st National Competition & Exhibit of 
Outdoor Advertising Art are reproduced in the issue. 


Tractor Maker Makes 
Hay by Letting Show 
Stick to Old Format 


Cuicaco, Sept. 11—Tomorrow is 
the 25th birthday of NBC’s “Na- 
tional Farm and Home Hour.” 

Everett Mitchell will open the 
show with “It’s a be-e-e-u-u-ti-ful 
day in Chicago,” whether it is or 
isn’t. 

Ken Gapen will be switched in 


Gadgety Home Shows 
in West Will Be Used 
to Lasso Customers 


SAN Francisco, Sept. 10—A 
newly formed group, New Prod- 


ning to hit hard at the much her- 
alded coming seller’s market with 
a series of “‘Home Shows” in this 
region. 

Co-producers of the shows are 
radio showman Art Linkletter and 
Joseph Schulte. Behind the shows 
lies the idea of “letting the product 
talk for itself.” 


will be launched here Sept. 26- 
Oct. 4, will feature two model 


(Continued on Page 4) 


Allis-Chalmers Is Happy with NBC's 
25-Year-Old ‘Farm and Home Hour’ 


ucts Institute of America, is plan- | 


'for his usual “USDA Headlines” 
report from Washington. 

There’ll be plenty of music— 
“It’s a Great Day,” “Home on the 
Range,” “Pride of the Land 
March,” among others. 

Plus a regular feature, of course. 
Frum Lansing, Mich., will come a 
discussion by Michigan State Col- 
lege specialists of “a cooperative 
hunting plan that works.” 


® But you can’t very well ignore 
a silver anniversary, particularly 
when it involves America’s oldest 
network farm radio show and one 
of the most frequently awarded ra- 
dio shows of all time. So tomor- 
row’s show will be an hour long 
instead of half an hour, and listen-| 
ers will also hear Secretary of 


Agriculture Ezra Benson, NBC 
President David Sarnoff and 
others. 


One of these others will be W. 
A. Roberts, president of Allis- 


Chalmers Mfg. Co. For the past 
seven years, his company’s tractor 
division has been the sponsor of 
the “Farm and Home Hour,” as it. 
most likely will be for a long time | 


| 


to come. 


The shows, the first of which | 


Mr. Roberts is a highly satisfied 
sponsor, but if put to it to explain 
why would probably not be very 
specific. For one thing, he and his’ 


homes, full-sized and furnished associates don’t seem to have any 


(Continued on Page 140) 


& Brorby. 


ham, Louis 


its account—estimated at around 


mains with Monroe Greenthal Co. 


WASHINGTON, Sept. 11—The Post 


Last Minute News Flashes | 


Needham, Louis Gets All of Morton Account 
Cuicaco, Sept. 11—Effective Jan. 1, 1954, Morton Salt Co. adver-| 
tising of salt products for agricultural uses will be placed by Need- 
Klau-Van Pietersom-Dunlap Associates, 
| Milwaukee, now handles this advertising. Needham, Louis also handles 
Morton’s salt for table and industrial uses and Morton’s toothpaste. 


K&E May Soon Get Welch Grape Juice Account 


New York, Sept. 11—Welch Grape Juice Co. is expected to transfer 


$750,000—from Doherty, Clifford, 


Steers & Shenfield to Kenyon & Eckhardt shortly. Welch sweet wine 
is reportedly not affected; marketed through Quality Importers, it re- 


Post Office Asks for Cut in Catalog Rate Hike 


Office Department today petitioned 


the Interstate Commerce Commission to cut the proposed increase in 

The three-word spot drive will | postal rates on catalogs from 35% to 17%. The amended proposal ap- 
be extended to five or six other| plies only to catalogs and other bound advertising matter weighing be- 
markets soon. Donahue & Coe,| tween 8 oz. and 10 lbs. Not affected by today’s action is the pending 
which has been able to place this| application to hike rates on controlled circulation publications. ICC 


on/| will hold a hearing on both rate proposals Sept. 15. 
Ilg Ventilating Names Waldie & Briggs 


Cuicaco, Sept. 11—Ilg Electric Ventilating Co., maker of fans, blow- 
ers, air conditioning apparatus and heaters, has shifted its account from 
Howard H. Monk & Associates, Rockford, to Waldie & Briggs here. 

(Additional News Flashes on Page 143) 
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Curtis McGraw, 
McGraw-Hill's 
Chairman, Dies 


NEw York, Sept. 10—Curtis 
Whittlesey McGraw, 57, president 
and chairman of the board of Mc- 
Graw-Hill Publishing Co., died in 
his sleep last night at the Carlyle 
Hotel here. He attended an outing 
yesterday in Bronxville of the 
company’s Atlantic district sales 
organization and was apparently 
in good health. 

He had been president of the 
publishing company since Febru- 
ary, 1950, succeeding his elder 


Curtis McGraw 


brother, James H. McGraw Jr., 
when the latter resigned. 


® Born in Madison, N. J., Oct. 13, 
1895, Curtis W. McGraw was the 
third son of the late James H. Mc- 
Graw Sr., founder of the publish- 
ing company. Curtis McGraw was 
graduated from Princeton Univer- 


(Continued on Page 139) 


Expect New McGraw 
Head to Come from 


Within the Company 


New York, Sept. 10—It is ex- 
pected that the successor to Curtis 


|W. McGraw as president of Mc- 


Graw-Hill Publishing Co. will be 
elected from within the company, 


one of the few major publishing 
/companies which is still family- 


controlled. No date for a board of 
directors meeting has been set. 

Willard Chevalier, executive v.p. 
of the company, was in Chicago at 
the time of Mr. McGraw’s death 
and immediately took a plane for 
New York. 

Other officers of the company 
include Henry G. Lord, chairman 
of the finance committee; Elliott V. 
Bell, chairman of the executive 
committee and publisher of Busi- 
ness Week; Donald McGraw, v.p. 
for manufacturing and _ services 
and a brother of the late president; 
J. A. Gerardi, v.p. and treasurer; 
John J. Cooke, secretary; Paul 
Montgomery, senior v.p., publish- 
ing division; Nelson Bond, v.p. of 
advertising; J. E. Blackburn Jr., 


(Continued on Page 139) 


( i : } ; eae A oe CE Tig ce oe ge) ekg Cpt rid Fie hehe Re | peter eee .F Ey te og ey Seana 92: Sia, a ey errata 8S Pe oe Bis eae er Beene i “Cj Sa eS gS SD Shy oy, : hace a hae lat Eade heck Sree: al 
ie es eee i ee f 2 age i eae : bg 8 ee a ee At AN kale ee SATSa ET a ir pe eee wimg a. Wet Geos ep a aS Oe ts RR ae ete a Pee gga rt ane Uses ¢ eee el ei a ee - ab oe oe aa Sen (ain ais SRE SSS iS ft 2S bee 
ee bercad 2 ys Bi ee arene ee am i ae ici, ae ae Sana tk 8 ae STS cae iced fe, een ie eee gh WA Pre : ARR ces genni rene «SS ai, eect We : Si ite Sea aah ae ae Bert’ ETE i ee 
Fe poe al Se A eds fe ek er Cae! Soo ee Be ke ee oe ; BS Sieg eee 2a oS ORF aging | iia Eo " BEE fo) Nach ee 15 Pet indie tee Ott grea eee Sami Den ee sae ENS TE Re SU aati at iar Al eens Suen: > aN Gla ae : 
ese a ee eae ae a TEP et ao SeRGIe eT acl aes Mees 4 ; sh Poke is Se a ee ee Nae ae! es Rnenay Bee Beets ryt TT thecal “Aes a ah ate a x Satan ie ’ eh eee Be ie a eee ree: get Sots = 
Tee asks bgt gs) ty Nh = eae ge eee Rte Nh Ee ede em 3 ayer aes rt 7 B if ae Ce : of a ‘Shara eM eeticas So SARpate mae tet sarang x bras f Fae 8 ‘i ‘ eve: nite co ee amas 2 Lia ary me 
4) eens oe x eee = ae 4 * 3 ti Tao tae nn ‘ a PUB = - ad Se Lag ee 
: << : Et i. e reais mange ee ae : er, ie aS afd a aes eae eee ayer ~ ip ae eae, ac Sia se Bier: ae belt se apts Pees onan ge aoe ; ie algal Nias erro etter Tad Bend aa) ee eet So es, ieee oe ae eens oe 
SB Herr. ” : * : : ¢. rere. i rine ae et — - ‘ the . ¥: St aoe 

sane aa ‘ ¥ af 2 ’ Ld . ns 
ci. nee 4 ne oa 3 3 ~ be i: Hrais. 
Paasascy ys . fe 
ee te Ay Ses . coal ie 
ete — FRA ety Te REAR Passed 
Dares 
a et 
We eater 
aes Po ae 
S Boag bie oa. 
3 Wise is 
ae plied 
pes ; 
os : 
eS 
; - 
= 
=a i 
sah Oe 
PAs aes 
epic. 
ead 
tte 
7 ; 
Lae 
uae 
“ bs ; Pai BS a Oe iE IGS BEES 
bi egg Te Rd od Rue ies Oe P ¢- peaks nial pa Ta P hy mA t ae r, 
i a TT TE ES ENTE I 
; 4:47 71 4, 
aj 3 : 
”_ % 7 - ¥ 
et a: ee.” es 
fe TRE | eee aI a ree Se sae 
Pirchh 1 Mita De ae a eee 
eee Mes has & a. eet A 
; sites Marcin, iagiopatoa 
- | eRe gir isin? mae , 
aps. Se | if rE ‘gy emmys a em ee 
4 6 | 5 te awe. 5:3 yee Bee 
“ i * Poe SG ek PO 8 aay 
Nar 22s i hE gO Pia, tes, “ae ee 
Pas = Be Fe ee, iy is ol | Hage res 
Beate ah % 4 7 i Sis ue ee 
sete Bight hea Ee 2 gy Sista 
ean as Ue ee je” aa! 
aa SEEN AS big: | ie 
as eg 2 2 PWD b ey Fit Evers Need and Burtget | => ve 
een’ r es ak ~ we ge 
po ie SHIN ng 9 Ml! | x, 
2 ie aa : wvenen ion Bae as aye , Fn 
tie : ae ios. mgr > pete 
wdc Mei, big ie <2 —— ae ercprsa bos 
tf i me @ x” &+ bod on i ‘: *. 
Q . ry en | | 
| : : 
| «ome | } Bere 
| | 
ae | | 
- | 
; 
i | | ss 
: } 3 eae 
ej 7 j 3 
_ i$ | | 
Dis ite ani vice i Ura > “ty ewan. a i pseamiae 
RG an Oe eae os RS pe ar 
ee ox Beene aaa ee 
bee é. ie —* Age ay 
rv : On i ? a et 2 ee 
E a ee Core : 
* : “ e “J i . 
» ee # ~ oo q * é 
a ae, ee ‘ i 
- ae: eg * ie 
24 a ee a ees 
ei 8: ge eo os a e, eee 
1 eg . Pig frome 
oe = ae : =. 4 . . oe 
ages Pe i eo oe e + pene 
— ‘= E. i Bere: 
3 ke Pe on ere 
; . sa % 4 3 
Bik | ora \ ae octet 
etek, ue aes il Re a 
Ree Pare I ies, "4 - ing ia ci cares 
bes H ige? Dera re ey ectlan 
eee ‘ : ccere poe y 
ferns, Be oe Bia Aare. 
eee a i x eye ane 
abi i ee . i: ie Paul 
pe Ele eee ee 
Aiguid? a he Ze Se cribe eo ae 
. a 7 Ss, pee 
wat Sia. o, te 
oes d at 
ga ears 
ee sc) 
ee ee | sae 
yd a ee 
e _ 
We Lettie Beers! 3. 
eer ge eee 

Paes Boe 
EA sss [Fon 

> r 

Bereta eo 
age! ant eee 
ao Ney Peo 5a 
Aesth tis Sea 
Bae a, 
5 aa | os 
——e pe Biles 

} i Nene ee in Es 

CC ee ae eo 
; _ ae 
‘ ae | 

| ee i@ 

: Mes 
ee _ a 
sy eh ee ee 
iS eae: ‘ ap 
z ee : 

2 Be sah 
ee gh 
oe Po : 
Les 

a a 7 

pase 

, i 

! i 
e + F 4 
A hie ; nh ) : ‘ i, 
: . ~ : A : . i ‘ . - 5 e . 2 - Ca ioe ar ar - es y gee = Bai fi p. rele ras 8 
‘ ! 4 1 7 th; Beas F. ae nggne OL , ; y ral a z é stk ct, wh bs: es : = ; ee a iit ae am 
z x P : : ae pdt gat ee iy SAI te ier Shae ee tet © i eae ee ead eee ie wie teh hs BF go ek , he rt eg a A A eet ES hie lor a . s @ Beat oS a sa bles 2 Se 


2 


Summerfield Explains Plan to Test 
Airline Service for lst Class Mail 


United, Slick and 
Flying Tiger Lines 
Ask to Participate 


WASHINGTON, Sept. 8—Plans for | 
flying most first class mail be- 
tween New York and Chicago and | 
Washington and Chicago, on an 
experimental basis, were unveiled | 
here today by Postmaster General 
Arthur E. Summerfield. 

The Post Office Department pe- 
titioned the Civil Aeronautics 
Board for permission to make a)! 
one-year test. Mr. Summerfield 
told reporters he hopes for speedy 
approval by CAB, and that the 
plan will be in effect promptly 
after approval is obtained. 

Regular airmail service, at the 
6¢ rate, would remain undisturbed, 
and Mr. Summerfield is not wor- 
ried about airmail volume declin- 
ing. Canada uses a similar system, | 
he said, and has not experienced | 
any appreciable drop in airmail 
volume. 


® Letters bearing only a 3¢ stamp 
will not be guaranteed air trans- 


| portation because the plan involves 
/use of regularly scheduled air- 
| lines on a “space available” basis. | 


Empty passenger or cargo space 
will be used. 


Rates proposed by the Post Of-. 
fice and subject to CAB approval | 
are far less than those paid car-. 
riers for regular airmail service. | 


Mr. Summerfield says the pro- 
posed rates are “no higher” than 


existing rail mail rates “when all. 


factors are taken into considera- 
tion.” 

At least two airlines have agreed 
to go along with the test, accept- 
ing the cut rates. United Air Lines, 
Slick Airways and the Flying Ti- 
ger Line all petitioned CAB today 
for permission to participate in the 
test. Slick and Flying Tiger are in} 
the process of merging. 
@ Slick and Flying Tiger are) 
freight carriers only, and do not 
carry mail now. Thus a new com- | 
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COMFORT-TESTED—House Beautiful and 
House & Garden will carry this color ad for 
Dayton Rubber Co.'s “‘comfort-tested” Kool- 
foam cushioning in furniture. B&w inser- 
tions in American Home, Better Homes & 


| Gardens, Bride’s Magazine, and Living for 


Young Homemakers will follow. Norman D. 
Waters & Associates, New York, handles 
the Dayton account. 


petitive element may be intro-| Flactronic Brain 


duced. All certificated carriers 
will be eligible to carry first class | 


mail by air under the Post Office | 


(Continued on Page 145) F igures Retail 


AFA Boosts Reward 
for Integrity in 
Advertising Slogan 


New York, Sept. 10—The Ad- 
vertising Federation of America is 
still looking for that symbol and 
slogan for integrity in advertis- 
ing for which it offered $100 last 
year. 

Today, the AFA announced a 
new contest to end May 15, 1954, 
with the cash prize increased to 
$250. 

Officials of the federation point 
out that the design should be sv 
representative of the entire ficld 
that it can be used by any group 
or individual in advertising. 

In particular, the federation 
wants to eliminate so-called “gray 
zone” advertising, bad taste, fear 
appeals and other abuses which 
bring advertising into bad repute, 
Robert M. Gray, AFA chairman 
and advertising and sales promo- 
tion manager of Esso Standard Oil 
Co., said. 


s Mr. Gray pointed out that many 
AFA clubs last year put on suc-| 
cessful campaigns for higher | 
standards in advertising, citing the 
Pittsburgh Advertising Club, Dai- 
las Ad League, Milwaukee Adver- 
tising Club, Amarillo Ad Club, 
Tampa Ad Club and Fort Wayne 
Ad Club. Each, he said, produced 
a code for advertising and encour- | 
aged compliance with it among lo- 
cal merchants. 

As in the original truth-in-ad- 
vertising campaign launched by 
AFA clubs in 1911, Mr. Gray said, 
the greatest effectiveness results 
from continuing support and pro- 
motion of such a drive in each ciub 
city vear after year. 

Contest rules are available from 
AFA headquarters, 33 W. 42nd St., 
New York 36. 


AFA ASKS SUPPORT 
FOR FIVE PROJECTS 

New York, Sept. 10—The Ad- 
vertising Federation of America is 
sending out a letter to 1,200 lead- 
ers in advertising clubs over the 
signatures of four AFA v.p.s, urg- 
ing support of its five-point pro- 
gram to foster better public under- 
standing of advertising and to im- 
prove standards of taste among ad- 
vertisers. 

The recommended projects: 

1. Renewal of the campaign for 
a better understanding of adver- 
tising, which will be launched by 
AFA about Oct. 15. Educatiénal 


|material in the form of ads and 


| scripts has been prepared for all | Sales for 1954 


media, and the urgent need for 
help from the clubs in promoting 
the campaign is stressed. The cam- 
paign also includes television ma- 
terial for the first time this year. 

2. Joint promotion of National 
Advertising Week, Feb. 14-20, 


| 


| New York, Sept. 10—Now 


_ they’re using an elecronic brain to 
| Sigure how next year’s sales will 


go—and consequently improve ad-. 


| vertising timing. 


Remington Rand’s million-dollar | 


Advertising Age, September 14, 1953 


Rusco, Fixer of Broken Windows for 


af Sandlotters, Now Pays Them to Sell 


| civic groups, and households bor- 
' dering ballfields. 
« anes, with a six-figure ad 
udget (most of which goes into 
50¢ for Each Sales Try | co-op advertising), did a whole- 
CLEVELAND, Sept. 9—Time was | Sale business amounting to $16,- 
when sandlot kids ran like blazes 890,000 in the fiscal year ended 
when a hard-hit ball crashed, /ast April 30—a figure that dou- 
through a nearby window. Nowa-|Pled its 1947 volume. 
days they stick around and sooth; “Cooperative advertising, and 
the irate householder by present-|the use of reprints of publicity 
ing a card which says “National breaks on the window-repair 
Sandlot Baseball-Football Window | 84arantee have helped out sales,” 
Repair Guarantee.” according to Paul C. McCormick, 
The card certifies that the F. C. director of advertising and public 
Russell Co., maker of Rusco self- relations. “On the selling side, we 
storing combination windows and ™ade a newsreel documentary- 
doors, will see that the window is type movie for distributors to use 
replaced. The householder merely with their own salesmen and their 
mails the card with his name, ad- CUStomers.” 
dress and date of the accident to 
the local Rusco distributor, whose ® The combined advertising, sell- 
address appears on the card. _ing and publicity of the window- 
repair gimmick (500,000 cards 
® This promotional gimmick,|were printed for distribution to 
product of a 1951 huddle between | young ball players who then be- 
gray-haired Frank Russell and came Rusco Rangers), brought 
publicity man Eliot M. Stark of business increases in some sec- 
New York, has cost the company tions of nearly 25%, according to 
about $26,000 in the way of win-|Mr. McCormick. The company’s 
dow replacements. But Rusco busi- | national advertising appears most- 
ness has bounded, and the com- ly in shelter magazines, which car- 
pany enjoys high esteem among|ry pages in b&w and half-pages 
small boys, parents, church and (Continued on Page 86) 


Frank Russell Pays 
His Junior Saiesmen 


Final 1950 Housing Census Shows Sharp 
Rise in Total Number of Dwelling Units 


WASHINGTON, Sept. 9—America Second to this gain was the 29% 
had its biggest increase in dwelling increase in home ownership from 


1954, with the Advertising Assn. Univac calculates that 1954’s sea- units during the decade ended in 1920 to 1930. 


of the West. 


s 3. Support of the national high 
school essay contest on advertising 


|sonal buying patterns will practi- 
| cally duplicate those of 1952. 

| To reach this conclusion, the 
'electronic computer sifted hun- 


| 1950, according toa finalsummary The gain in home ownership 
‘report of the 1950 Census of Hous- from 1940 to 1950 resulted both 
ing issued by the Census Bureau. [from new construction and the 

And, most interesting from the sale of existing rental homes for 


sponsored by AFA for the eighth' dreds of facts from retail sales, point of view of business and ad- owner occupancy. 


consecutive year. 


data reported by the Federal Re- 


vertising, the greater portion of 


4. Support of AFA’s continuing | serve Board. Univac pinned down this building took place in and # The shift to owner occupancy 
campeign for advertising integ-| trends in seasonal buying over the around large city areas, continuing was so great that there was a net 


rity launched last year. 


5. Continuing vigilance against | jected the trends to show how isolated areas and farms. 


| years from 1941 to 1952 and pro- 


the long-term trend away from decrease of approximately 400,000 
in the number of renter-occupied 


harmful advertising legislation or /people may be expected to buy 28 


The number of dwelling units 


restrictions. 

Signers of the letter are Mabel 
S. QObenchain, Famous Features, 
Chicago, chairman of the council 
of women’s advertising clubs; Dale 
C. Rogers, Mid-Continent Petrole- 
um Corp., Tulsa; Mel G. Grinspan, 
Black & White Stores, Memphis, 
and Ellis S. Perlman, Coleman 
Todd & Associates, Mansfield, O. 


3 Name Sherman Advertising 


Jackson’s of Oakland, Cal., has 
named Sherman Advertising Co., 


San Francisco, to handle its televi- 


sion promotion. Other new ac- 
counts include St. Mary’s. Square 


Garage, a new underground park- | 


ing area under construction, and 
Payless Drug Stores, Oakland. 


I 
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SAE8 BHAT & COmPaRY 


ee me 


POETIC MAP—Stephen Vincent 
poem, “American Names,” is featured in 


this full-color page for Rand McNally & Co. | 


which will run in The New Yorker, Time and 


U. S. News & World Report. Calkins & Hold- | 
en, Carlock, McClinton & Smith, New York, | 


is the agency. 


basic lines of merchandise in the increased 8,658,000 between 1940 


units. 
The large number of units in 


Benet’s | 


nation’s stores next year. 


® The only hedges against the 
prediction are the provisions that 


(Continued on Page 6) 


Bissell Guarantees 
Prices, Sets Fall 
Drive for Sweepers 


GRAND Rapips, Micu., Sept. 8— 
Bissell Carpet Sweeper Co. is 


against declines until the end of 
the year. 

In making this announcement to 
the trade, P. W. Nickel, advertis- 
ing manager of the company, said, 
“Existing uncertainties regarding 
price conditions in_ general 
prompted the company to guaran- 
tee prices for the first time in its 
77-year history.” 

The company is launching this 


_|month a new advertising and pro- 

motion program built around the 
+| slogan 
‘| Use Bissell Sweepers.” 


“The Best Housekeepers 


}}@ Trade advertising will appear in 


Hardware Age, Housewares Re- 
view and Retailing Daily in Sep- 
tember and October. 

Consumer advertising, starting 


December, calls for insertions in 
American Home, Better Homes & 


_|Gardens, Bride’s Magazine, Bride’s 
| Reference Book, Good Housekeep- 


jing, and Today’s 
Chatelaine in Canada. 

A variety of special dealers’ 
helps and point of purchase mate- 
rials have been prepared for fall 
and Christmas. 
| N. W. Ayer & Son is the agency. 


‘and 1950, so that there were 45,- 


| 983,000 such units at the end of. 


‘that period. 
_@ However, in spite of the record 
/increase in numbers, the relative 


‘growth of 23% in occupied dwell-| 
ing units was exceeded by the 27% | 


| increase between 1900 and 1910, 


|rental projects constructed during 
the late ’40s and the conversions 
which produced large numbers of 
rental units during the war years 
did not nearly equal the unprece- 
dented number of units which 
shifted from renter to owner oc- 
cupancy. 

| The 1950 Census does not pro- 


during the peak of European im-| vide figures on the number of units 
‘migration. During the 1800s the which shifted between renter and 
relative growth was even greater, owner occupancy during the de- 


this month and running through |! 


Woman, plus| 


when it averaged about 35% per 
| decade. 
| In 1950, the great majority of 


suburban areas, with only a rela- 
tively small portion on farms. Six- 
ty-four per cent were urban, 22% 
rural-nonfarm and 14% _ rural 
farm. 

In 1950, more than half the 
dwelling units were located in 
standard metropolitan areas. Since 
1940, the dwelling units in the 
counties comprising these areas 
increased 28%, compared with an 
increase of only 17% outside the 
areas. Within the metropolitan 
areas, dwelling units in the central 
cities increased 19%, compared 
with a 44% growth outside these 
cities. 


s One of the most significant de- 
velopments since 1940, the report 
/points out, is the substantial in- 
crease in home ownership. 

In 1950, there were 23,560,000 
owner-occupied dwelling units, an 
increase of 8,364,000 owners from 
‘the 1940 total of 15,196,000. This 
represents a gain of 55%. 

The gain in home ownership be- 
tween 1940 and 1950 represents the 
largest numerical and proportion- 
ate increase during any decade 
since information on tenure was 
collected by the Census Bureau. 


cade. It is estimated, however, 
'from the data on tenure and year 
'built, that at the very minimum 


guaranteeing its sweeper prices | dwelling units were in cities and 3,000,000 owner-occupied units in 


| 1950 were renter-occupied in 1940. 
| A large part of the shift from rent- 
| ers to owners occurred in the one- 
| dwelling-unit detached structures. 
In an increasing market of home 
owners, this segment of rental 
housing was the most likely to 
change in tenure. 


| 
|@ In addition to information about 
|the number and tenure of homes 
in the U. S., the Census report rep- 
resents statistics on condition, fa- 
cilities, equipment and financial 
characteristics including rent paid 
and value and mortgage status of 
owner-occupied homes. 

The report is identified as Series 
H-Al, U. S. Summary, General 
Characteristics, 1950 Census of 
Housing, and may be purchased 
from the Superintendent of Docu- 
ments, Government Printing Of- 
fice, Washington 25, or any of the 
field offices of the Department of 
Commerce, for $1 a copy. 


Mullen to VanSant, Dugdale 


John A. Mullen, formerly as- 
sociated with Cunningham & 
Walsh, New York, has joined the 
copywriting staff of VanSant, Dug- 
dale & Co., Baltimore. 
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Armour Offering 


Ls 
' 


BD’ At last-a washer and 


Oil Well Prize a — 
NOR 


in Dial Contest 


: “Laundug. Maida 
Cuicaco, Sept. 8—Armour & Co., f 


which last year gave away $40,000 fiiivwZaeea cca 
in a Dial soap essay competition on i 
the Presidential race, has come up = 
with another contest. , 
This time first prize has been 
hiked from $10,000 cash to the 
choice of a genuine, producing oil 
well or $25,000. The contest will 
run weekly for six weeks begin- 
ning Sept. 15. Each of the six 
rounds will carry a $1,000 first | 


=<* 


a dryer safe for any fabric! 


prize. Instead of essays, winners | AT LAST—The Sept. 28 issue of Life will carry this spread announcing the new 


this year are required to complete | 
a jingle about Dial. 

Contest ads will appear in Octo- 
ber issues of Ebony, Ladies’ Home 
Journal and McCall’s. Parade, 


Borg-Warner Corp. Other ads are schedu 
Gardens, Ebony, Farm Journal, Good H 
gressive Farmer and Sunset Magazine. J. 


“Laundry Maids” washer and dryer combination made by the Norge division of 


led for American Home, Better Homes & 
ousekeeping, Ladies’ Home Journal, Pro- 
Walter Thompson Co. is the agency for 


Norge. 


This Week and about 150 comic 


suppl ts, including Puck—Th = 
Cee ee ee cea 90,000 Color TV Sets Can Be Made in 


tan Sunday Comics Group, will be 
used. 


® Foote, Cone & Belding, Armour’s | 
agency, holds an option oS on oil | WASHINGTON, Sept. 8—Industry’s 
well. The option will be picked up | $10,000,000 answer to the color 


if the winner selects the well. 

According to the agency, a geo- 
logical engineer has estimated first 
year’s production of the well at 
$12,000. Output is expected to de- 
crease gradually during the pro- 
ductive life of the well, which may 
be 10 or 20 years. 

One question not settled yet is 
how big a bite federal tax collec- 
tors will take out of the winnings. 
Foote, Cone has decided to wait to 
see if the contest winner picks the 
oil well or the cash before asking 
for a Bureau of Internal Revenue 
ruling. 


Your Name Cigarets 
Aims New Brand at 
People Named Smith 


Cuicaco, Sept. 10—Poor old Joe | 


| television problem was delivered 
to the Federal Communications 
Commission today. 

Dr. W. R. G. Baker, v.p. of Gen- 
eral Electric Co. and chairman of 
the National Television System 


volumes and 52 lbs. of research 
data. It represents the efforts of 
200 engineers who spent 1,000,000 


standards. 
NTSC’s system is compatible 
with present b&w TV sets. Exist- 


casts in b&w, but a new set would 


| 
| programs. 


man hours in developing the new. 


ing sets could receive color tele-| 


1954 if FCC Approves System: Baker 


, The first color TV sets mar- 
| keted, according to Dr. Baker, 
probably will feature 14” screens 
and retail at $750 to $1,000. Out- 
| put could be stepped up to about 
400,000 sets in 1955, but it will be 
1956 before the 1,000,000-a-year 
mark is reached. 


Committee, presented FCC with 16) 


# TV industry forecasters who say 
that there will not be a mass mar- 
ket for color TV sets until a 21” 
set can be made to sell for $500 
will have to wait 18 months after 
FCC approval, according to Dr. 
Baker. 

Converting b&w sets to receive 
color is economically impractical, 


/be necessary to reproduce color| Dr. Baker insists. Color receivers 


| have 38 to 44 tubes, compared with 


Dr. Baker urged prompt FCC) 18 to 20 in present sets. 


adoption of the proposed standards. | 
be estimates that if FCC gives its | 


Columbia Broadcasting System, 
whose incompatible color TV sys- 


approval before this year ends,| tem won FCC approval back in 


|}about 50,000 color TV sets could, 
be produced in 1954. 


Smith, the man who’s envied Sam | 


Camel or George Parliament be- 


1950, today urged FCC to adopt the 


| NTSC standards promptly. 


cause they can buy cigarets printed England Expects ‘53 Total of $131,000,000 
from Increased Number of American Tourists 


with their own names, can take 
heart. 
A Chicago firm is now packag- 


ing cigarets for the Smiths. 


“It is our hope to convert some 
of the millions of Smiths in the 
country from their regular brands 
to Smith cigarets,” said Lester B. 


Patterson, head of Your Name 


Cigarettes. 

If direct mail tests under way 
here are successful, the Smith 
brand will be followed by Jones, 
Thomas, Murphy and other com- 
mon family name brands of cig- 
arets, he said. 

Prices of Smith cigarets—the 
name is printed on the pack and on 
each cigaret—range from $3.30 a 
carton for the minimum three-car- 
ton order to $2.70 in 100 carton 
lots. 

The same company introduced 
“Your Name” cigarets in 1951 as a 
promotional device. These are im- 
printed with the company name 
or slogan on both packages and 
individual smokes and are made 
up for orders of 25 cartons or 
more. 


ain’s No. 1 dollar-earner, is doing 
quite well this year, but critics 
still maintain the country is not 
‘doing enough advertising to at- 
tract visitors. 

The British Travel & Holidays 


|Assn. announced last week that 


145,266 tourists entered in July, a 

% increase over last year. This 
brought the grand total for the 
first seven months of 1953 to 496,- 
000. 

The number of Americans who 
came to Britain through July 31 
totaled 115,204, a substantial in- 
crease of 17% over the same pe- 
riod in 1952. 

All of this means Britain expects 
to rake in $131,000,000 from Amer- 
ican tourists in 1953. 


® The Financial Times, London 
daily, welcomed these figures but 
said not enough is being done to 
attract more tourists. Britain spent 
$1,400,000 in overseas tourist ad- 


* 2 * * 


JAGUAR 


THE FINEST CAR OF ITS CLASS IN THE WORLD 


_ — 


ne 


= a 


JAGUAR COUNTRY—Out in Southern California, where foreign car sales are high 
enough to back up the nick name “Jaguar Country,’ the English manufacturer is us- 
ing several boards like this showing cutouts of various models which are rotated. 


Foster & Kleiser Co., San Francisco, d 


id the installations for Jaguar Motors. 


Lonpbon, Sept. 8—Tourism, Brit-| vertising in 1952 (AA, Aug. 10). 


The financial paper said: “If 
more active steps were taken to 
bring in visitors a much larger 
number would come.” It added 
that the large number which did 
come in July must be considered 
“a tribute to the natural attrac- 
tions of this country.” 


Anti-TV: Bertrand Russell 


and Churches... 


American TV Isa 
Villain in Britain 


By Milton Moskowitz | 
Lonpon, Sept. 8—The fight over 
commercial television will come to 
a head in Great Britain this fall. | 
In principle, commercial TV has 
already been approved But oppo- 
nents will have one last chance to) 
block the development when the 


NARTB Panel Was 
Right: First Idaho 
TV Station Closes 


| Nampa, Ipa., Sept. 8—As pre-| 
| dicted last spring by a National} 
Assn. of Radio & Television Broad- | 
| casters panel, Idaho’s first TV) 
|Station, KFXD-TV, hes been hit) 
by high costs and low returns. 
The station, which went on the | 
air June 20, has suspended opera- | 
tions indefinitely. It came up for 
|discussion at NARTB’s spring) 
meeting when Gilbert Rose, KFXD, 
asked a panel how a TV outlet in! 


government brings out its White 
Paper setting forth specific plans 
for allocation of licenses. 

The fireworks will start when 
Parliament reconvenes in Novem- 
ber. 

Not that there hasn’t been plenty 
of fireworks during the past few 
months on the question of setting 
up a competitor to the revered 
British Broadcasting Corp. 


® British public life—magazines, 


newspapers, banquet halls, politi- 
cal meetings—has been inundated 
by tons of verbiage on commercial 
television. Battle lines have been 
formed and through the hot-tem- 
pered crossfire it is possible to 
filter out these impressions: 

1. In the end, commercial televi- 
sion will probably get a green 
light, but the consensus of Parlia- 
mentary observers is that the Con- 
servatives will have to invoke 
party discipline to win. (This 
means Conservative M.P.s who op- 


the 90,000 population Boise Valley | pose commercial TV will be forced 


operations cannot be low enough 


100,000 population. Small opera- 


advertisers’ TV budgets among as 
many as 2,000 other stations, the 
panel warned. 


® Ed Hurt, manager of the TV 
outlet, has not stated whether or 
when the station might return to 
the air, and its equipment has been 
dismantled. The Federal Commun- 
ications Commission’s construction 
permit for permanent telecast fa- 
cilities has been retained by the 
station, however. 

Mr. Hurt indicated that the high 
cost of TV films was a major fac- 
tor in the shutdown. Another is the 
location of the temporary station 
at Boise, 20 miles away from 
KFXD, making it impossible to 
use the same operating personnel 
for both AM and TV operations. 

KIDO-TYV, Boise, which went on 
the air in July, is now the only 
Idaho television station in opera- 
tion. 


Fall Campaign Will 


Push Rubinstein’s 


The paper pointed out thatcom-| Color for Redheads 


pared to other dollar markets this | 


“is an easier field to cultivate. 
There are no tariff barriers, no 
quotas and very little sales re- 
sistance where tourists are con- 
cerned.” 


Phelan Joins ‘Companion’ 


William D. Phelan, formerly ad- 
vertising director of the San Fran- 
cisco Chronicle, has been named 
advertising sales manager of the 
Woman’s Home Companion. R. B. 
Alexander, who formerly held the 
post with the magazine, now be- 
comes director of sales coordina- 
tion. Earle G. Truax, formerly 
eastern advertising manager, be- 
comes director of special sales ac- 
tivities. 


‘Whitford Heads Ansul 


A. J. Whitford, president of the 
First National Bank of Marinette, 
Wis., has been elected chairman of 
the board of Ansul Chemical Co., 
Marinette. He succeeds Harvey V. 
Higley, recently appointed direc- 
| tor of the Veterans Administra- 
tion. 
| 
Emil Mogul Names Polowe 

Barbara Polowe, formerly with 
|}the New York Times, has joined 
| the public relations department of 
Emil Mogul Co., New York. 


| New York, Sept. 10—Seven 
| magazines will be used in October 
and November to introduce a new 
shade of Helena Rubinstein cos- 
metics. 

Dubbed “Copper Leaf,” the new 
shade will be promoted as a color 
keyed for redheads. It will show 
up in hair tints, lipstick and nail 
polish. 

The magazine ad schedule con- 
sists of Charm, Glamour, Harper’s 
Bazaar, Mademoiselle, The New 
Yorker, Town & Country and 
Vogue. Local co-op ads and in- 
store material also will be used. 

Hewitt, Ogilvy, Benson & Math- 
er is the agency. 


D-F-S Appoints Two 

Dancer-Fitzgerald-Sample, New 
York, has appointed William A. 
Taylor, formerly with Young & 
Rubicam, a member of the Procter 
& Gamble account group, and 
William M. Weilbacher, previous] 
with National Biscuit Co., a P 
media analyst. 


Clarke to ‘House Beautiful’ 

C. Herbert Clarke, formerly with 
Caldwell-Clements, has joined the 
eastern advertising sales staff of 
House Beautiful. 


|to warrant the risk of building a) 
station in a market of less than) 


caee Seay Se Seeee: US | stuation but they stand the test 


|;market might fare (AA, May ai vote the party line.) 
After sizing up the market, the) bs ; 
panel decided that low budget TV hate American television, as they 


2. The British people simply 


understand it. 
3. There is a deep and latent 
distrust of advertising over here. 


@ These are harsh estimates of the 


of corroboration. 

For example, the lineup of com- 
mercial TV opponents is something 
wondrous to behold. The Daily 
Worker and The Times fight to- 
gether. Leftwinger Aneurin Bevan 
is, of course, opposed, but so is 
Lord Halifax. Randolph Churchill 
—the prime minister’s son—speaks 
out against commercial TV, as does 

(Continued on Page 1132) 


Ritz Beauty Aid to 
Bow in Newspaper, 


Magazine Campaign 


New York, Sept. 9—Charles of 
the Ritz Distributors Corp. will 
break an introductory campaign 
this month for Velvet Foam, a 
cleansing agent. 

The national kick-off Sept. 17 in 
The New Yorker will be followed 
three days later by insertions in 
the New York Times and Herald- 
Tribune and Chicago Tribune and 
Daily News. The October issue of 
Mademoiselle also will be used. 

An extensive dealer co-op cam- 
paign will break Sept. 13. 

The product is said by Ritz 
chemists to clean as well as soap 
and water—which is preferred by 
nearly 90% of women, according 
to a company survey. Advantages 
claimed for Velvet Foam is ab- 
sence of drying effects associated 
with soap and water cleansing. 

Peck Advertising Agency has 
the account. 


Groel Heads Ads, PR 

Frederick H. Groel, v.p. and 
secretary of Prudential Insurance 
Co., Newark, N. J., has been 


named to take charge of the com- 
|pany’s advertising and public re- 
‘lations, in addition to his present 
duties. He succeeds 2nd v.p. A. T. 
Everett, who will give all of his 
time to development of the com- 
pany’s individual sickness and ac- 
cident insurance program. Mr. 
Groel is a past president of the 
Advertising Club of New Jersey. 


Sapolin Boosts Plowright 

J. L. Plowright, v.p., Sapolin 
Paints Inc., New York, has been 
appointed a director of the com- 
pany. With Sapolin for more than 
25 years, Mr. Plowright will con- 
tinue to direct sales and merchan- 
dising. 
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Gadgety Home Shows 
in West Will Be Used 
to Lasso Customers 


(Continued from Page 1) 
“provocatively ...to coax along 
that buying urge.” 


® Products will be displayed with 
a variety of gadgets, 
mannequins, and eye-catching 
gimmicks which make it impos- 
sible for people to walk past the 
displayed product without learning 
its features. Also, beautiful girls 


will be used to catch the male eye. | 
The network of shows will be) 


locally sponsored in the cities in 
which they appear. In San Fran- 
cisco, the Associated Home Build- 
ers in Northern California will be 
the sponsor. 

The second in the series of shows 
will be in Phoenix, from Jan. 30- 
Feb. 7, under joint sponsorship of 
the Arizona Home Builders Assn. 
and the Arizona Building Contrac- 
tors. This will be followed by one 


animated | 


in San Mateo, April 10-18, spuon- 
sored by the Peninsula General 
Contractors and Builders Assn., 
then in Honolulu Aug. 14-22 tente- 
tively under Chamber of Com- 
merce of Honolulu auspices, and 
in San Diego, Oct. 2-10, 1954, with 
the backing of the San Diego 
Building Contractors Assn. 


Heads Toy Guidance Council 

Arthur E. Taylor, formerly gen- 
eral sales manager of Henry Katz 
National Sales Organizations, toy 
makers’ sales representative, has 
been appointed managing director 
and v.p. of the Toy Guidance 
Council, New York, effective Oct. 
1. Mr. Taylor will direct opera- 


tions of the council and its affil- | 


iate, Toy Guidance Exhibit, on be- 
half of toy manufacturers, whole- 


salers and 1,600 member retail toy 


stores. 


Chrysler Promotes Braden 


E. M. Braden, director of re- 
gions for the Chrysler division of 
Chrysler Corp., Detroit, has been 
promoted to general sales manager 
of the division. He has been with 
Chrysler Corp. since 1941. 


ROBERT A. RAIDT, formerly an account 

executive with Gardner Advertising Co., St. 

Louis, has been named director of adver- 
tising of Bayuk Cigars, Philadelphia. 


Burns Joins Kal, Ehrlich 

Jerry Burns, formerly with 
|Hecht Co., Washington, has joined 
‘the layout staff of Kal, Ehrlich & 
Merrick, Washington. 


Sykes Joins Agency PR Staff 
Edward H. Sykes Jr., son of the 
board chairman of Sykes Advertis- 
ing, Pittsburgh, has joined the 
agency’s public relations staff. 


Towns over 25,000 


Towns under 2,500 


Open Country 


Tewns 2,500 to 25,000 


read 


1,310,000 


PEOPLE 
Everywhere in iowa 


THe Des Moines SUNDAY HEGISTER 


380,000 
260,000 
270,000 
400,000 


readers 
readers 
readers 


readers 


As reported by the Advertising Research 
Foundation in its first statewide audience study of 


14 Sunday newspapers circulating in Iowa. 


New York. 


THE DES MOINES SUNDAY REGISTER 


For complete facts on what these people earn, what they own, 
see “A Study of the Des Moines Sunday Register Audience in 
Iowa.” For details on how to get your copy, write Advertising 
Research Foundation, Inc., 11 West 42nd St., New York 36, 


...an “A” Schedule Newspaper in an “A-1"' Market 


Advertising Age, September 14, 1953 


_Curtis McGraw died Wednesday night. The 57-year-old son of the 
founder of McGraw-Hill Publishing Co. had been president of the 
ET he > SE a a ee a ee 

NBC's “National Farm and Home Hour” is 25 years old now, but its 
satisfied sponsor for the past seven years, Allis-Chalmers Mfg. Co., 
has no idea what its rating is Page 1 

First class mail will be flown between Chicago and New York and 
Washington on an experimental basis. The plan will go into effect 
as soon as CAB okays it Page 2 

Window breakers become salesmen in Rusco’s program. The window 
maker guarantees to replace panes smashed in sandlot ball games, 
also pays youngsters for each sales call they make on pros- 
pects Page 2 

British battle over television is expected to get hot in November. Com- 
mercial TV probably will be approved by Parliament, but pow¢rful 
opponents haven’t given up yet ............0 cece ccc ceccece 

Outdoor volume will gain $7,000,000 this year, OAI predicts. Year- 
‘round use of posters is gaining and paint billings have doubled 
since 1946 

Anti-enzyme is a phony, says a toothpaste company ad director. Most 
toothpastes already inhibit enzyme action, he says, and mouth acid is 
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REGULAR FEATURES 

Advertising Market Piace .. .126 Mail Order Clinic .......... 132 
Coming Conventions ........ 116 re 122 
Creative Man’s Corner ...... 132 Photographic Review ........ 40 
Department Store Sales ...... 18 Production Tips ............ 132 
ET ee EORTC TE CET 12 Rough Proofe ..........ccecs 12 
Employe Relations ......... 134 Salesense in Advertising ....134 
Eye and Ear Dept. .......... 136 Voice of the Advertiser ...... 100 
Getting Personal ........... 114 What They’re Saying ........ 12 
| Looking at Retail Ads ....... 136 You Ought to Know ......... 40 


Stegmaier Names McCann 


Barre, Pa., has appointed McCann- 
Erickson, New York, to handle ad- 
vertising for its Gold Medal beer, 
ale and porter. Previously, Mac- 


Menus, John & Adams, New York, | 


|Knolar to McKee & Albright 


Stegmaier Brewing Co., Wilkes- | 


Knolar Products Inc., Camden, 
N. J., maker of Nola Soap Flakes 
and Magic Washer, has appointed 
McKee & Albright, Philadelphia, 
to direct its advertising. Radio and 
newspapers will be used, primar- 


had the account. lily for the fall. 


_ “This is the size we use in the 
_ Growing Greensboro Market!" 


— 


IT TAKES A LOT OF BIG GAS PUMPS to keep cars on the 
move in the Growing Greensboro ABC Market, here in the 
South’s No. 1 State! ... . Example: nearly $106-million was 
spent to satisfy the automobile buying habits of people in the 
thriving Greensboro market. More astounding yet is the 

sales gain in car purchases, 1952 over 1951—Zin which the 

Growing Greensboro ABC Market showed a gain of 3128% 

over the gain for the entire state! . . . And that’s just one 

part of the sales picture in a market that cruises along with 

1/5 of North Carolina’s total sales of food, drugs, general 

merchandise, furniture-household-and-radio, purchased by 1/6 

of the state’s 4,230,000 people . .. If you’re looking for 

sales in a market that is showing steady gains during the 
long pull— better ask for the complete story about the 

GREENSBORO NEWS and RECORD 


Only medium with dominant coverage in the Greensboro ABC 


Morket, with selling influence in over half of North Carolina! 


— Greensboro — 
News and Record 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 
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...NEW PROOF 
THAT QUALITY | 
BUYS QUANTITY 


1953 Herald Tribune Home Study Data Available Now 


The Herald Tribune 1953 Home Study reveals new evidence about 
New York’s Quality Market. It proves again—in terms of buying—that one 
newspaper is the Quality Market...the Herald Tribune. 


This seventh edition of the Home Study is a uniquely complete report. It 
gives detailed data on the new highs to which Herald Tribune’s readers’ 
incomes, property and security holdings and savings have climbed... provides 
advertisers with comprehensive facts on a market that is now Five and A 
Half Billion Dollars BIG...shows how Herald Tribune family expenditures 
often rise in proportion to income...proves that the heavier spending of 
Herald Tribune readers is not solely because they buy higher priced items, but 
because they buy more items at all price levels. For more efficient advertising, 
get this new proof that the way to sell New York is to sell the Quality Market. 


NEW YORK 


Herald Tribune 
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. 
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Ask us for 1953 Home Study material available now—in 
reference to family income, occupations, 
education, home and auto ownership, vacations and hobbies. 


86th in a series 
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|some time the development of a| 


Iowans Demonstrate 'low-butterfat spread which might 
recapture some of the butter mar- 


Cheaper ‘Butter’ to ket lost to oleomargarine produc- 
Compete With Oleo ‘“; 


Des Mores, Sept. 9—The dairy Des Moines to representatives of | 
industry has shown strong interest the American Dairy Assn. and the | 
in a low butterfat “butter” demon- Iowa Dairy Industry Commission | 
strated here by Dairy Foods Co. 
of Nashua, Ia. pared with 80% in regular butter. 

Dairy leaders have discussed for The spread is made of butterfat 

and non-fat dried milk. 
| 
{ d A sa’ © The product will be known as 
$ our nem Dairy Spread and its sponsors con- 
or does Get the most out of space you tend it is composed entirely of 
get lost oes Walk. Pree |dairy products and contains no 
are set—they're typeskilled 
Foods Co. are Roy Scoles of Nashua 


Telephone DE 7-8130 e 11 E. Hubbard, Chicago 11' and L. B. Liddy of Des Moines, 


are costly— proof on request | vegetable oils. 
on a page 
by Walk—AaskK YOUR AGENCY. 


ay a ol my Lan Aw Two of the officers of Dairy 
JAY P WALK © Advertising Typogra: pher 


churned outside » . 
‘would not disclose details of their F g R ta ] 
The product demonstrated in| future plans except to say that l ures e al 


averages 58% butterfat as com-| 


EE. REAM ht eS 


Advertising Age, September 14, 1953 


both employes of the state’s de- 
partment of agriculture. 

The firm had_ the 
the state and 


Electronic Brain 


product 


they plan to sell rights for the 
| product to dairies. It is planned to S | f 1954 
sell the new product for at least a es or 
20¢ less per pound than butter. 
Dairy leaders sampling the prod- (Continued from Page 2) 


uct reported the texture and fla-| the same trends continue and that 
vor as “excellent.” | are will be no major change in 


the economy due to war or an 
Windt to CBS-Columbia | 


abrupt recession. 
Robert S. Windt, formerly a v-p.|_ A joint announcement by the 


of David O. Alber Associates, has | Bureau of Advertising, American 
been appointed publicity and pro-| Newspaper Publishers Assn., and 
motion manager for CBS-Colum- |, inat Rand id Uni r 
bia, New York. In his former post |*©™nston and sal nivac s 
Mr. Windt handled public rela- | forecast of 1954 seasonal sales 
tions for Allen B. DuMont Labora-_| patterns represented “what is be- 
tories. | Heved to be the first mathematical 


VG HEN advertisers buy 


more total space in 
The Miami Herald than 
in the Chicago Tribune, 


the Los Angeles Times, or any 


other morning 


it’s sure proof they’re 
profiting mightily from 
Florida’s billion-plus 


...Why don’t 


Gold Coast market 


newspaper*, 


you f 


*The Miami Herald led all morning newspapers in total adver- 
tising with 15,729,350 lines—1st 6 mos. 1953, Media Records 


7, 


JOHN S. KNIGHT, Publisher 


STORY, BROOKS & FINLEY, National Reps. 


Affiliated Stations -- WQAM, WQAM-FM 


isolation of the ‘most nearly nor- 
mal’ seasonal buying patterns 
which govern retail sales during 
any normal year.” 

Seasonal sales patterns of major 
household appliances, for exam- 
/ple, come out this way: 


Month 1954 1952 
- ee 6.5 6.2 
|February ........... 6.2 6.3 
SE eee 7.5 7.5 
MEE, Nc.0s dads 002% 2 7.3 8.1 
ae oer 8.7 8.9 
Re eee 9.1 8.8 
I aera ree ee 7.3 7.0 
CO eee 7.3 6.9 
September .......... 8.0 8.5 
| 8.0 8.6 
re 9.2 9.0 
December .......... 14.2 14.2 


# The close parallel between the 
two years makes the 1952 retail 
sales pattern “a highly dependable 
yardstick for manufacturers and 
retailers in planning advertising 
programs,” said the Bureau of Ad- 
vertising, adding that last year’s 
patterns are shown in the new 
1953-’54 edition of its “Annual 
Time Table of Retail Opportuni- 
ties.” 

The “Time Table” contains a 
seasonal breakdown of 1952 sales 
in 18 types of stores and 70 depart- 
ments in department stores, in 
terms of the percentage of annual 
sales contributed by each month, 
on a national and regional basis. 
It also carries breakdowns show- 
ing how retail sales of various 
commodity groups were divided 
among various commodities during 
any month of 1952. 

In addition, there is data on 
seasonal fluctuations in the news- 
paper advertising of 91 key com- 
modities during 1952, which in 
turn reflect consumer buying pat- 
terns. 


@ The “Time Table,” according to 
Edward H. Burgeson, director of 
the BofA’s_ retail department, 
“serves individual businesses as a 
preliminary guide signaling the 
seasonal rise and fall of opportuni- 
ties to sell specific kinds of mer- 
chandise. It also demonstrates how 
a firm’s own sales records can be 
| used to anticipate normal seasonal 
sales patterns reflecting local con- 
| ditions and buying behavior. 

| “It becomes one of the most im- 
_portant services ever made avail- 
|able to manufacturers and retail- 
/ers for use in correcting the faulty 
timing of advertising that is cur- 
rently costing millions of dollars 
|in additional sales and profits.” 


SCHOLASTIC 
MAGAZINES 
have he largest culation 


SEND FOR LATEST CONSUMER SUR. 
VEY ON HIGH-SCHOOL YOUTH TO: 


iit crt tet a ON as CRT Sy 


EE 


SME TS ONL Nghe Mee, et dence Amn cy OW gaienE: AeMae ce STOR See ee a +t OTe eageames cr aay ts VR aS lh Sk ae eR ANT cork tat et pee e ; _0g Ev eee eran 2k SoRaL ae al 5 Sach ae Mae cae RE gta ORM OMA aan MAES. Se at acetate HS och 
ANE) Sean : ois tr qh Ese Hp sey, cs art rb Sa ee Uy) Rio ; ie rete ee pens ada ex * ne aa is ime fa Seri ta Canty Se we Oe 7 = i ! 2 Rime ete <b eg Be Te tae ‘ 
eee Hees CY ae ies PAN ada aaterte eathe mage SURI Ys 2 are n= Bee pporaet et eens Seep late ds Bath ah SRO ccwee uy er ci oh ad Se ie ener tec on et ee Nae Ore wey Mle got 4 

Da, ade, sala ee on, Si nee OR ee I re eee Bee ee EI MR a See 2 ee eee et 
be r = NE ee) eae | ea IR aan yo Eee ae ; fend Tes) eee a nee ‘ i Tel shee mane = lish e eat aa a MM: ae eM ea err er mee. i 62 Tas La 
oa eee ee ele noe fa se eo mas Cer ea: Be: Fico se ao eR asec acer <a reOOey oe ee —— a (a eee es BS 
a ao ee ca : ae 5 - . a ; ase ae : 

, ee 

: ae 

— 

- 

if 

a ve 
aa ‘ 
we 
ern { 
sepsis | 
Bis 

. | 
~ 2 | 
Re rate. | 
ets 
he 
ve 
. 
= $a) 
ae s | m<é 
ae. ee 
ie 
2 oe | 
am . | ne 

oe y 
= . yo 
x yo 
bs co 
eee. nc 
a it, 
<0 
PRs th 

aa ¢ m 

, ry S (2) en 
le & 4 to 
why th (2 
“am -> 2 a Hp Y f.) : 5 re a ie Es < y 
— in to A a a 
i | i Ge a > oh Bie b 
Cecee FLOR -_ »S y Bc oe 
— and the low-cost coverage | Vea 
a ——— gai - 
ota eae aes : 
ee . : -_ - if 
Ger rete aa Cel be atta ies imma . 7 baie Sy ec 
BY, alae ' : . 7 > ' ‘ | 
: \ 
| 
‘ etree Sik ae is i ea 
eee J vertising medium in today's | 
saan TOE I 
3 A rae a niga z oa i 
3 . re ey ig Sst ae ‘wok Beret EA a a 
= % APE REN, eye: ‘Green maw ¥e reas 
; Po WEST 22 STREET, WEW TURR « 
: eee a ee 
ar ee a De 


__ -— a FF SS SS we oe Ie 


eee 


Now wart! We don’t want to start an argument. We'll 
say you did. Maybe you're even one of the pioneers. Or 
maybe you discovered the West only recently. We each 
“discover” the West in our own way. But if you're a 
newcomer, you've found out—as the pioneers found out 
—that life out here is a lot different from life where 
you came from. 

These Western differences could well be the reason 
you came — and why people from everywhere are still 
coming. For in 7 Western States (plus Hawaii) there's 
now a population of more than 18 million people —and 
it's reasonable to assume we're all here because we like 
it, because Western Living is really something special. 


However, Sunset Magazine, itself, has been part of 
the West for a long, long while — since 1898, as a 
matter of fact. Naturally, Sunset has come 
to know this Western region, and these 
Western differences, pretty thoroughly. 

So, in line with doing what it knows 
best, Sunset is edited to serve the 7 Western 
States and Hawaii exclusively. Sunset talks 
only to Western families (some 560,000 
of them) —and only about those special, 
wonderful Western differences — in travel, in cooking, 
in gardening, in home design and furnishing, in outdoor 
recreation. Sunset meets the particular and ‘‘different’’ 
needs of Westerners as no other publication does or can. 

If you're an old timer, no doubt you consult Sunset 
Magazine and Sunset Books, regularly. If you're new 
— well, we hope you'll soon be doing so. Because 
Sunset is an inseparable, essential part of Western Living 
itself. In fact, if there were no Sunset Magazine, it would 
have to be invented. 


LANE PUBLISHING CO. 
Publishers of SUNSET MAGAZINE and SUNSET BOOKS 
Menlo Park, California 


Advertising Offices: San Francisco, Los Angeles, Seattle, 
New York, Chicago, Detroit, Boston, Atlanta, Tyler (Texas) 


(Sunset reprints here a message — 


one of a series — it is currently publishing 


in leading Western newspapers) 


Sunset’s administrative and main editorial offices 
—at Menlo Park, California—a place to work, 
of course, but also a place to get more enjoyment 
from Western Living. You are cordially invited 
to visit Sunset’s home on any weekday. 


HERE’S ANOTHER WESTERN TREND 


Sunset was the fastest growing monthly magazine in 
America in advertising pages gained during first 6 
months of 1953 compared to same period in 1952. 
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Another result of Sunser’s 
exclusively Western editorial service. 


Source: PIB 
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Names Hutchins Advertising 
Neisner Bros. Inc., New York, 

operator of 130 variety chain 

stores throughout the U. S., has 


Station Reps Blast Southland’s New 


= s 
appointed Hutchins Awverisne Three- Second Radio Spot Campaign 


vertising. 


Garth Elected Ramsdell V. P. 


E. D. Geoffrey Garth, account 
executive of Lee Ramsdell & Co., 
Philadelphia, has been elected an 
arency v.p. 


(Continued from Page 1) 
eight-second spots on radio and 
eight- to 10-second spots on TV. 
Newspapers also have been used 


If Chicafe goes well, and if dis- 


[o- 


mn 61 WEST ERIE CHICAGO 11 


THREE AWARDS 
1953 Annual Exhibition of Outdoor Advertising Art 


Swift & Company ¢ Ice Cream ; 
Nebraska Consolidated Mills ¢ Duncan Hines Buttermilk Pancake Mix 
Nebraska Consolidated Mills « Duncan Hines White Cake Mix 


CHARLES F KUONI STUDIO 


Telephone SU 7-4483-4 


) 


|tribution warrants it, the agency even the four-second commercial 
jis ineffective. Witness the Rinso 
| failure.” 


: ; | 
Donahue & Coe’s copywriters | 


|are expert at brevity. Some time | Refining Co., 


plans to employ the radio short 
saturation technique to introduce 
the new product in other sections 
_of Southland’s marketing area. 


|ago the agency ran a one-word 
spot radio campaign for Atlantic 
| beer on several southern stations 
|—small ones, for the most part. 
|The one word: “Schwerized.” For 
a while the radio audience won- 
|dered what it was all about, but 
|soon learned that the strange word 
|referred to the process used in 
pe Atlantic beer. 

. Reg Rollinson, director of ad- 
vertiser relations for the station 
reps’ group, deplored the latest 
spot shortie development as “‘an ef- 
‘fort to short circuit the standard- 


'adelphia chapter, American Mar- 


be v.p.; Robert P. Aitken, Sup- 


oe 


Advertising Age, September 14, 1953 


ized radio short.” | 

He added _ confidently, “Of 
course, no station interested in 
good advertising practices will ir-| 
ritate its audience with this type! 
of commercial. Furthermore, past | 
experience has demonstrated that 


Philadelphia Market Men Elect 


James H. Weatherby, Atlantic 
Philadelphia, has 
| been elected president of the Phil- 


keting Assn. Other officers elected 
|are Edward Bloom, Sun Oil Co., 


plee-Wills-Jones Milk Co., 2nd 
'v.p.; John H. Picou, Atlantic Re- 
iining Co., secretary, and Henry C. 
Scheitzer, Henry Disston & Sons, 
immediate past president. 


Schultz Joins ‘Charm’ Sales 


Howard S. Schultz, formerly 
fashion and _ retail advertising 
/manager of Macfadden Publica- 
, tions Inc., has joined the sales 
istaff of Charm. 


The Oregon Journal 


Portland’s Only Home owned Newspaper 


announces the appointment of 


O'MARA & ORMSBEE, INC. 


New York * Chicago « Detroit * San Francisco * Los Angeles 


as National Sales Representative 


Effective September 1, 1953 


Service * Convenience * Knowledge 


for advertisers who want 


Sales Action 


in the Portland, Oregon Market 


WOR-TV Strike Gives 
It a Chance to Move 


Studios, Transmitter 


New York, Sept. 11—WOR-TV, 
starting Monday (Sept. 14), will 
be blacked out until new studio 
and transmitter facilities are ready 
at the Empire State Bldg. 

A major factor in the station’s 
decision to go off the air tem- 
porarily is the 24-day-old engi- 
neers strike against WOR-TV and 
its sister radio outlet, WOR. 

Thomas F. O’Neil, president of 
General Teleradio, owner of the 
staticns, said the walkout did not 
force WOR-TV to shut down, but 
he added, “While the strike of 
engineering employes has not im- 
paired our radio or television 
operation beyond forcing the re- 
linquishment of the Dodger base- 
ball games, this is a good oppor- 
tunity to plan the physical trans- 
ition of WOR-TV from our North 
Bergen transmitting site and our 
67th St. studios to a consolidated 
new operation in the Empire State 
Bidg.” 


a Mr. O’Neil said WOR-TV, which 
already rents one of its 67th St. 
studios to NBC, will make the rest 
of the 67th St. facilities available 
for rent or sale. The station’s new 
studios will be located on the 83rd 
floor of the Empire State Bldg. 
Just when the TV station will 


ireturn to the air is anybody’s 
|guess. Members of Local 3 of the 


International Brotherhood of Elec- 
trical Workers, which is wiring the 
new studios, last week were not 


|crossing the picket lines of their 


fellow IBEW members, the strik- 


ing Local 1212. 
The dispute between the stations 


jand the union was still in the 


| 
The Journal is proud to be joining these LEADING Newspapers represented by O'Mara & Ormsbee 


Seattle Times * 


Wichita Eagle * Omaha World Herald * Newark News * Columbus Dispatch * Fresno Bee 


Milwaukee Journal 


* Washington, D. C. Star * Honolulu Star Bulletin * Sacramento Bee 


Los Angeles Mirror * Modesto Bee * Hilo, Hawaii Tribune-Herald 


Toronto Telegram * Mentreal Star 


process of mediation as this story 
went to press, with both sides ap- 
parently standing pat. The stations 
charge the union with. feather- 
bedding, while the union insists 
the stations want the engineers to 
do two jobs at once. 


Atlas Plywood to Chirurg 

Atlas Plywood Corp., Boston, 
has appointed James Thomas Chir- 
urg Co., Boston, to handle its ad- 
vertising. Trade promotion will 
begin at once for the company’s 
container, flush doors and ply- 
wood panels divisions. Previously, 
R. T. O’Connell Co., New York, 
had the account. 


Chicago Bank Names Burhorn 


John F. Burhorn Sr., for the 
past year executive secretary of 
the South Chicago Chamber of 
Commerce, has been appointed v.p. 
in charge of public relations of the 
Steel City National Bank of Chi- 
cago. 


ADVERTISING SALESMAN 


Leading business paper has 
opening for salesman who 
has knowledge of general 
advertising media and busi- 
ness papers. $8,000 draw 
and commissions which are 
now running an additional 
$3,000. Also participation 
in attractive profit sharing 
trust. 50° travel with all 
expenses paid. Must be a 
live wire. Work out of Chi- 
cago. Give full details about 
yourself and references in 
letter of application. 


Box 643 
ADVERTISING AGE 
200 E. Illinois St. 
Chicago 11, Il. 
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Speci@? researc 


‘reveals 


PARENTS’ MAGAZINE reaches twice 


the percentage of MOTHERS 35 and under 


-biggest buyers— 
i 

as the average of the 
four leading 


Women’s magazines! 


Guide to living and buying for 
1,500,000 mothers with 


3,000,000 children... Pare | {¢ 
5,000,000 monthly readership! 


ere is FAMILY — GUIDE f 


Men, THE On 


CONSUMER 
Ors BUREAU 


This Seal wins 
consumer confidence 
— steps up sales. Ask for proof. 


Percent of MOTHERS 35 years and under 
among adult women readers 


gemmme, 


a 


PARENTS’ Average of 


4 leading 


MAGAZINE Women’s magazines 


Find out how it can 
help sell YOUR products. 


52 Vanderbilt. Avenue New York 17 360 N. Michigan Avenue Chicago 1 
Atlanta-Boston-Los Angeles-San Francisco 


Young Mothers (Age 35 and under): 66.8% of PARENTS’ adult 
women readers are MOTHERS 35 years of age and under! 
These are the years of biggest buying, and mothers are the 
biggest buyers. The 4 leading women’s magazines average only 
33.5% of mothers in this important age level. 


Mothers 36 through 45 years: 23.5% of PARENTS’ adult women 
readers are MOTHERS 36 through 45 years. In this age level 
when children (under 18) are still in the home and buying is 
still comparatively large, the 4 leading women’s magazines 
average only 13.6%. 


Older Mothers (46 and over) and Unmarried Women: Among un- 
married women and mothers over 45 whose children are already 
grown up—women who are not big buyers—PARENTS’ has 
only 9.7% of its adult woman readership... contrasted with 
the 4 leading women’s magazines which average 52.9%! 

These are reliable figures based on a special tabulation of 
data in the July 1953 Starch Consumer Magazine Report. 


Concentrate your advertising on young mothers—they buy the most! 
Young mothers with growing families are the biggest buyers of 
foods, drugs, home products, apparel, life insurance, and vir- 
tually all other goods and services. Only PARENTS’ MAGAZINE 
enables you to concentrate your advertising in the families-with- 
children market. 
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When What Ought to Be Isn't 


A few weeks ago there appeared in the. Voice of the Advertiser 
Department in AA a long and rather bitter letter from a newspaper 
publisher who, understandably, asked that we keep his identity to 
ourselves. 

This publisher expressed annoyance and disgust over the practice 
of double billing—that is, of supplying one bill to the local advertiser 
who places co-op copy with him, and another (and higher) bill, 
which the local advertiser in turn sends on to the manufacturer or 
distributor, for reimbursement out of co-op funds. 

The publisher who wrote the letter does not double bill. But he 
seems to be in the minority in his area, among weekly publishers, 
which he is. 

Double billing is not only unfair and immoral; it is quite obviously 
illegal, since it results in fraud. But the point here is that it is a 
practice which most advertising men would say does not exist, or 
exists in so few instances that it is not worth discussing. 

Yet every once in a while, as is the case with this publisher’s letter, 
and a similar discussion of double billing at a twin-state advertising 
managers’ session a couple of years ago, we are confronted with the 
fact that it is not safe to assume that something does not exist be- 
cause it ought not to exist. Eternal vigilance is the price of liberty, 
and it is also the only guarantee that unfair, unsound and illegal 
practices are actually stamped out. 

Any publisher who engages in double billing deserves nothing but 
the contempt and the scorn of the advertising business. Any retailer 
who uses double billing to “milk” national or regional advertisers 
for more than their fair share of co-op advertising funds deserves 
no sympathy from anyone. 

But before any of us get too indignant about this practice, it 
might be a good idea to make sure that some aspects of double billing 
are not actually encouraged by the apathy or the sympathetic con- 
nivance of national advertisers. 

What we are saying is that, in too many instances, the national 
advertiser knows he is getting phony bills from his “cooperating” 
retailers, but he makes no protest. In fact, there have been plenty of 
instances in which retailers have practically been invited to “make 
money on co-op advertising” by factory representatives who are 
more eager to accomplish a co-op mission than to make sure that their 
company gets its dollars’ worth in advertising space. 

Co-op advertising is damned and praised. Some like it, others hate 
it. We feel it has an important and a rightful place. But we also be- 
lieve that it is the national advertiser’s duty, as well as the duty of 
every advertising medium, to make certain that advertising dollars 
are spent for advertising, and not for any hidden subsidy or rebate. 


The Economic Facts of Life 


We find it definitely encouraging that the literature of economics 
is beginning to take on a tinge of realism which has not been notice- 
ably apparent heretofore. 

Amateur economists—and even here and there a “professional” or 
“recognized” one—seem suddenly to have turned a little away from 
discussions of economic problems developed in a vacuum, and instead 
are actually looking at the world as it happens currently to exist. 

They are more and more discussing, in completely realistic terms 
(as does Paul Mazur in “The Standards We Raise’), a fact which 
has been obvious to marketing men for some time—that in the U.S. 
economy, as it exists at present, only one major problem confronts us: 
to sell and distribute more and more of the goods and services which 
we are capable of producing. 

Arno Johnson, “advertising’s own economist,” has been preaching 
this for years, notably in the pages of ADVERTISING AcE. It is gratify- 
ing to see others join the chorus. 


Advertising Age, September 14, 1953 


—Electrical Merchandising 


“Just how big is this home freezer of yours?” 


What They're Saying 


NAM No Expert on Retailing 

The National Assn. of Manufac- 
turers has something to learn 
about retailing. In arguing for a 
manufacturers’ sales tax, the NAM 
maintains that it would not in- 
crease prices more than the amount 
of tax. It ridicules the argument 
that because the tax is included in 
the price paid by the retailer the 
latter’s markup would be any 
greater. 

“If retailers could make more 
profit by raising prices, they would 
do so, tax or no tax,” argues the 
NAM. “When retailers earn a prof- 
it it is by performing a service 
successfully in a highly competi- 
tive field. We need not worry 
about any unearned retailing prof- 
its due to the mere carrying of a 
tax.” 

Either the NAM does not know 
what it is talking about or else it 
hopes the public is sufficiently un- 
informed to swallow its propa- 
ganda without question. The facts 
are that the retailer has what he 
calls a “traditional markup” which 
varies somewhat with the type of 
goods, but, except in unusual cir- 
cumstances does not vary with the 
price. 

If, for example, the price of 
coffee to the retailer soars from 30 
to 60¢ a pound and he formerly 
charged his customers 39¢, a mark- 
up of 30%, he would not subse- 
quently charge them 69¢, but, 
rather, 78¢. 

This “traditional markup” is a 
pretty sacred thing to the mer- 
chants, as the Office of Price Ad- 
ministration found out when it 
was attempting to hold price infla- 
tion in check. 

The NAM actually weakens its 
case for a manufacturers’ sales tax 
when it engages in sophistry such 
as this. 


—Robert P. Vanderpoel, finance col- 
umnist, Chicago Sun-Times. 


Good for Everybody 

| The outlook for business is good 
| because our competitive enterprise 
‘system is strong and because this 
‘administration is doing everything 
| possible to encourage business and 
| steady employment. 

We in the Commerce Depart- 
ment have a sense of dedication to 
‘national well-being as we do our 
‘best to carry out our statutory 
duties, which are to foster, de- 
‘velop and promote business—not 
‘primarily because it is good for 
business but chiefly because it is 
good for everybody. 

We take pride in promoting 
‘competitive enterprise whose prod- 
ucts take the drudgery from wom- 
en’s lives and, through the low 


prices of mass production, bring 
modern comforts and conveniences 
within the range of every moun- 
tain cabin and city tenement. 
—Secretary of Commerce Sinclair 
Weeks, speaking at ‘he 48th annual 


convention of the American National 
Retail Jeweler Assn. in New York. 


Tool for Business Men 

William M. Freeman of the 
|New York Times told the National 
‘Industrial Advertisers Assn.’s na- 
tional convention in Pittsburgh ex- 
/actly what publicity isn’t. “A lot 
| of business men have the mistaken 
idea,” he said, “that publicity is 
nothing more than an advertise- 
ment that appears in free space. 
Publicity is a valuable working 
tool for the business man. He can 
advertise a product and he can 
also make it known as news. News 
of what management is thinking 
and planning can be of great help 
to a company, if adequately pub- 
licized to other business men.” 
That puts it just about as well as 
we've ever seen it. 


~Howard Stephenson, president of 
Community Relations Inc. in Septem- 
ber issue of the CRI's Bulletin. 


All in the Public Interest 

In doing business with broadcast- 
ers it is wise to remember a broad- 
casters’ concept of his own duty— 
that any program he puts on the 
air, whether sponsored or unspon- 
sored, is in the public interest—is 
a public service, if you prefer that 
term, for some part of the public 
or it has no business on the air; 
and that a broadcaster, like a doc- 
tor is the arbiter of his own affairs 


morality on the air, and insofar, 
as well, as he attempts to abide by 
the tenets for good behavior he has 


established himself. 
—Robert K. Richards, administrator 
v.p., National Assn. of Radio and Tel- 
evision Broadcasters, at a meeting of 
The American Medical Assn.’s Public 
Relations Institute. 


Alas and Alack 

{Dr. Kinsey] noted about half 
the married women in the sample 
regularly slept nude. He added: 
“There is every indication that 


much to the consternation of man- 


ufacturers of night clothing.” 
—Arthur J. Snider's analysis of the 
Kinsey Report on Women in the Chi- 
cago Daily News. 


Study the Product 


to study the way it is made and 
sold by others, is certainly not a 
waste of time, believe me! You 
will never regret it. That’s what 
makes a good advertising man. 
—Marketing, Toronto—Aug. 22 issue. 


to the extent that he stays within) 
the law governing decency and. 


percentages are still increasing, 


T9 become closely familiar with | 
the product, or service, you seli;| 


| Rough Proofs 


The name's the same, but Kinsey, 
the distiller, doesn’t want to run 
the risk of being confused for an 
instant with Kinsey, the man who 
| discovered sex. 


W. E. S. Griswold, head of the 
Fifth Avenue Assn., is annoyed be- 
cause the newspapers played up 
the heat wave. He should have ad- 

|dressed his complaint to the 
| Weather Bureau. 
| e 

Mark Twain used to say that 
everybody talks about the weather, 
but nobody does anything about it. 
He didn’t know about the stores 
which have put in air conditioning. 


“One-third of non-smokers carry 
book matches,” the story says. 
They are the Good Samaritans who 
come to the aid of lighter owners 
who have just run out of fluid. 


NARTB reports that radio is ad- 
justing itself nicely to television, 
like the young husband who finds 
that he has to learn to live with 
his wife’s favorite relative. 


Home Testing Institute, a new 
market research organization, 
boasts that it has a reserve group 
of more than 5,000 housewives. 
Gals held in reserve sometimes get 
very impatient. 


You may have thought that con- 
tributing to worthy causes was 
strictly a financial problem, but the 
Roy Bernard Co. says you really 
need the guiding hand of a public 
relations counsel to do it right. 


General Motors’ reputation for 
impeccable management suffered a 
$50,000,000 setback as the result of 
the report on the fire which de- 
stroyed its automatic transmission 
plant. 


A Chicago agency looking for a 
seasoned copywriter offers a lot of 
attractive inducements such as 
profit-sharing and bonuses, but the 
promise that will really bring ’em 
in is four-week annual vacations. 


A southern copywriter looking 
for a new job via the classified 
columns reverses the field by 
saying his minimum salary is $125 
a week but he’s willing to accept 
more. 


The success of Pillsbury’s bake 


| the cake contest may be matched 


_by Kraft Oil’s new Name the Cake 
jamboree, but of course contestants 
are only interested in who’s going 
to take the cake. 


A weekly newspaper is exhibi- 
ting a century plant in the form of 
a.hundredth anniversary edition, 
which can’t even be promoted as 
“once in a life-time.” 


The Yankees and the Dodgers 
will soon be at it again in their an- 
| nual world’s series production, but 
Brooklyn rooters are sure it won’t 
be another this-is-where-I-came- 
in performance. 


Copy Cus. 
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1] and cents. These results boosted THE INQUIRER'S 
; THE INQUIRER has been classified lead past the four-million-line mark in 1952. 
‘ . * 9 =¢* For national and local advertisers, this story has a moral. 

Philadelphia S classified ad leader What INQUIRER classified advertising can do... ROP 

; display advertising in THE INQUIRER can do as well! 
Growth of INQUIRER linage shows more and more media 
5 for 26 years men and advertisers appre- \ 
. F ciate this. (Note INQUIRER 


{ How would you find a new home for an alligator... or national and retail linage 
sell Junior's old set of bar bells? In Philadelphia, you'd leadership, too.) 

C run an ad in the classified pages of THE PHILADELPHIA 

d INQUIRER. Philadelphians do it so often that THE 

e INQUIRER has led in classified linage for 26 years! 


To sell Delaware Valley, 
U. S. A. most effectively and 
s least expensively...sell in the 
g The reason, in a word... results. Classified advertising pages of THE INQUIRER... 
in THE INQUIRER sells homes, moves used cars, fills number-one “market place” 
jobs... brings results advertisers can measure in dollars in America’s 3rd market! 


DELAWARE 
VALLEY, U.S.A. 


cg 
: Che Philadelphi 
: ¢ Philadelphia Pnguirer 
= | The Voice of Delaware Valley, U.S.A. i 
t Exclusive Advertising Representatives: West Coast Representatives: 5 
t NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
m } ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK & CHAMBERLIN FITZPATRICK & CHAMBERLIN 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 1127 Wilshire Boulevard 


3. Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Michigan 0259 
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“LIFETIME” BUYS 
FOR NEWSWEEK FAMILIES! 


Sell the average man a new car—and he’s out of the 
market for years. Sell the NEWSWEEK reader and he’s 
back in the showroom in about two years. 


NEWSWEEK readers go for the new ideas, new models 
—and most important, can afford to buy them. 
Consider: : ese 


78.4% of NEwswEEK families are in the 
$5,000 and over income group. 


94.2% own cars—24.9% own two cars. 


77.2% of NEwswEEK family cars are 
bought new against a national figure 
of 38%. 


It’s small surprise that so many Big Names in the auto- 
motive world advertise in NEWSWEEK. 


/Newsweek 


FIRST CHOICE TO SELL THE - 
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3 to Yuma Radio, TV Outlets Damage Payments End Iowa TV Contests 


Maricopa Broadcasters has ap-. 


pointed Thomes Kelland station | 


manager of KOOL-AM, Yuma, 


i 


Des Mornas, Sept. 8—Damage 
payments and a steck settlement 


Ariz. Jerry Burns has been named ended the competition between 
television director of KOOL-TV,| 4... proadcasters for TV channels 


and William Connelly will become. 
sales director of KOOL-AM and 
KOOL-TV. 


here and in Waterloo, Ia. 
In Des Moines, the Federal Com- 


The newspaper 
with the largest 
evening circulation 
in Chicago 
and suburbs 

is the 


Nationally Represented by Hearst Advertising Service 


munications Commission granted 
@ eonstruction permit te Central 
Broadcasting Co., owner ef WHO, 
after Independent Broadeca¢ting 
Co., operator of KIOA, withdrew 
its application for v.h.f. Channel 
13 and settled with Central. 

Under the agreement, Central 
Broadcasting will pay $25,000 in 
| damages to KIOA and will set up 
|a new corporation in which Inde- 
| pendent will be allowed to buy up 
| to 40% interest. With this interest, 
| however, Independent will have 
|to sell KIOA to comply with FCC 
regulations. The asking price has 
| been set at $175,000. 


|@ These transactions leave one 
other contested channel in Des 
Moines. Still competing for Chan- 
nel 8 are Cowles Broadcasting Co. 
|(KRNT) and Murphy Broadcast- 


jing Co. (KSO). 


In Waterloo, Black Hawk Broad- 


|casting Co. (KWWL) was grant- 


ed an FCC permit for Channel 7 


| after Josh Higgins Broadcasting 


Advertising Age, September 14, 1953 


|Co. (KXEL) dropped out of the 
running. 
The agreement between these|{ 


two eompanies ended a contro- 
versy which earlier resulted in a 
$500,000 anti-trust suit against 
KXEL and nine other defendants. 


The terms of the settiement call | * 


for the payment of $100,000 in 
damages to Higgins, covering $25,- 
000 for the KXEL antenna tower, 
$25,000 in rent and $50,000 for le- 
gal, engineering and other costs. 


Waddill Boosted to Ad Head 
John W. Waddill, assistant ad- 
vertising director of Northwest 


Airlines Inc., St. Paul, since last | - 


June, has been promoted to direc- 


tor of advertising. Mr. Waddill suc- |; 


ceeds John M. Cook, who has re- 
signed. 


Amm.-i-dent Shares TV Show 


Amm-i-dent (Block Drug Co., 
Jersey City) assumed alternate 
sponsorship of the NBC-TV musi- 
cal-mystery show, “Name That 
Tune,” Mondays, 8 p.m., CST, on 
Sept. 7. Cecil & Presbrey is the 
agency. 


PLAIN DEALER 


71% of the Plain Dealer's daily 
circulation in Greater Cleveland reaches 
families that account for 73.9% of 

the city’s retail sales. In addition to 
blanketing Cleveland's effective buyers, the 
Plain Dealer advertiser gets a valuable 
bonus—dominant coverage of the rich 
26-county adjacent area that constitutes 
the Plain Dealer's famous 2-in-1 
market...both for one low cost. 


(Cleveland) 26 Adjacent 

Cuyahoga Cy. County Area* 
Total Retail Sales $1,803,864,000 $1,466,720,000 
Food Sales . . 487,941,000 376,096,000 
Gen. Merchandise Sales 265,797,000 115,023,000 
Drug Sales ..... 58,480,000 35,890,000 
Furn.,Hsld.,Radio Sales 93,912,000 68,849,000 
Eff. Buying Income 2,840,383,000  2,269,476,000 


* Akron, Canton, Youngstown not included. 
Figures ~ Sales Management Survey, May, 1953 


CLEVELAND 


PLAIN DEALER 


Cleveland’s Home Newspaper 


Cresmer & Woodward, Inc., 


New York, Chicago, Detroit, San Francisco, Los Angeles, Atlanta 


ae 
gy 


LOUDER—Sheaffer, which feels trade mag- 

azine ads are often sleep-inducers, thinks 

this new cartoon type copy avoids that 

pitfall. Russel M. Seeds Co., Chicago, is 
the agency. 


Gold Seal Features 
“Wonder Earth’ in 
Fall Glass Wax Ads 


Bismarck, N. D., Sept. 10—Gold 
Seal Co. will use more TV this 
fall to sell Glass Wax and Snowy 
powdered bleach. 

Magazines and radio also will 
be used to promote a new Glass 
Wax ingredient, “Wonder Earth.” 
The ingredient “acts like a million 
tiny sponges to soak up grease and 
grime and make glass gleam,” ac- 
cording to the ad copy. 

TV markets scheduled for the 
campaign include Los Angeles, De- 
troit, New York, Chicago, Phila- 
delphia, Boston, Baltimore, Wash- 
ington and Pittsburgh. On KTLA- 
TV, Los Angeles, the weekly Ina 
Rae Hutton show will be used, and 
on Detroit’s WWJ-TV, a half-hour 
“Gold Seal Theater” is planned. 


® Radio spots will be used on 66 
stations to promote the bleach. 

On the magazine list are Amer- 
ican Family, Better Homes & Gar- 
dens, Better Living, Evertywom- 
an’s, Family Circle, Ladies’ Home 
Journal, Western Family and 
Woman’s Day. 

In-store display material will 
feature a special offer of four cel- 
lulose sponges with the purchase 
of a can of Glass Wax plus 25¢. 

Gold Seal’s agency is Campbell- 
Mithun, Minneapolis. 


Bressler, Grimes, 
Mintz, Moran Will 
Discuss Premiums 


New York, Sept. 9—Four major 
premium users will speak at the 
Premium Advertising Assn. of 
America’s semi-annual conference 
to be held Sept. 22 at the Hotel 
Astor here. 

“Using Premiums to Meet Mar- 
keting’s Greatest Challenge” will 
be the meeting’s theme. 

L. R. Bressler, v.p., Stanley 
Home Products, will discuss “Pre- 
miums in Direct Selling.” Donald 
R. Grimes, president of the Inde- 
pendent Grocers’ Alliance, will 
talk on “Premiums in the Food 
Field.” Seymour Mintz, v.p. of Ad- 
miral Corp., will discuss “Premi- 
ums in the Appliance Industry,” 
and Joseph A. Moran, v.p., Young 
& Rubicam. will cover premium 


| usage on radio and TV. 


Gorden C. Bowen, president of 


the Premium Service Co. and of 


'the association, has predicted “a 


record level of activity at the 
premium show.” The exposition 


_will feature more than 5,000 prod- 
_ ucts developed by almost 300 man- 


ufacturers for use as consumer 
premiums, sales incentive prizes, 
and industrial good will gifts. 
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WHAT’S HAPPENING TO YOUR MARKET 
IN METALWORKING CONNECTICUT ? 
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Visit practically any city or state in America today and the story is the 
same... new metalworking plants are springing up and established 

P plants are booming. It’s been going on since 1940 resulting in a 

Like all of twice-size growth in number of plants, workers and physical output. 
— And today, this tremendous market is standing at the threshold of even 
Metalworking America ail expansion! Your share of this increased potential depends on 
ow well you pace competition through an effective sales and 
advertising program. And that’s where STEEL can help you. 
if has doubled in STEEL enables you to reach more of the top men who run U.S. 

metalworking than any other metalworking publication. The man 
from STEEL can help you get started now in your program of 


size and buying power! pocketing a bigger share of metalworking. 


STEEL + Penton Building + Cleveland 13, Ohio 
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Department Store Sales... 


Heat Wave Knocked Sales Down 9% 


AT LOWE sT PRICE 


IN TV HISTORY ! 
Because we do everything in our own WASHINGTON, Sept. 8-—-That rec- 1952. Week to Aug. 29, '53*p100 | j 
plant from d to final print, we ord heat wave that covered most Very few cities seemed to escape Week to Aug. 30, °52*..110 [3 
keep our costs and the saving is of the nation until last week didn’t the ill effect on store sales. Phila- Week to Aug. 22, '53....100 |} 
passed on to you. With our 35 years of do the nation’s department stores delphia and Erie, Pa., and Miami Week to Aug. 23, ’52*..100 |. 
Pg Wen a peck showmanship > énien any good at all. According to Fed- and Jacksonville, Fla. even Week to Aug. 15, '53*....95 
Storyboards fer quotes eral Reserve Board figures, sales showed minor gains for the week. Week to Aug. 16, ’52*....95 
Sout you Doves ~ for the week ended Aug. 29 were But everywhere else, sales were | : : ; 
FILMACK STUDIOS 1323 SOUTH WABASH AVE., CHICAGO Bg off from the same week of down. In Baltimore and Washing- | cae adjusted 


ton, D. C., downtown stores were 
more than 20% below the volume 
_they had the same week last year. 
| Since sales earlier in August 
held only about even with August, 
| 1952, department store figures for 
‘the month will generally be sev- 
/eral percentage points behind last 
| year’s August sales figures. 


Pa a gs | ae 


| ¢ et th 


ee ee 


% Change from ‘52 
Week Ending 


Federal Reserve Jan.- Aug. Aug. 
= District, Area, and City July 22 29 
UNITED STATES .......... 4 o — 
we 44 <= Boston District .... 2 o —11 
+ Metropolitan Area 
/ . A ve Lowell-Lawrence 10 2 a 
| SS. Cities 
om Downtown Boston 1 2 10 
Springfield 3 7 -10 
Providence ; 1 2 —12 
New York District 1 —_—2 —I18 
Metropolitan Areas 
Buffalo : 5 6 15 
Rochester _....... ree 7 10 —10 
Syracuse 8r-13 —14 
Cities 
New York ’ 2 4 —13 
Newark 2 4 11 
Philadelphia District 4 4 5 
City 


ANNOUNCEMENT scorer y wen i 


Metropolitan Areas 


’ Akron + 3 6 9 
\ THE Cincinnati ; 7 3 —10 
sage asep> ote ' . ‘ . . * bd . . 
Pccignasinn . a GIBRALTAR CORRUGATED PAPER COMPANY —— sondern : 8 —8 
\ suet inc. Erie 6 7 3 
eae fe er Cities 
| of North Bergen, New Jersey, Cleveland _— 
- a eal | an ; ae Pittsburgh = 3 9 3 
age IW es having purchased the Display Division of the Richmond District... 2 ros 17 
{jy ms Metropolitan Areas 
i RIVER RAISIN PAPER COMPANY Washington “4 3 —18 
be be P Downtown Wash- 
_ en of Monroe, Michigan, ington 4-7 —22 
— Ae v i Baltimore l 2 23 
Wy, is gratified by the quick response of its Richmond 1-5 -9 
, Atlanta District .... 5 7 —5 
\) many clients and friends — old and new — Metropolitan Areas 
4 . es Birmingham 4 7 16 
: to these increased facilities. ad Deana a ee 
\ Miami " r6 4 
Boy Atlanta 3 8 3 
Me sai? GIBRALTAR’S floor-stands and Augusta a a oe 
" F New Orleans . 6 42 3 
counter-units are built of super-sturdy, Saati BE : 2 —9 
- - ’ Chicago District ...... ren 6 2 —! 
silken-finished corrugated board Sitenmeiinan- dunes 
which we make in every conceivable Chicago -_ 2 2 —13 
. Indianapolis ............... 6 13 —6 
color. We rubberplate print on Detroit eae E> ‘aeb-aal 
° . PEUWEUMOS  oncisceisciscsices ; 2 0 —17 
this corrugated in 2, 4, 6 and 8 “into a 
‘ itional colors. using high-gloss Metropolitan Areas 
additional colors, g high-g ype cen a 
VARNICOLOR INKS. MMIII OUIIDD sssecoscessvcectiatniees 3 5 9 
St. Louis beitsaatets 5 —l1l —10 
a OLCATE Memphis eceidass 3 4 4 
For a fresh app! oach to sales enigRornvis Minneapolis District i—-» —I2 
problems, write or call for the Metropolitan Areas 
Minneapolis-St. Paul .. 2 —#8 12 
free GIBRALTAR Minneapolis City ...... 2 -9 lu 
St. Paul City ............. 3 -#8 15 
“Re For Rising Sales” Cities 
Duluth-Superior .......... 3 —10 -19 
a permanent reference file Kansas City District .... 2 re —I2 
on sales-proven Merch andising yaa gy Areas ‘ . i 
enver gekacbadesnespans — 
Displays that give you top-dollar Topeka coh 4 2 —16 
. WICkite ....00080:. ivowstonks 5 3 i] 
return for low-dollar expenditure. St. Joseph. : ; ee 
Oklahoma City ............ 0 1 5) 
Tulsa 5 0 11 
City 
Kansas City - 3 2 13 
Dallas District ................ ; 4 oo —t 
Metropolitan Areas 
Dallas naan + 3 2 
E! Paso : 6 —d --4 
SS : Fort Wortn sain —2 1 9 
. : Houston scaieted 7 5 3 
San Antonio ................. 0 -8 13 
San Francisco District 1i— — 
ra fa r Metropolitan Areas 
Los Angeles . i 5 l 6 
3 ae A Downtown Los 
: MERCHANDISING DISPLAY COMPANY lowatown Lee 
wtie opty & Westside Los 
8101 Tonnelle Ave., North Bergen, New Jersey LOngacre 5-3405, N. Y. or UNion 3-4700, N. J. Pag oe . 
in Diego ‘ — 2 
San Francisco-O: 1k- 
land 4 -+ 13 
Sy San Francisco City 3 5) 13 
my Oakland City 3 3 i3 
Portland 5 9 7 
Salt Lake City 5 —4 i4 
Seattle 4 li il 
Spokane 6 —7 i 


r—Rev ised. 
*-Data not available. 
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| BILLION DOLLAR SPOKANE MARKET 


«ut paciFic NORTHy, 
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= THE SPOKANE MARKET HH 


REALLY MAKES 
A DIFFERENCE 
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It’s one of the three 
Must Mar kets in the 
Pacific Northwest 


What can this great market do for you? It can zoom demand 
for your line in the Pacific Northwest—if you really sell it. 


But the Spokane Market is a distinctly separate and independent 
trade area. Although living in the very heart of the Pacific Northwest, 
residents are virtually unaffected by advertising efforts in coastal cities 
300 miles or more distant. 


With more than a million people—with retail sales over a billion 
dollars annually and net buying income over a billion dollars—you're 
looking at a market of national importance and particular significance 
in the Pacific Northwest. You can’t afford to miss more people than 
Baltimore or Cleveland has. 


And you do miss the Billion Dollar buying power of the Spokane 
Market unless you schedule the two “home-town” newspapers resi- 
dents have read and bought from since pioneer days . . . The Spokes- 
man-Review and Spokane Daily Chronicle. They cover and sell their 
market most effectively and economically. 


Be sure this great market and these great dailies are on your list. 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, Detroit, 
los Angeles, San Francisco, Atlanta. Color Representatives, SUNDAY 
SPOKESMAN-REVIEW. Comic Sections: Metropolitan Group. 


Accepted as 
Home-Town Newspapers 
the Length and Breadth 
of the Inland Empire 


Combined Daily 
CIRCULATION 
Now Over 

160,000 


81.84% UN-duplicated 
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Offers $85,000 to 
Plywood Salesmen 


Advertising Age, September 14, 1953 


Adve 

Fall Sales Contest | has tripled the scope of plywood | contest, the industry will again Gader Joins Coast BBDO Sealright to Fellows } P 
promotion in the second half of step up its consumer advertising) Bertram Gader has joined the’ Sealright Co., Fulton, N. Y., _— 
1953 in an effort to maintain this with a new campaign to help deal- art department of Batten, Barton, manufacturer of milk and _ ice All 
record-breaking volume. ers sell plywood for Christmas Durstine & Osborn, Los Angeles, cream cartons, has appointed Fel- : Equi) 
The contest follows on the heels projects like toys, furniture and aS an art director. He was former- lows Advertising Agency, Syra- tribu 
seven-week mid-summer displays. The consumer campaign !¥Y associated with Robert Winter- cuse, to handle its advertising. | indus 
Tacoma, WASH., Sept. 9-—-Fir| newspaper advertising campaign will include new plans for home | nitz Advertising, New York, as art Magazines, Suainees pagers ang i pe 
plywood manufacturers, intent on in 1,648 cities to stimulate retail workshop fans and full pages in director. heetabear teas will be used. t Trad 
will 


boosting immediate sales of ply- 
wood by more than 20% in a 60- 
day period, have developed a na- 
tionwide fall sales contest for 
warehouse salesmen who sell fir 
plywood to retail lumber dealers. 

The contest is billed as a “world 
of prizes.” It is juicy with awards. 
Top prize will be a $5,000 around- 
the-world tour by Pan American 
Clipper for the national winner and 
his wife. Nine other national prizes 
will range from $1,500 to $150 each. 
On top of this the industry offers 
$27,000 in regional prizes, with 
awards ranging from $1,000 to $50 
for 25 winners in each of six re- 
gions. 

Every jobber salesman who sells 
100,000 square feet of plywood to 
lumber dealers during the contest 
will get a new Zenith portable ra- 
dio. Those who sell another 50,000 
square feet will get a bonus check 
for $37.50. 


# All told, the prizes add up to 
$85,000, for which an estimated 
2,000 salesmen will be eligible to 
compete. The contest is handled 
by the Douglas Fir Plywood Assn., 
promotion and research agency for 
the industry. 

Each salesman will be judged 
on the volume of plywood sold to 
dealers under a point formula in- 
tended to equalize as far as pos- 
sible the potential in each man’s 
sales territory. 

Most jobbers are getting behind 
the idea, the association said, and 
are appointing local contest man- 
agers. In some instances, jobbers 
are running their own company 
contests concurrently with the na- 
tional contest as an added incen- 
tive to their sales forces. 

‘The competition is another move 
in the plywood industry’s current 
campaign to develop greater ply- 
wood sales. It is intended to 
strengthen the sales efforts of job- 
ber salesmen and to put retail 
lumber dealers in a better position 
to serve their customers from ade- 
quate stocks of both interior and 
exterior plywood. 


s Total fir plywood sales this year 
run 20% ahead of last year, the 
association reported; the industry 


THE FARMER IN THE DELL... 


the farmer in the dell... 
Hi ho the dario... 
the farmer in the dell. 


It’s “Hi ho” every day for 
the Heart of America’s Farmer 
in the Dell! He’s one of the 
wealthiest farmers in the 
nation. 


It'll be “Hi ho” for you, too, 

if you call KMBC-KFRM, 
Kansas City, or your nearest 
Free & Peters office, right now 
~" for time availabilities on 

Tf The KMBC-KFRM Team! 

{// The Farmer in the Dell is a 
pretty important person to your 
volume of product or service 

va) turnover, and today he’s 
buying the things he 


sales and to create more consumer national magazines. For retail lum- 
demand for plywood for remod- ber dealers the industry is pre- Heekin to Rollman & Peck 


for built-in storage units, paring a complete kit of sales aids) i+, Farson, Huff & Northlich,| with Everybody’s Daily, Buffalo, ‘Ore 


the-house jobs. 
Directly after the salesmen’s tail sales.” 


‘Forman Joins ‘Lorain Journal’ 
James R. Heekin Jr., formerly Chester A. Forman, formerly 


boats, farm structures and around- designed to “share the profits of Cincinnati, has been named an ac- has been named general advertis- Th 
the annual Christmas boom in re-|count executive for Rollman & ing manager of the Journal, has 
Peck, Cincinnati agency. |Lorain, O. f as it: 


THE RIGH CPI 


—more live prospects than any other production magazine in th¢ 


hears about on the 
radio station he listens 
to most! 


ce . <* 
*S Ravio FOR THE WEART OF AMER’ 


CAN YOU MAKE 


YOUR FORTU 
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No gamble on futures here in the Chemical Process Indust > | 
Opportunity keeps its foot in the door of this market. y i] 
The CPI are building more plants, 

using more raw materials, buying more equipment 

than any other branch of industry. Fhey’re making mon 
and spending money . . . to make more money. 

And new products, new markets, change, growth give thi 
as dazzling a future as its past 

—up five times in output value since 1940, 

spending and plant investment multiplied twenty-fold. 


Opportunities? The market’s brimming . . . for packagin 
materials handling, chemical raw materials. ... Name you 
Customers? What better sales catalyst 

than CHEMICAL ENGINEERING to bring you close 

to 38,000 engineering-minded readers and buyers 


Applications? CE’s workbook pages 
are chock-full of the operating how-to that generates demand 
for your performance benefits, new design or superior service. 


Production men call it applied chemical engineering 

... and it’s exclusive in CE, 

an editorial job that nobody else comes close to 

in this lucrative market. 

It’s meaty, profit-practical stuff like 

. . « Materials of Construction—What’s Doing in Turbo Dryers 
~— Making Sulphur Recovery Pay Off. 

And chemical engineers love it! 


Doesn’t it make sense? 

If your product can help the chemical engineer 
do his job more efficiently, the best place to show him why and how 
is his preferred magazine. 

And as nearly 700 successful CPI sellers will testify 

.. « that’s CHEMICAL ENGINEERING. 


CHEMICAL PROCESS INDUSTRIES 
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Pendergast Names Duffy 


Albert W. Pendergast Safety 
Equipment Co., Philadelphia dis- 
tributor of safety equipment for 
industry, has named Duffy Organ- 
ization, a new Wilmington, Del., 
agency, to handle its advertising. 
Trade publications and direct mail 
will be used. 


“pleasure : 
packed 


‘Oregon Journal’ Names Rep 


The Oregon Journal, Portland, 
has appointed O’Mara & Ormsbee 
as its national sales representative. 


STREAMLINER—This streamliner poster installation for the Nashville, Chattanoogo & 
St. Louis Railway Co. was made by Post Sign Co., Knoxville. 


‘Cowles to Chapman-Nowak 

| Cowles Co., Cayuga, N. Y., maker 
of Cowles dissolver for the chemi- 
cal industry, has named Chapman- 
|'Nowak & Associates, Syracuse, to 
{launch an intensive public rela- 


ex and publicity campaign. 


‘Screen World’ Bows 


Martin Goodman Publications, 


270 Park Ave., New York, 17, has 
just put out the initial issue of 
Screen World, as part of its Screen 
Group (Screen Movie 
Filmland and Screen Stars). 


job inspection, 


agket and medium. 
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THE 1952 CPI PACKAGING MARKET — Here's 
the report every packaging equipment and mate- 
rials manufacturer has been waiting for. Over a 
year in the making by CE’s Research Dept. — 3 
separate surveys delineate markets, buying habits 
and dollar volume of purchases — a complete study 
of CPI vs. All Industry’s packaging requirements. 


MATERIALS OF CONSTRUCTION with empha- 
sis on protective coatings and how they fight cor- 
rosion. 48-page package covers metals, plastics, 
rubber, refractories—every coating material used. 
Shows chemical resistances, makers, where and 
how applied — everything from. material selection 


WCAL ENGINEERING NIAA REPORT — 
Y53\ presentation based on the outline recom- 
the National Industrial Advertisers 
L e-up of the process industries — plus 
kreftip, circulation, editorial policies, and 
f\va) es...all the facts you need to 


REPRESENTATIVE! Or write 
{GINEERING’s Research Dept. If this 
Way hit your product ... ask for a copy 
COIL Re pe/Data File. They'll be glad to discuss 
ales of pertives and product applications here 


“ incall market, 


World, 


in this man's 
briefcase... 


are the answers to problems solved 
with recordings, custom-made by 
RCA Victor. Some answers called 
for a record as a novel premium. 
Other answers were sales training 
programs—using slidefilms and re- 
corded sound. dep: sree pro- 
motion records—sound answers to 
many problems—they’re all in this 
beledenee. Pick up the phone and 
ask a representative to bring it 
around to you. 


JUdson 2-5011 in New York 


| 630 Fifth Ave., New York 20 


| HOllywood 4-5171 in Hollywood 
1016 N. Sycamore Dr., Hollywood 38 


| WHitehall 4-3215 in Chicago 
| 445. Lake Shore Dr., Chicago 11 


RADIO CORPORATION OF AMERICA 
| Ka ACA VICTOR DIVISION 
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M, is back 


Starting October 21st, the October 26th issue of JUDGE, the new 25¢ weekly 
of satire and humor, will be available only at leading newsstands 


except for a select list of charter (numbered) subscriptions at $10.00 per year. 


There will be no special offers or complimentary subscriptions. 
Distribution 200,000. Advertising rates: Inside 4C page $1,000; B&W page 
$600, 2 col. $400, 1 col. $200, minimum space accepted 1/2 col. $100. 
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JUDGE MAGAZINE INC., 9 EAST 48th STREET, NEW YORK, N.Y. * TELEPHONE PLAZA 5-2070 
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: BEN ALLEN PRESIDENT of THE CURTIS . . 7 

| SI RCULATI on COMP ANy ANNOUNCED _ 2 

| | TODAY To 4 REGIONAL MEET) je OF q :. 

|. THE ATLANTIC COAST MAGAZINE q ine 

| MHOLESALERS wp “URTIS FIELD yey 1 a 

| THAT THE Naty ONAL DISTRIBUTION OF aq a 

YUDGE MAGAZINE WILL Be HANDLED | a 

BY THE Curtis CIRCULATION COMP ANY. 4] _ 

ON SALE Date WILL BE MEDNESDAY Tye | au 

SAME AS THe SATURDAY EVENING Posy. aj i 
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International Public Opinion Conference 


Hears Strong Argument for Panel Research | 


LAUSANNE, SWITZERLAND, Sept. 
8—Elmo C. Wilson, president of 
International Public Opinion Re- 
search, handed in a thorough brief 
for the use of the panel in research 
here last week. 

He spoke before the World Assn. 
for Public Opinion Research con- 


Quality 
CIRCULATION BUILDERS 


for leading 
Magazine Publishers 


UNION CIRCULATION CO., INC. 
§ Columbus Circle, N.Y.19 © CO 5-8088 


“Over a Quarter Century 
of Dependable Service” 


vention. 
Panels, Mr. Wilson said, are a. 
comparatively recent research de- 
velopment, dating from about 1940. | 
Their importance rests in the fact 
that they permit (1) repeated 
questioning of the same respond- 
ents who (2) are asked the same 
or essentially similar questions 
each time. This makes measure- 
ment of trends possible and gives 
a measure of turnover (isolation 
and examination of individuals 
who respond differently at one 
time from the way they responded | 
previously). 
s In 1940, he recalled, the U.S. 
Census Bureau undertook the panel 
to obtain accurate monthly trend 
figures on employment and un- 
/employment, asking a series of 
' questions each month of a panel 
of 25,000 households. 
| In the same year, 


J. Walter | 


,Thompson Co. began 
starting with about 2,000 mem- 


its panel 


bers and now using close to 6,000 
who are surveyed monthly on a 


wide variety of purchases. A year 


later, Samuel Barton’s Industrial 


Surveys began with a panel of) 


similar size, collecting information 
about a limited number of items 
weekly. 

Also in 1940, the Bureau of Ap- 
plied Social Research of Columbia 
University, working with Elmo 
Roper’s organization, employed the 
panel method extensively to trade 
changes in political views, inten- 


tions and behavior during the ’40_ 


campaign. 


® Four or five years ago, Mr. 


Roper estimates that there were’ 


ten regularly-established continu- 
ous panels in operation. Two were 
being conducted by commercial re- 
search organizations, one by an 
advertising agency, one by a gov- 
ernment agency, five by newspa- 
per organizations, and one by a 
group of department stores. They 
measure trends in purchase and 


| 
} 


cutouts and 


STREAMLINER—Pretty girls are useful stoppers, and Union Oil Co. went all-out with 
this paint job by California Outdoor Advertising Co. The streamlined bulletin has 


illumination. 


consumption of products, are used 
in predicting the volume of pur- 
chases in advance, and have been 
| used in tracing the rise and fall of 
broadcast programs (A. C. Nielsen 
_Co.} and in gauging other varia- 
| tions in media tastes and habits. 

| As Mr. Wilson sees it, these are 


eae 


they Buy 


@ For example, in 1952 Automotive Store Sales per family 


in Indianapolis were 74% above the national average!* 


Yes, people Buy More in Indianapolis because the aver- 


age income per household in this big market is $6943** 


annually, first among cities of over 400,000! Indianapolis 


has many other essential market advantages for you too! 


KELLY-SMITH COMPANY ~ NATIONAL REPRESENTATIVES 


* Sales Management Survey of Buying Power, May 10, 1953. 
** Consumer Income Supplement, 1953, Standard Rate & Data Service 


THE INDIANAPOLIS STAR 


YOUR FIRST TEAM FOR SALES 


THE INDIANAPOLIS NEWS os 


More because th 


| 


| 


ey Have More! 


> It’s Bic... over 550,000 population 
> It’s STEADY... unsurpassed for diversification and bal- 


ance of industry and agriculture 


p> /t’s Easity REAcueD ... you get saturation coverage of 


the metropolitan area, plus an effective bonus coverage 


of the 44 surrounding counties in The Star and The News. 


Write for complete market data today. 
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| position? 


the defects: (1) Attrition—it’s im- 
possible to maintain an original 
| panel group intact, and the ques- 
tion about how to make necessary 
substitutions as yet has no defini- 
tive answer; (2) panel fatigue— 
the Census Bureau rotates panel 
members, and Industrial Surveys 
(now Market Research Corp.) 
waits three or four weeks before 
using the reports of a new family 
in the panel in order that little- 
noted or infrequent purchases may 
be habitually recorded, and (3) 
repeated interviewing may induce 
a stimulus and create its own bias 
in responses. 


® Digging into the panel ques- 
tion, Mr. Wilson pointed out cer- 
tain remaining problems: 

1. To what extent does the turn- 
over represent actual change in 
the opinion or characteristic being 


_measured? He pointed out that by 
'asking questions which could be 


validated independently, research- 
ers have been able to classify the 


/panel respondents as truthful or 


liars, and to sub-divide the liars 


| according to how many items they 
hooee on. 


@ 2. The areas of response relia- 
bility. How much credence can be 
placed on the response of the mo- 
ment as an index of fundamental 
Mr. Wilson pointed to 
tests of reliability which have es- 
tablished the optimum range for 
interview time and number of 
items, and established (within 
this range) that questions at the 
end of the schedule elicit reliable 
responses. 

3. Deficiencies in question 
wording. Studies have shown that 
stability of response is lowered if 
the respondent has a hard time 
choosing among alternative an- 
swers. He suggested that this may 
indicate that panels are good for 
preliminary testing of question- 
naires. ‘“‘The more nearly equiva- 
lent the alternatives appear to be 
to the respondent, the more skep- 
tical one may have to be about 
his answers,” Mr. Wilson warned. 


® 4. Similarly, since surveys have 
shown that returns on question- 
naires are highest when the per- 
sons receiving them have a positive 
interest in the subject of the ques- 
tionnaire, he added that a high 
level of interest in subjects is also 
correlated with higher degrees of 
stability in answers. “This con- 
firmation allows us to make dif- 
ferential interpretations of survey 
groups with somewhat more as- 
surance than heretofore.” 


e Mr. Wilson said that reliability 
may vary with attitude items, but 
not with information items. He 
pointed to the frequent errors in 
questionnaires on characteristics, 
and said there are differences in 
reliability on purely factual items 
—particularly those on which the 
respondent is not sure. 

In the future, he suggested, pan- 
els may be valuable in testing in- 
completely demonstrated assump- 
tions of cumulative (Guttman) 
scale analysis, such as the relia- 
bility of scale patterns for differ- 
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ent populations, 
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DON'T SELL 
THE LADY 
SHORT! 


For the lady holds the purse strings . . . Time was when 
financial advertising was beamed toward men. Times have 


changed. 


Now the lady waves the checkbook, signs the dotted 
line . . . holds the nation's purse strings. So don’t sell the 
lady short .. . and here’s why: 


W omen now own over half the shares of American Tele- 
phone & Telegraph and the Santa Fe railroad; nearly half 
of the Pennsylvania railroad, U. S. Steel and General 
Motors. 


They own 65 per cent of the nation’s mutual savings 
funds; are beneficiaries of 80 per cent of the 174 billions 
of life insurance in force today; control 47 per cent of all 
railroad stock and 43 per cent of all utilities issues. 


Fact is—43 per cent of all stockholders in these United 
States ... are women! 


And in the multimillion dollar Chicago market, the best 
way to reach the lady with the power-to-buy is through the 
pages of Chicago’s HOME newspaper . . . the CHICAGO 
DAILY NEWS. 


The greater proportion of the Daily News circulation 
—more than any other Chicago daily newspaper—is con- 
centrated among upper-half families. 


' 


CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper with the most valuable circulation in the city. 
JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA: CHICAGO 6, ILLINOIS 


NEW YORK OFFICE: SAN FRANCISCO OFFICE: MIAMI OFFICE: DETROIT OFFICE: LOS ANGELES OFFICE: 
9 Rockefeller Plaza Story, Brooks & Finley Hale Printup & Associates Free Press Building Story, Breoks & Finley 
703 Market Street 121 S. E. First Street 1651 Cosmo Street 
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Heads Medical Promotion 


Donald K. Clifford, president of 
Doherty, Clifford, Steers & Shen- 
field, New York agency, has been 
named chairman of the advertis- 
ing and public relations division of 
the Committee of American Indus- 
try. The committee, a division of 
the National Fund for Medical Ed- 
ucation, is spearheading a national 


appeal to raise $10,000,000 for the 
country’s 79 medical schools. 


Moore Fabrics Names Goff 
Richard Goff has been pro- 
moted to sales and advertising 
manager of Moore Fabrics, 
tucket, R. I., manufacturer of elas- 


tic gores and elastic and non-elas-_ 


tic webbing for the shoe industry. 


on 7 


You can reach the entire 
Akron Ohio metropolitan mar- 


the story quickly: 


must with... 


ket (pop. over 410,000) with 
one newSpaper at one low cost. Where will 
you find a similar market with this 
budget-saving advantage? Make Akron a 


* The Akron Beacon Journal 


Paw-., 


ing 


as 


Advertising Age, September 14, 1953 


Advertising’s Place in Changing Economy 
to Be Aired at ANA Meeting in Chicago 


Cuicaco, Sept. 9—Advertising’s 
place in meeting economic changes 


will be a major topic of the three-_ 


day Assn. of National Advertis- 
ers meeting to open here Sept. 21. 

Other subjects include basic 
problems of television as an ad- 
vertising medium. The RCA com-. 
patible color system also will be 
developed over a New York-Chi- 
cago closed circuit. 

George B. Park, advertising and 


sales promotion manager, market- | 
General | 


services division, 
Electric Co., will be chairman of 
the Monday morning session, “Or- 
ganizing Advertising to Meet To- 
day’s Challenges to Business Man- 
agement.” Speakers are Henry 
Arthur, Swift & Co. economist; H. 
F. Smiddy, management consulta- 
tion services v.p., General Electric 
Co.; Carlton R. Asher, advertising 
manager, James Lees & Sons, and 


department manager, International 


Harvester Co. 


® Off-the-record discussions of 
advertising problems in high vol- 
ume consumer goods, major appli- 


-ances and industrial products will 


_be led, respectively, by William 
Brooks Smith, director of adver- 
|tising, Thomas J. Lipton Inc.; Sey- 


mour Mintz, advertising v.p., Ad-| 


miral Corp., and Ralph Winslow, 
public relations director, Koppers 
Co. 


sales promotion director, Motor- 
ola Inc., will head up the Tuesday 
morning session, “What Advertis- 


ers Really Want to Know About| | 3 


Television.” 

Five broadcasters, five adver- 
tisers and an agency man will dis- 
cuss aspects of TV’s place in the 
ad budget. Three histories of suc- 


‘cessful radio and TV campaigns 
M. F. Peckels, consumer relations | 


will be related by John H. Boyle, 


Live Talent, Live Audience 


The area WNAX-570 covers is immense and predominantly rural. Rural folks 
like live talent. WNAX-570 delivers it, with 30% of our air time live and local. 


Big Aggie Land meets station personalities on the air and in person. 


The WNAX Bohemian Band regularly tours our coverage area— 
Minnesota, the Dakotas, Nebraska and Iowa. On Saturday nights 


a sizable group travels to various towns presenting The Missouri 


Valley Barn Dance. Wynn Speece takes Your Neighbor Lady, 


her kitchen program, on a series of summertime picnics. 


Les Davis, dean of Midwest coaches, covers major 


sports events play-by-play and on-the-spot. The popularity 


of these and other WNAX-570 personalities is attested 


by 31,462 requests for picture postcards of our “talent” 


a recent 77-day period. And by Diary Study ratings: 


our average '4-hour rating is twice that of any one of the 


45 other stations mentioned in the Study. 


To sell live and lively in our countrypolitan 


market, see the Katz man. 


WNAX-570 
Yankton-Sioux City 
A Cowles Station 


Represented by The Katz Agency 
CBS Radio 


f\ - 


\ 


Ellis L. Redden, advertising and| § 


LET JIM DO IT—This motion display for 

James B. Beam Distilling Co., Clermont, 

Ky., was produced by Schmidt Lithograph 
Co., San Francisco. 


radio and TV advertising mana- 
ger, Reynolds Metals Co.; Robert 
Stolz, advertising manager, Brown 
Shoe Co., and Linton Bagley, ad- 
vertising manager, J. A. Folger & 
Co. 


s The Tuesday afternoon program 
on “Profit-Producing Advertising 
Strategies” will be moderated by 
John B. McLaughlin, advertising 
and sales promotion manager, 
Kraft Foods Co. Speakers include 
John H. Tinker Jr., creative di- 
rector and senior v.p., McCann- 
Erickson, and C. J. Allen, v.p. in 
charge of merchandising, Gardner 
Advertising Co. 

Public service advertising will 
be discussed Tuesday afternoon by 
B. C. Duffy, president of Batten, 
Barton, Durstine & Osborn, and 
Sigurd S. Larmon, president of 
Young & Rubicam. The Advertis- 
ing Council will give a presenta- 
tion on the subject Wednesday 
morning. 


Northrup, King Uses 
4-Page Color Insert 


for Kingscrost Corn 


MINNEAPOLIS, Sept. 8—Northrup, 
King & Co., seed producer, has 
scheduled a four-page, four-color 
insert for its Kingscrost hybrid 
corn in October issues of five mid- 
western farm journals. 

According to R. D. Coursen, ad- 
vertising manager, it will be the 
first time an insert has been used 
to sell seed and only the second 
time the farm papers have carried 
such an insert. 

The ad will follow the picture 
and testimonial style which North- 
rup, King has used in the past. It 
will quote farmers on their suc- 
cess with the company’s seed and 
| picture results they get with it. 

Included in the schedule are the 
Dakota Farmer, The Farmer, Mich- 
igan Farmer, Wallaces’ Farmer & 
Iowa Homestead and Wisconsin 
Agriculturist & Farmer. In each 
state, Kingscrost dealers will be 
listed at a cost of $2.50 each. 


a Mr. Coursen said that the same 


insert will be used next spring as 
a direct mail piece to be sent to 
|approximately 250,000 midwest 
| farmers. 

The same farm papers, plus 
| Colorado Rancher & Farmer and 
| Montana Farmer & Stockman are 
|being used in Northrup, King's 
| supplementary fall and spring pro- 
grams of single page b&w ads. 

Tied in with the farm journal 
campaigns is a nine-station radio 
campaign in Minneapolis, Cedar 
Rapids, Yankton, Fargo, Bismarck, 
Green Bay, Spencer, Eau Claire 
and Madison. 

Complete dealer sales kits with 
in-store materials completes the 
‘hybrid corn sale campaign. 

Batten, Barton, Durstme & Os- 
born, Minneapolis, is the agency. 
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In a new hard-hitting, deep-probing attack upon an old evil, 


price-cutting—an evil that is working increasing hardships 


on business efficiency and threatening sound values for 


American property owners, Domestic Engineering says: 


It’s NOT a sin 


A fair price and a fair profit add up to a fair deal 
for all: the manufacturer, the wholesaler, the con- 
tractor-dealer, and the property owner. That, very 
simply, is the theme of Domestic Engineering’s new 
attack upon unwarranted and hysterical price-cut- 
ting, the most dangerous deception practiced by 
American business upon itself and upon its 
customers. 

A year ago, in its now famous Bay City Story, 
Domestic Engineering showed that the biggest 
potential for plumbing, heating, air conditioning, 
and appliances is in the modernization of existing 
homes, farms, industrial and commercial structures, 
and institutions. 

Modernization, the Bay City Story made clear, is 
far and away the most impressive dimension of the 
total market .. . 

first, in public service and satisfaction oppor- 

tunity ; 

second, in continuous, year round sales ac- 

tivity ; 

third, in profit potential and price stability. 

And domestic engineering contractor-dealers are 
proving the point. They are selling modernization in 
volume never before equalled, at fair prices to prop- 
erty owners, and with fair profit to themselves, their 
wholesalers, and their manufacturers. 


NEW FACTS ON REMODELING 


In its Second Annual Remodeling Issue, out in 
November, Domestic Engineering will present new 
facts about the modernization market, new help for 
wholesalers and contractor-dealers selling this mar- 
ket, and its four-pronged attack upon the fallacy 
of price-cutting. 

Thus will be set in motion this publication’s 1954 
program of service to the public and its industry, 
creating another spectacular opportunity for manu- 
facturers of plumbing, heating, air conditioning, 
and appliances to win dealers who are pledged to 
fair prices and who know how to sell the tremendous 
remodeling market. 

Get the facts on this opportunity today so that 
now and through 1954, your advertising will be 
directed at getting honest salesmanship for your 
products, fair prices and fair profits, and the knowl- 
edge that the public is getting the best in service 
from your products. 


Write, wire, or telephone now: 


DOMESTIC ENGINEERING 
1801 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 
Telephone: CAlumet 5-4680 


CONSULT YOUR ADVERTISING AGENCY TODAY! 


_ Nal 
MANUFACTURER 


This Domestic Engineering cartoon illustrates 
how price-cutting by any one hurts every one 
else. The Second Annual Remodeling Issue, out 
in November, will show how the vast moderniza- 
tion market offers the industry its most reward- 
ing sales and public service opportunity, and its 
most effective means for maintaining fair prices 


for all, 
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WHEN YOU THINK OF MICHIGAN ... REMEMBER 


' BOOTH IS A THIRD OF IT ; 


Sales Management’s Survey of Buying Power shows that Michigan is a 
14-BILLION-DOLLAR annual retail sales market... and the 8 Booth 
Michigan Newspapers cover a third of it! 


All 8 Booth Michigan Markets are Sales Management ‘‘High Spot’’ Areas! 


Let Booth Dealer Contact and Merchandising Service, and Tie-in ad 
promotion, help you and your Michigan Dealers ring up a big Fall, 
Winter and Holiday sales total. 


What do other national advertisers think of the Booth Michigan Market 
and the Booth Newspaper way of selling it? Just this... BOOTH 1953 
NATIONAL ADVERTISING IS RUNNING 16% OVER LAST YEAR 
... an unusual figure compared to nationwide averages. 


Let a Booth man work with you on your 4th Quarter plans. Let us tell 
you of an interesting example of how we helped one advertiser. 


iJ 
For specific AH. Kuch The John £. butz Co 


o OAs 
mearke# information, 110 £. 42nd Street 435 N. Michigan Avenue 
New York 17, New York Chicago 11, Illinois 


write or phone- Oxford 7.1280 Superior 7-4680 


GRAND RAPIDS PRESS ¢ FLINT JOURNAL »* KALAMAZOO GAZETTE ¢ SAGINAW NEWS 


| 
i 
| 


JA 


Sh Be Be eho a? Sea aim dish ae ros. ~ wightottes 2 ve eee ae ae ant ea oe Pt. ae eee Mens Se me 3% me OP ee Oe ae YS ate a et eee ee oe ee b Ls = ee a ae a Re Se nc ae et eM ae a Se . s Li re’ > Sais, 
eh Peet bates c= 0 Ree gl ce Be she ye en Taj ase Sat MS Tal hey Cte Ne on lh ORE RE Ty ox IRM ee nh fs ie ie toe EINE He ons ca Ce A 1c jeg ea Oa WE cet opiate a seaeatiene * Bhs dank Ee oo Reg ee Day age : 
TE a Oe Macon a ee ere rae Riper xg Scape ei P| 2 fa i hag e phe aN <gaae ee Oe! pee ee 7 Tee lare eign or (oy Ae is aE AN Gesat SS ee me pmnnal Perse ae Piibo lag nt Fas 0 ce aa DERE Loy ee tee pair ae eae ais a Fe ci ada Te 2 
ae fag ene aan 7, eae ame cn RE F Pai aes Ba ig Rae ea apg Pert hk 7 or Eke eg ee eet eg = As ED GE een ae Oe ae ee ey Bf egress ee Cate <a) alee Wogs DU Acetate lieth setter, 2. a >t SOR LS sae Ss . Se akg ok oa ee ea tiling oe 
is Soo pee Pipe ae | eS a ee: Be lee . ee UG were: pee Tes bei A gi ES Pe Tn Se Nes a ae Se ke fe eng Pie one 7 esi Ft? is eis a SAG Olena 0S alee ge val bee? pied’ 62 ea = Se a: get « Gee keee OS® obs gonad etearer) = | fae Me ie oe gt z Pen Pe es ee ier oo. 
Bence etree pe ee PR ch 2 ainda, at an E Rae artes pee Se i ea abe eee nr Yee eee Sie 6 PGR OE ay oS Post ck : os Sha higte We Se Sonar ne a . Boa iris Wisreeen ees co bet ERS Mag 
| ee : ae . eC x ty ge Sy er Roe wh Se ora : : : pie eh. ihe a ae ies iy ORE Seater eC = Berl phe? ee ae aca 5 . 
eS g Pag ae ie peg ae, Te aes” sean a =< Nips i : GSE, ake nigh ibe ee ke ens = eee ap 2: : : n Roh ee eae ses, Ae eG 
NEE eres RE aa SW ee iy] a en aes e ey eG o> Ui meee 2 i ne Sore eek ae a eeu Me Mares 4 ae ; fi GG i Saar, ah ie ea feet le Sic oe aie 
i 2 TS eerie Ray cg RET SS, ORT ho) er ergo he ME sae ‘ epee ere eet ey ee. | Ol aes, pee gt an anaes a aatonenal ecu ras ee ie ; Agee Sy cone ? ee ees aah ty 
St Via, yg” | ee naa ct: a may... Saree OO i eas SCSI Sie NE ean ge ome ae : Soe Re Dea ee oe er ers Jp eae eet Pe et By ger ee RS gg CMR eee ek: Ue ere” eke. er eC So ewe a See ie eta Done) 3 TR eg Teg” See 
et Elem j f aa em ee Ping ae : are Sho, i a saree ee. a ee i Bei aly Sioa : Sie Sec ee ee ae pe + Sie: Oe Teena se ee. as Rees! 2 ise 
ties ‘ A, ; : 4 2 ‘ pe ee a ere = 
7 “ ‘ — ae 
' oe é co 
; a 2 EET AO” hide a 7 7 al , 
ee : 5 oe * * ee 
We y eran Ts ae = 2 % « Y ; « 
ere et ale » a . Ki ‘ 
ao mises ee ve oF a ‘ fy ve : ee F 
a oa iy Os a i ~ = ¥ At Ye. i 
% | : ; “ by 3 
: y me 
eee i _ q 
a 
¢ 
Ke 
ae A 
Bt ae i 
Fagen : 
ae we ° . , — 
Bie ae 
as 
eae 
aces 
Me 
ber 
ii Sa 
? 5 
nine 
ear q 
eae: 
oe. 
Se 
' ee 
| 
sae se 
ae ee y 
eo 
i er 
Be a 
eis - $5 
ah gee 
ee « be 
sae ie 
Sas ee 
ae ee 
Mine Be 
rae 
ee 
a 
ata 
ap ibe . 
eer 
De 
ms ee 
ee 
aii ey 
Witte 
okay 
ee % 
= ae 
(Stee 
age 
1p 
ey 
3G 
~ 
eee 
ia 
Cee 
f 
er 
fi 
ee 
| -—  «,. 
| ‘ 
Pap ae 
sores at 
: H 
A re 
HS 
rp) 
a 
ae : 
y . 4 - | 
sat en ee vs ga > & . i 
. 3 A : ; ' 
H ‘. _ 3 Bes ae oS. 
| : | | A, 
; ‘ i ‘ 5 
; 2 ‘mg i - 
a 
| 
; 
i ar 
t 
ee Pent ; : ; ‘ . ‘ 
- . Pa ¢ 2 eaters a ies Sete” ig 
¥ Phy) ae Pa eRe OMEN het kas SP eo Ae OP Fee Cpe Mees aa oe , anc Se i Se San! Ard Saree gmt sg ‘ Pt trains Bon bas ado ot ee Ter pe is eae é: GC ieee 19 4 y : eee i ay al pe es 3 


Pa ae 


TOTAL BOOTH 
ABC NET PAID, 


417,044 
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Hoierman Heads Ad Dept. 


Richard E. Hoierman has been 
named advertising manager for the 
machinery division of Dravo Corp. 
and Dravo-Doyle Co., Pittsburgh. 
He succeeds Robert Black, who has 
been transferred to the sales staff 
of the machinery division’s heating 
department. 


Viceroy Sponsors TV Show 


Starting Sunday, Sept. 13, Vice- 
roy cigarets (Brown & Williamson 
Tobacco Corp., Louisville) began 
sponsoring ABC-TV’s new show 
“Orchid Award,” starring Les Paul 
and Mary Ford. Ted Bates & Co., 
New York, placed the time for 
Viceroy cigarets. 


good fellows to have on 
your side when it comes 
to making a decision. 


it’s surprising how many readers of The 
Rotarian magazine lead double lives. They're business 
executives, of course ...and then they're mixed up in all 
kinds of civic and municipal activities ...on pork boards, 
city councils, school boards, hospital boards, church 
committees. Actually they have a lot to say about 
buying a whale of a lot of different things... for their 
businesses, their communities and their homes. They're 


«Rotarian 


301,885 ABC net paid, June 30, 1953 


EpinsurGH, ScoTLAND, Sept. 8— 
Roy H. Thomson, Canadian news- 
paper publisher, was scheduled to 
leave here for Canada this week 
after making a notable addition 
to his empire on this side of the 
Atlantic. 


Weekly Scotsman. Announcement 
of the sale was made Thursday in 
the Scotsman, a popular daily cir- 
culated throughout the country. 
The news came as no surprise. 
Several months ago Mr. Thomson 
| launched his first British venture, 
|Canada Review, a weekly newspa- 
|per presenting news about Can- 
|ada, and it was reported then that 
the 59-year-old publisher was 
shopping around for other buys. 


® Mr. Thomson’s purchase of the 
Scotsman has a sentimental angle. 


Mr. Thomson last week acquired | 
75% of the shares of Scotsman) 
Publications Ltd., publisher of the | 
Scotsman, Evening Dispatch and 


Although born in-Toronto, he is of 
Scottish descent. He explained last 
week that all of his family had 
come “from somewhere around 
Edinburgh and with all my papers 
I always wanted to own one in 
Scotland.” 


Now that he does own one, Mr. 


Thomson is going to move to Ed-| 


inburgh to direct its operation. 
With his purchase he becomes 


chairman of the board. He is re-| 
turning to Canada to wind up his | 
affairs and expects to be back here 


permanently in two months. 


He said last Thursday: “My son | 


Kenneth will take over the presi- 


dency of my papers in Canada. It| 
is a birthday present to him. He| 


was 30 yesterday.” 


8 With the Scotsman, Mr. Thom- 
son picks up one of the oldest pa- 
pers in Britain: Founded in 1817, 
it is noted for its progressive man- 
agement. In 1866, it becarne the 


SERVING AN AREA OF 15,800 SQUARE MILES | 
1,108,600 FAMILIES...OVER 4 MILLION PEOPLE 


tower height, 


e With its new maximum power 
of 100,000 watts and increased 
WNBW now is 


Washington’s most powerful tele- 
vision station, serving a larger 
number of viewers than any other 
Washington station. Let your 
advertising message on WNBW 
prove these facts on your sales 
chart. 


NBC in Washington 


WNBWA 


CHANNEL 


Represented by NBC Spot Sales 


ree 


ses Serres DM 


Advertising Age, September 14, 1953 


Canada’s Roy Thomson Adds Three Scotch | 
Newspapers to Growing Publishing Empire 


NT a 


THREE-STEP SPECTACULAR—According to 
General Outdoor Advertising Co., Chicago, 
this spectacular took 6,280 man hours of 
labor to erect for the Chicago & North- 
western and Union Pacific railroads. Fused 
glass porcelain enamel was used for the 
components. The action sequence starts with 
the Northwestern trademark and moves up 
to highlight the Union Pacific shield with 
three separate messages on the way. 


first paper to distribute by retail 
dealers. In the same year it be- 
came the first paper to hire a spe- 
cial telegraph wire for private use. 
In 1868, it set up an office in Lon- 
don, the first out-of-town paper to 
do so. In 1921, it introduced use of 
high-speed multiplex telegraph, 
forerunner of the teletype, and to- 
day it is one of the few British 
papers to use teletypesetters. 

The statement announcing the 
sale said Mr. Thomson plans to 
continue the Scotsman “as an in- 
dependent organ of Scottish opin- 
ion, serving without fear or favor, 
as it has done in the past, the best 
interests of Scotland.” 


# Although Mr. Thomson says he 
now has no interest in acquiring 
other British papers, the inevitable 
comparison with Lord Beaver- 
| brook is being made here. News- 
paper chains are the rule rather 
than the exception in Britain to- 
day, and it is felt in many quar- 
ters that Mr. Thomson is only be- 
| ginning. 
| Twenty-three years ago Mr. 
|Thomson didn’t own a single pa- 
| per in the world. The rest is in the 
Horatio Alger tradition. He now 
has 14 dailies and one weekly in 
| Canada, stretching from Quebec to 
Vancouver. It is the biggest chain 
in the country. He also owns five 
radio stations in Canada, a news- 
paper in Jamaica and the daily 
Independent in St. Petersburg, 
Fla., which he bought last year. 
He is president of Canadian 
Press, a wire service cooperatively 
/owned like the Associated Press, 
and a past president of the Canadi- 
an Daily Newspaper Assn. 


To Study PR Program 


of United Defense Fund 

| Donald Hoover, president, Bozell 
|& Jacobs, New York, will make a 
|study of the public relations pro- 
‘gram of the United Defense Fund 
|and its member agencies, includ- 
\ing USO, United Community De- 
'fense Services, American Relief 
|for Korea, United Seaman’s Serv- 


‘ice, American Social Hygiene 
fom and National Recreation 
| Assn. 


Andrew Heiskell, publisher of 
Life, has become a member of the 
board of directors of New York’s 
USO-Defense Fund. 


Westinghouse Boosts Fisher 

A. M. Fisher, manager of the 
Chicago district office of West- 
inghouse Electric Corp., has been 
promoted to mid-America regional 
manager, succeeding the late Fred 
' Whiting. 
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Hard-selling manufacturers — 


usé hard-hitting campaigns 
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MANUFACTURER PRODUCTS CAMPAIGN , AGENCY 
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ADMIRAL CORP. Major Appliances, WEEKLY FULL PAGES .. . PLUS 3 double-spreads and 5 Russel M. Seeds Co 

Radio, TV, full pages for special issues, trade shows, etc... . PLUS (Radio & TV 

TV Accessories 16 small-space ads during the first 4 months of the year advertising) 

_.. PLUS a 6-page insert, a 4-page insert AND a 20-page Tatham-Laird, inc. 

insert—the biggest single ad ever to run in a single issue (Major Appliance 

of Retailing Daily! advertising) 

Cruttenden & Eger 
(TV Accessory 
advertising) 


ARVIN INDUSTRIES, Electric 52 ADS in Electric Housewares section . . . PLUS 52 ads Roche, Williams 
INC. Housewares, in Radio & Television section .. . PLUS teaser ads fol- & Cleary, Inc. 
Radio & TV, lowed by full pages for trade shows and for special smash 
Dinettes, announcements. . 

Ironing Boards 


> 


BRADLEY MANUFAC- Lamps 52 FULL PAGES . . . their 3rd consecutive year of a Harvey Enstein 
TURING CO. page-a-week Campaign. $ Advertising Co. 


CELANESE CORP. OF | Rayon Blends 110 ADS .. . including 4 spreads . . . 39 full pages... | Ellington & Co 
AMERICA AND 63 smaller-space ads. 
SUBSIDIARIES. 


DOUGLAS Dinettes WEEKLY FULL PAGES PLUS 52 preferred-position spots on Harvey Epstein 
FURNITURE CORP. page 1. . . supplemented by daily 2 and 3-page ads Advertising Co. 
during the Home Furnishings Markets. 


SPONGE RUBBER Rubber underlay 31 PAGES ... PLUS 40 half-pages ... PLUS a5 many a5 
PRODUCTS CO. for floor coverings, 9 consecutive pages in 1 issue during trade shows. 
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25 YEARS OLD—July marked the 25th an- 
niversary of cooperative sponsorship by 
three New York banks of this painted dis-| 
play on Fifth Ave. The 40x45’ board is. 
serviced by General Outdoor Advertising 
Co. for Bowery Savings Bank, Emigrant 
Industrial Savings Bank and Seamen's Bank 
for Savings. 


NBC Radio Maps 
Plans to Beat | 
the Competition 


New York, Sept. 9—When the 
radio affiliates of National Broad-_| 
casting Co. meet Sept. 17 in Chi-| 
cago, they will hear the details of 
the network’s plans for revitalizing | 
its sales and programming struc-| 
ture. 
Broad outline of the proposals, 
was discussed here last week at) 
a meeting of the affiliates commit- | 
tee, headed by Robert D. Swezey | 
of WDSU, New Orleans, and NBC) 
executives. Particulars on the net-| 
work’s proposed sales _ strategy 
were not revealed, but NBC is 
said to be working on techniques) 
for countering such — successful 
sponsor come-ons as the American | 
Broadcasting Co.’s contiguous rates | 
for non-contiguous time periods | 
and Mutual Broadcasting System’s | 
“multi-message plan.” 


s There remains, too, the prob-| 
lem of getting back into the bill-| 
ings race with CBS Radio, which. 
continues to outdistance all the. 
competition. For the first half of. 
1953, CBS grossed $31,281,270 in 


| fueloil & 


oil heat 


WIDE RANGE OF PRODUCTS USED BY THE 
OIL HEAT DEALER 

The equipment required for the oilheating and 
fueloil dealers, manufacturers and jobbers in this 
field is wide in range and character. Our dealers 
operate about 75,000 fueloil delivery trucks and 
semi-trailer service trucks. Every time our field 
Sells 300 more burners, a new fueloil delivery truck 
equipped with pumps, valves, reels, hose, nozzles, 
meters and other accessories must be bought. Bulk 
Storage tanks, pumps, loading racks, gauges, 
pipe and hose must also be bought. Motors, 
pumps, fans, valves, etc., must be bought to 
replace parts and service the nearly 64% million 
oilheating jobs now operating. 

They buy shop equipment —pipe cutters, steel 
shears, bending brakes, pipe benders, welders, 
and bench tools of all kinds used in installing. 
Many oilheating-fueloil dealers, getting no 
cooperation from local sheet metal men are plan- 
ning to open their own shops in 1953. About 35% 
already do, and another 20 to 30% will make the 
move this year, indicating a large market for 
shop equipment. 

They also buy the materials to make, sell and 
install conversion burners, boilers, furnaces, hot 
water circulators, blowers, boiler and furnace 
accessories, tanks, tubing, valves, filters, con- 
trols, etc. for the estimated 800,000 jobs this 
year. About 15% of this work will be replacing 
older burners and 85% for new installations 
replacing other types of firing in older homes and 
in newly built homes. FUELOIL & OIL HEAT is 
their guide, counselor and friend—they look to 
its editorial and advertising pages as they have 
for the last 33 years, for progressive and depend- 
able advice and information 


HEATING PUBLISHERS, Inc. 


2 W. 45th St., New York 36, N.Y. 
(MUrray Hill 2-4786) 
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p rent situation in network radio, programs 


network radio time sales, compared to meet the competition, the “com- 
with $24,732,789 scored by NBC petition gets ready to out-compete 
in the same period, according to you and you're right back where 
Publishers Information Bureau. you started.” 
It is believed that several of the 

sales gimmicks suggested by the! # In the programming department, 
network brass received a favorable | the local broadcasters were con- 
reaction from the affiliates com- | siderably heartened by the caliber 
mittee. However, one broadcaster, of the new shows, which will be- 
with whom AA discussed the cur-| gin about Oct. 4. There are 28 new 
selected for the fall 
commented that the shortcoming of schedule. 

all such special plans is that as| Included are 


“Royal Theater,” 


soon as one network figures a way a 30-minute British produced, 


Advertising Age, September 14, 1953 


drama with Lawrence Olivier;! 
“The Marriage,” a situation come- 
dy starring Jessica Tandy and 
Hume Cronyn; a Robert Mont- 
gomery produced “Radio Play- 
house”; Fibber McGee and Molly | 
in a nighttime strip, and a two- 
hour weekly record show featuring 
disc jockeys around the country.) 
| 

Bourjois Buys TV Show 
Bourjois Inc., New York, will 
sponsor a segment of NBC-TV’s) 
“Your Show of Shows” during De- | 


cember for its Evening in Paris 
perfume. The pre-Christmas ad- 
vertising will be augmented by 
full-color pages in The American 
Weekly, Good Housekeeping, Life, 
Look, Parade, Photoplay and True 
Story. Radio and newspapers will 


/be used also. Foote, Cone & Beld- 
‘ing, New York, handles the ac- 


count. 


Llewellyn Resigns Account 


Ross Llewellyn Inc., Chicago, has 
resigned the account of Transpar- 
ent Package Co., Chicago. 


A DYNAMIC 


NEW SELLING FORCE... 


PINES Vow 


QUALITY KEYNOTES A RECORD OF ACHIEVEMENT 


26 years of publishing achievement has gone into the formation of the PINES WOMEN’S GROUP. 
This group is composed of SCREENLAND, published successfully since 1920; SILVER SCREEN since 1930; 


and the new TRUE LIFE STORIES. Completely revitalized by a product improvement program 


under Pines management, since January 1953 issues, SCREENLAND and SILVER SCREEN have registered 


consistent newsstand circulation gains. The average of 1,063,032 in the first six months of 1953 


represents an 8% gain over the same period in 1952. 


The PINES WOMEN’S GROUP will stress quality of product. Expert editorial supervision, quality paper, 


fine color reproduction, top name writers will be important factors in the development program. 


1,250,000 GUARANTEED CIRCULATION 


The PINES WOMEN’S GROUP guarantees 1,250,000 circulation. Anticipated circulation delivery of the 
PINES WOMEN’S GROUP will be approximately 1,500,000, a sizable circulation bonus for advertisers. 
Group rates have been set at attractive levels. $2,500 for a black & white page — $2.00 per M; 
$3,125 for a two-color page — $2.50 per M; $3,375 for a four-color page — $2.70 per M. 


EXCLUSIVE VARIETY STORE MERCHANDISING PROGRAM 


SCREENLAND, SILVER SCREEN, and TRUE LIFE STORIES (the only consumer publications which feature 


variety store products) offer advertisers a unique variety store merchandising program. 


Advertisers in the PINES WOMEN’S GROUP receive point-of-purchase display cards tailor-made for the 


12 leading variety store chains—at no additional cost. Research proves this specially prepared 


point-of-purchase material actually creates increased sales.* 
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Newspapers Affected 
by Sales, Use Taxes 
in 28 States: ANPA 


NEw YorK, Sept. 9—A survey 
by the American Newspaper Pub- 
lishers Assn. shows 28 states with 
sales and use taxes affecting the 
newspaper business. 

The study, results of which were 
announced last week in a bulletin 
to members, also reveals that four 


states have a Sales tax only and 
two have gross income or retail- 
ers’ tax measures. Fifteen states 
have no sales or use taxes. 

The 14-page report lists the kind 
of taxes imposed in each of 35 
states and shows that 15 states 
have sales or use taxes. They are 
Idaho, Kentucky, Massachusetts, 
Minnesota, Montana, Nebraska, 
Nevada, New Hampshire, New 
Jersey, New York, Oregon, Texas, 
Vermont, Virginia and Wisconsin. 
(Kentucky has no sales or use tax, 


but does have a business liccnse 
tax.) 


s Four states have a sales tax on- 
ly. They are Arizona, Illinois, 
Pennsylvania and Missouri. 

States having gross incomc. or 
retailers’ tax measures by sales are 
Indiana and Delaware. 

The 28 states having sales and 
use taxes are Alabama, Arkansas, 
California, Colorado, Connecticut, 
District of Columbia, Florida, 
Georgia, Iowa, Kansas, Louisiana, 


Maine, Maryland, Michigan, Mis- 
sissippi, New Mexico, North Caro- 
lina, North Dakota, Ohio, Oklaho- 
ma, Rhode Island, South Carolina, 


South Dakota, Tennessee, Utah, 
Washington, West Virginia and 
Wyoming. 


Durston Joins Lynn Baker 

David E. Durston, formerly head 
of Durston TV Productions in Chi- 
cago and New York, has been 
named director of television and 
radio productions for Lynn Baker 
Inc., New York agency. 


The Amaring 
Mass Hayworth 


The Truth About 
Vittorio And Me Ais 


True 


Life 
STORIES 


15: 
~ 
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EXCLUSIVE 
tm o New 


by My Mickey Monti 


*For further facts write or wire to: 


aaa 


William A. Rosen, V. P. and Adv. Dir. 


\ 


10 East 40 Street, New York 16, New York 


520 North Michigan Avenue, Chicago 11, Illinois 
638 South Van Ness Avenue, Los Angeles, California 
300 Montgomery Street, San Francisco, California 
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‘APPEARING In THE FIRST 


1SEUEE OF THE 


PINES WOMEN'S GROUP 


tHELUDE: 


Very Personal ! 


NUSUAL 
OFFER 


to national advertisers 
and agency executives 


New break-down reports 
of Catholic buying power 
about 

e your product 

® your market 


THE RESULTS ARE IN! The 
first major survey of Amer- 
ica’s Catholics is completed. 
Now the facts you want are 
available. 

Growing Catholic families 
throughout the United States 
have told Our Sunday Visitor 
and The Register about their 
buying habits for over 75 
items of merchandise and 
equipment. They've also re- 
vealed heretofore unknown 
figures about members per 
family, incomes, housing, em- 
ployment, education, what 
they own—and what they 
want to buy! 

Since this first major re- 
port of the Catholic market 
is so comprehensive we can 
now provide national ad- 
vertisers and agencies with 
specific tailor-made reports 
regarding a particular mer- 
chandise item or food. Also, 
we can now supply fresh, re- 
vealing economic information 
vital to your specific market 
needs. 


WRITE-WIRE 
TELEPHONE 


You've got the products. 
We've got the facts and the 
BUYERS. Let’s get together! 
You name your target—we'll 
supply the ammunition! 


1,929,210 


WEEKLY CIRCULATION 


NATIONAL 
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of the $11 billion 
MOTEL MARKET 


83% OF J AMM READERS ARE MOTEL OWNERS 
... WITH VOLUME BUYING POWER 


gf ene Motel Magazine it Ms Wiest 


get YOUR share | 


Names Cruttenden & Eger 


A. Stein & Co., Chicago, has 
named Cruttenden & Eger Associ- 


‘ates, Chicago, to handle advertis- 


ing in consumer publications for 
Perma-Lift brassieres and Paris 
garters. Filmore Co., Chicago, 
which has been handling this por- 


tion of the account, will continue 


to place trade publication adver- 
tising. 


Hickey Joins Shannon 


Cornelius J. Hickey, 
with the Westchester 


formerly 
County 


| Newspaper Group, has joined the 


New York sales staff of Shannon & 


| Associates, New York publishers’ 
| representative. 


Advertising Age, September 14, 1953 
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|People Aren’t as Sentimental... 


BuFFALO, Sept. 9—Gravestone 
makers and dealers next year will 
launch an ad campaign for their 
products. 

Magazine space will be used to 
“encourage proper memorializa- 
tion through monuments of marble 
or granite” and to “encourage pre- 
need selection of a family ceme- 


~ 


‘ 


1. Petroleum refining. 
3. Natural gasoline recovery. 


A McGraw-Hill Publication 


= thew the. faat- Weare « 


ANS CFA, Renee 


BUM PROCESSING 


Publication office: 
1213 West Third Street 


IN THE PETROLEUM PROCESSING INDUSTRIES 


Pace setter for almost all the industrial world is the foursome of the 
petroleum processing industries ... growing fast, buying in volume, demanding 
new goods and services! 
Reach not one, not two, but the complete foursome through 
Petroleum Processing, effectively serving all four groups: 


2. Petrochemical manufacturing. 
4. Lube oil blending and compounding. 
Capacity for producing natural gas liquids is growing about 12% each 


year. Similar growth in all four groups is paralleled by the growth, coverage 
and impact of Petroleum Processing on these expanding industries. 

To “say it where it counts,” put your sales story in Petroleum Processing, 
and move with the fast-moving foursome. Ask for your free copy of 
the new 1953 Petrochemical Plant Directory. 


Cleveland 13, Ohio 


Marble, Granite Producers Set Drive 
to Build Sales of Grave Monuments 


tery plot and monument,” accord- 
ing to Landsheft & Barber, Buffalo 
agency for the newly-formed Mon- 
,ument Institute of America. 

| The institute is composed of 
leading marble and granite pro- 
ducers in the U. S. and a number 
of monument dealers. With the 
exception of a few large monu- 
ment makers such as Rock of Ages 
and the Barre Guild, there has 
'been almost no national advertis- 
|ing by the industry. 


# A series of merchandising fold- 
ers is being prepared for distribu- 
'tion to MIA members before the 
|ad drive gets under way, accord- 
ing to Henry L. Barber, president 
of the agency. 

First three in the six-folder se- 
ries, said Mr. Barber, are designed 
to: 

1. Waken dealers to problems 
facing the industry—especially the 
rapid growth of “memorial park” 
|cemeteries where granite or mar- 
ble monuments are banned. 

2. Encourage dealers to modern- 
ize their places of business. 

3. Instruct dealers on public re- 
lations and establishing reputa- 
tions as local merchants. 

Others in the series will cover 
|advertising through newspapers, 
direct mail and store displays; re- 
lations with funeral directors and 
cemetery managers, and selling 
techniques. 


| 


@ In the opening shot of the se- 
ries the ‘average dealer” is chid- 
ed for letting memorial park sales- 
men get the jump on him. After 
many years of “business as usual,” 
states the folder, “things began to 
happen. Wars came. Crime in- 
creased. Corruption was on the 
march. The new generation com- 
ing along was affected by all those 
| outside influences. They became a 
little bit ‘hard boiled.’ Not as sen- 
timental as were their elders. Not 
as inclined to follow traditions.” 

Concludes the folder, ‘Your 
|problems as a monument dealer 
| vary little from those of any other 
| retail merchant in your commu- 
|nity whether it be a car dealer, a 
furniture dealer or an appliance 
dealer.” 


| @ Theme of the folder on modern- 
| ization is: “To be prosperous, look 
prosperous” and “create an atmos- 
phere and you create sales”—even 
for gravestones. 

The public relations folder points 
out that “what a satisfied custom- 
er says about you over the fence 
today can put your sales over the 
top tomorrow.” In addition to ad- 
vising monument dealers to join 
‘organizations, become active in 
|civic affairs and “within the bor- 
ders of good taste, keep your name 
in the papers,” the folder recom- 
mends that dealers offer use of 
|their showrooms “for community 
meetings, for committee meetings, 
even for baked goods sales by 
church and civic organizations.” 


Dako to Fritz Associates 


Dako Chemical Co., Hawthorne, 
Cal., manufacturer of Arko indus- 
trial detergents, has appointed 
| Jimmy Fritz & Associates, Holly- 
wood, to handle advertising and 
|/promotion for a new consumer 
product, Dish-A-Way, a liquid de- 
tergent for home use. The initial 
California test campaign will 
jutilize radio and television pro- 
‘grams of food chains and 20-sec- 
‘ond animated TV spots. Newspa- 
| pers, magazines and car cards will 
| be used in the spring of 1954. 


Security Lithograph Moves 
Security Lithograph Co., San 


| Francisco, has moved its plant to 
| 200 Broadway. 


-——— 
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Advertisers 
Needed It.. 


A CONSUMER TV MAGAZINE 
EDITED FOR THE NATION! 


WITH LOCAL NEWS 
FOR EACH TV MARKET! 


AND FOUR-COLOR PAGES 


NOW AVAILABLE! 


... read weekly by 1,500,000 families in New York, Philadelphia, 
Chicago, Los Angeles, Detroit and other essential markets! 


Several hours every day in thousands upon thousands of American homes . . . 
life centers around a TV set. In these TV homes, they’re hungry for TV news. 
What’s playing when? Which stars? What’s the story behind the screen? 


For TV viewers, TV GUIDE has the answers! Complete, detailed program 
listings for local stations. News and features on shows and stars, both local 


and national. 


AND NOW...COLOR 
TV GUIDE is used again and again. 


To make sure your advertising is seen 
again and again. ..TV GUIDE now 
offers color rotogravure! Four-color 
pages and four-color covers to hammer 
home that extra impression on an 
already-receptive.audience. 


ATTENTION...DAY AFTER DAY 


Seven days in the week, TV families 
thumb through TV GUIDE for essen- 
tial program information, for stories 
about the whole TV world. Your ad- 
vertising catches eyes time and time 
again ...catches your audience in a 
medium they associate with leisure 
and entertainment. 


Published and edited on a platform of service 


ADVERTISING DEPARTMENT 
488 Madison Avenue, New York 22, N. Y. 


EXPANDING...STILL FLEXIBLE 


TV families number in the millions and 
the number is growing! In TV GUIDE, 
you can advertise to this whole big- 
spending market. Or, should your ad- 
vertising plans be more limited in 
scope, purchase TV GUIDE space in 
any market or combination of markets 
you wish. 


THAT’S TV GUIDE... 


edited to serve the TV viewer, pub- 
lished to serve the TV industry . . 
and ready to serve alert advertisers 
everywhere! 


to television 


Plaza 9-7770 


Inside a typical TV GUIDE: 
How Ralph Edwards Tricks the Stars * “What's My 
Line?" Conquers Britain * TV—Magic Carpet to 
Broadway « Wild Animal TV Comics « Plus TV Movie 
Guide, Drama Guide, Sports Guide « Reviews, Pictures 
Complete, detailed listings of local stations’ programs. 
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Executives Say 
Diversification 
Is Here to Stay 


Cuicaco, Sept. 10—Diversifica- 


tion of American industry appears 
to have come of age. 

During World War II and the 
years immediately following, in- 
dustry took on new product lines 


SIMPSON-REILLY, LTD. 
Publishers Representatives 
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Los 
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president of the New York firm. 


and expanded into new fields as 
never before. In many cases, this 
was done with reckless abandon. 

But those days are gone forever, 
in the opinion of several top- 
notch industrial executives. 

Instead, the trend today is to, 
diversify cautiously, sticking to 
product lines and fields that have 
a definite relationship to the line 
or field a company already is en- 
gaged in. 


s “Otis Elevator Co. management. 
is disposed to seek only such di- 
versification as is necessary for 
reasonable stability and which will 
preserve our reputation as experts 
in our field,” says L. A. Petersen, 


Mr. Petersen believes that di- 
versification is advantageous to 
the point where seasonal or cycli- 
cal demand for one product offsets 
the lack of demand for another 
product—thus contributing to sta- 


ble employment. 

But he sees a danger in what he 
calls unnecessary diversification— 
the danger that special skills and 
practices may be sacrificed to the 
point where customers forget that 
the specialized producer is better 
qualified than the “Jack of all 
trades who is master of none.” 


® Mr. Petersen’s sentiments are 
echoed by B. H. Bristol, president 
of Foxboro Co., Foxboro, Mass. 
“Intelligent diversification of 
products is generally desirable in 
our economy,” said Mr. Bristol, 
“depending on the particular in- 
dustry involved and the economic 
position of a particular company 


in the industry. 


“Our problem,” he added, “is to 
avoid wasting our knowledge and 
efforts in developments which 
others can do better or where we 
have little to contribute.” 

Mr. Bristol believes that diversi- 


Advertising Age, September 14, 1953 


fication will be “less frantic” in 
the next few years. 


® On the other hand, E. G. Rahe, 
v.p. in charge of sales, Globe-Wer- 
nicke Co., Cincinnati, believes that 
diversification has been of sub- 
stantial benefit to many companies 
and “is becoming a pattern which 
is being followed by more and 
more industries as time goes on.” 

As an example of a particular 
benefit resulting from diversifica- 
tion, he cites the fact that it pro- 
vides greater recognition of brand 
names on a national scale and 
helps to establish a company’s 
reputation much more than if the 
company concentrates on just one 
line of products. He sees the ten- 
dency towards diversification in- 
creasing for the next five or six 
years. 


a John A. Carter, president of 
Oakite Products Inc., New York, 
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When you buy 
radio time (or TV) 
in the QUAD-CITIES 


.... remember 


WHEBF is now CBS! 


This powerful combination offers you 
better Quad-City coverage at lower cost 


Now more than ever WHBF Radio is a necessary MUST 
on the list of many aggressive advertisers who want to 

sell profitably to the 242,000 people of the Quad-Cities 
(plus the additional thousands in the trading area 
adjacent to this important Midwest market). 


CONSIDER THESE LATEST MARKET FACTS 
Among the 165 Standard Metropolitan County areas in 
Sales Management’s 1953 Survey of Buying Power— 
the Quad-Cities rank: 
in POPULATION 
RETAIL SALES 
n FOOD SALES 


G SALES 


n AUTOMOTIVE SALES 
n EFFECTIVE BUYING INCOME 


per CAPITA 


EFFECTIVE BUYING INCOME 


per FAMILY 


A consistently good market that will share with you its 
spendable income through the medium of WHBF, the 
and CBS, the nation’s 


rite station, 


AVERY-KNODEL, Representatives 
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is another who sees increased di- 
versification in the next few years. 

The nation’s expanded produc- 
tive capacity, coupled with the 
squeeze on profit margins due to 
high labor costs and high taxes, 
means that industry will be seek- 
ing ways and means of spreading 
overhead and fixed charges over a 
broader base of sales volume, in 
his opinion. 

“In many cases, these objectives 
can be reached by diversification,” 
Mr. Carter declared. 


ws “I do not believe that diversifi- 
cation has run its course, nor even 
reached a plateau,” stated J. S. 
Knowlson, president, Stewart- 
| Warner Corp., Chicago, a staunch 
supporter of diversification cou- 
‘pled with specialization. 
“Successful specialization does 
not rule out diversification” sums 
up his position. He believes a com- 
|pany which has a name for spe- 
cialization can enter new fields 
‘with the advantage of public ac- 
| ceptance of its name. It can do so 
|without “creating the impression 
‘that it has found competition too 
tough in the old field,” he said. 
_ So far as his own company is 
/ concerned, ‘‘We know of no reason 
to close our eyes to future oppor- 
‘tunities which may arise,” Mr. 
|/Knowlson declared. 


a W. C. Mac Farlane, president of 
Minneapolis-Moline Co., Minne- 
apolis, takes a dim view of future 
diversification. “With most lines 
now settled and production steady 
in the future, it is my personal 
opinion that the tendency towards 
further diversification has about 
reached its course since the post- 
war surge in that direction,” he 
said. “We are not planning on 
further additions to our line out- 
side of farm machinery.” 

A similar view is expressed by 
George Gorton III, executive v.p., 
George Gorton Machine Co., Ra- 
cine, Wis. He believes that in- 
creased competition and reduced 
profits with some easing of taxes 
should provide less incentive to- 
wards diversification as the hard 
facts of profit and loss “eliminate 
many of these corporate step- 
children.” 

Continued diversification in 
their own fields is seen by George 
G. Raymond, president, Raymond 
Corp., Greene, N. Y. (“The field 
of material handling offers such a 
great opportunity for diversifica- 
tion within itself that it is not 
sound thinking to look  else- 
where”); by Richard S. Perkin, 
president, Perkin-Elmer  Corp., 
Norwalk, Conn. (“Diversification 
and the reasons for it are basic in 
our business’), and Ralph J. 
Kraut, president, Giddings & Lewis 
Machine Tool Co., Fond Du Lac, 
Wis. (“We believe fundamentally 
that diversification should not be 
attempted unless the existing lines 
are already in a high state of de- 
velopment and standing up well 
| competitively”’). 


® Perhaps the present day attitude 
towards diversification is best 
summed up by P. M. Arnall, pres- 
‘ident, Lunkenheimer Co., Cincin- 
‘nati: “It is our feeling,” he said, 
“that diversification is part of the 
|insatiable American thirst for ad- 
| venture and exploration into chal- 
_lenging spheres. There is nothing 
/ wrong with it. In fact, it is healthy 
‘if kept on a sound basis.” 

But, continued Mr. Arnall, 
“small and medium-sized com- 
panies should be careful in this 
regard. We've seen some losses 
where the new product was too 
.foreign to the plant’s know-how, 
‘or where it did not fit the firm’s 
‘established channels of distribu- 
tion.” 

The president of Lunkenheimer 
Co. has a word of advice for man- 
agement, too: 

Keep your eye on diversification 

—‘“It is here, and advancing.” 
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on your dollars in Europe 


Readers of The New York Times sometimes find it easier to understand the 
economy of Europe than their own personal economy. That’s because Mike 
Hoffman explains internaticnal economic affairs so that anyone can under- 
stand them. 


Michael L. Hoffman has been making economics easy to understand since his 
undergraduate days at Oberlin, whence he emerged in 1935 with a B.A. in 
political science. He topped this with a Ph. D. in economies at Chicago in 
1941. He taught economics at Trinity, in Hartford, and then at Oberlin. 


From 1941 to 1945, the U. S. Treasury claimed him, using his talents in 
Washington, French Africa, Paris, and London to help in foreign funds 
control. In 1945 he joined the staff of The New York Times in London as a 
financial and economic specialist. In 1947 he was named The Times cor- 
respondent at Geneva. 


Using Geneva as a base, Mike Hoffman travels often throughout Europe in 
quest of facts about what makes the European economy tick. He comes up 
with many an exclusive story important to the American taxpayer. As a con- 
sequence, readers write to praise his “illuminating and timely,” “brilliant 


and incisive,” “valuable articles.” 

Mike Hoffman is one of hundreds of resourceful men and women all over the 
world who make up The New York Times team. Pooling their talents and 
their knowledge, they produce each day a newspaper that is alert and enter- 
prising, interesting and informative, different from any other. The Times 
has the bigyest staff. It gives readers the most news. 


And when readers get more out of a newspaper, so do advertisers. Ask us to 
tell you the whole story. 


Che New York Cimes 


ALL THE NEWS THAT'S FIT TO PRINT’ 
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You Ought Kh > Know ¢ « Lionel B. Moses 


There is a six-paragraph sign 
hanging over Lionel Moses’ desk 
in Parade’s Chicago office which 
begins “Youth is not a time of life 
—it is a state of mind...” 

And Mr. Moses, who celebrates 
his 75th birthday on Sept. 23, is 
convinced that admen can live as 
long and enjoy their work as much 
as men in any other field of en- 
deavor—if they develop the proper 
state of mind. 

The state of mind of Parade’s 
western v.p. is healthy. In a letter 


five-day junket to 
Coast, which included five major | 
presentations and dozens of agen- 
cy calls, Mr. Moses told the pub- 
lication’s western representative 
“ ..and don’t worry about wear- 
ing the old boy down. Younger 


men than you have tried, and) 


failed.” 

Is there a formula for living a 
long, enjoyable life in the adver- 
tising business? Lionel Moses be- 
lieves there is. 


ws “When I entered the ad busi- 
ness,” he told AA, “the thing that 
impressed me most was the alarm- 
ing fact that the ulcerated stom- 
ach seemed to be an occupational 
disease. I made myself a promise 
that I would do as much work as 
possible during reasonable office 
hours, and that when the day was 
over I would leave the work and 
worries in the office and go home 
to my wife. 

“A few years later, I found this 
bit of philosophy,” he said, point- 
ing to the sign on the wall, “and 
I made it a part of me. 

“No man can elect himself a su- 
perman, defy all the obvious health 
rules and avoid paying the pen- 
alty,” says Lionel Moses, who en- 
joys a highball and lights a ciga- 
ret with obvious relish. 

“But sufficient rest, temperance 
and proper eating habits are not 
enough. A person has to like what 
he is doing. He has to find pleas- 
ure in every minute of the work- 
ing day. Most important, perhaps, 
is the fact that no man feels old 
when he is thinking with and 
working with alert, intelligent, 
imaginative younger men. There 
simply isn’t time.” 

Lionel Moses spends much of 
his time and energy working with 
younger men. His greatest pleasure 


4,005,943 
UNION MEMBERS 
BUY 
MORE 


through the 


LABOR PRESS 


16 million union members earn 
20% ($12 per week) more than 
unorganized wage earners. This 
means more money for food, tobac- 
co, appliances, liquor, cars and 
other essentials, It means more lei- 
sure time. It means better reader 
response and more customers from 
the wage earner market. 


In the Western New York and 
Pennsylvania’s important indus- 
trial area, 27,839 union families 
read THE UNION, a labor news- 
aper with widespread influence. 
I reaches union wage earners in 
Erie, Williamsport, Lockhaven, 
Meadville, Bradford and Warren, 
Pa., and Dunkirk, Jamestown, 
Olean, Corning and Hornell, N.Y. 
Ask for Details on THE UNION and 183 
Labor Papers with 4,005,943 circulation 


1133 Broadway, N. Y. 10 
Watkins 9-4290 


get ideas. The ones who get ideas, 
like Lionel, get lots of ideas. He 
uses those he can and gets a great 
deal of satisfaction out of sharing 
comes from the discovery that the cthers with men who will take 
some young man has made suc- them and run with them.” 
cessful use of a merchandising idea 

® Although Mr. Moses probably 


he suggested. 
has contributed as much to the de- 


ws In 1951, he published a book, velopment of the art of merchan-| 


“Adventures in Merchandising.” dising advertising as any man in 
“The biggest thrill Lionel received the country, he still considers him- 
from the book,” an associate of self a salesman. 

his told AA, “was a letter from a| “My real interest in advertis- 
canned meat salesman in Missouri ing,” he confided, “is the fact that 


_—a man he has never met. It seems it is the most effective selling toc! 
this canned meat salesman had that can be used—if it is used pro- 


used an idea mentioned in the ba- perly. To me, advertising is inter- 


outlining plans for a whirlwind by carriage story (one of the ‘Ad- esting and important only as it can 


in Merchandising’ re- be used to increase sales. I believe 
ported in the book) as the basis firmly in the statement Albert Las- 
for a spectacular promotion of ker made years ago to the effect 
canned meat. The salesman was that advertising will not sell any- 
delighted with results, but you thing that can’t be sold without 
shoud have seen Lionel when he advertising. Advertising can only 
heard about it! help an efficient sales organiza- 

“There are people who get tion to sell more goods and to sell 
ideas,” the associate continued,|them faster.” 


“and there are people who don’t; Born in Richmond, Va., in 1878, 
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Lionel Moses 


Lionel Moses has been selling | 
goods and ideas since childhood. 
At the advanced age of 16, he 
mcved to the mining camp of 
Creede, Colo. Within a year, he 
had sold the owner of the newspa- 


page paper which 
pages of Western Newspaper Un- 


per on the idea of appointing him. 
editor of the Creede News, a four-| 
included two) 


|ion boilerplate. 


As editor, at 17, he got himself 
elected chairman of the Demo- 
cratic county central committee, 
despite the fact he couldn’t vote. 
Within a year, he brought about 
the eleciion of a Democratic slate 
in the normally Republican county. 

When the entire Democratic 
ticket was elected, a rival ediior, 
Luxe Johnson, afterward editor of 
the now-defunct Denver Republi- 
can, wrote: “The Moses of old was 
three score years and ten when 
he led the children of Israel from 
Egypt. He had a two-score-and- 
ten-year advantage over the Muses 
/of today who leads the Democrats 
of Mineral County. But in those 
| days it had not yet been written 
that a little child shall lead them.” 

This made Lionel so furious he 
packed up and went back to Co- 
lumbus, Ga., where, at the age of 
| 18, he married Julia Walker, with 
whom he celebrated his golden 
wedding seven years ago. 

Two years later, he moved to 
Kansas City and became chief 


ae 


wre SETT OWES F 


4 vn me # ® 
Pitin, Pit ee ati, ch ie ae 
—_ 

5 ‘ 


A SUCCESSFUL LEADER IN 
RADIO STEPS OUT FRONT 


IN TV. KLZ-TV with CBS Television programming: 
ond bright, smartly produced local shows will find o 
solid, responsive oudience when it goss on the Gir 
November Ist. Westerners who hove welcomed the 
friendliness and showmanship of KLZ into their homes 
and get... 
standard of creative programming... 


for 32 years will expect... 


rlety of entertainment as a vehicle for advertising com- 
mercials,..when they turn to.. 
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clerk and then assistant to the! 
president of the Kansas City 
Southern Railroad. In 1903, after 
deciding that his selling muscles 
needed more exercise, he began | 
selling railroad supplies, ties and 
timbers. Shortly afterward, he 
formed the Fullerton-Moses Tie 
Co., and promptly established new 
sales records in this field. 


' twist: 


Advertising Age, September 14, 1953 


(1,000 tons) relaying rail for 
sale. In the other, the president 
of another lumber company an- 
nounced that he wanted to buy 10 
miles of relaying rail. Lionel 


brought both parties together and, 


without ever seeing the rail, hand- 


ling it or investing any money, | 


collected a $10,000 profit. The 


both companies were lo- 


ee soe ie ay Sa : Ate ‘ 
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joined Williams & Cunnyneham 
(now Roche, Williams & Cleary) 
in Chicago. 

In 1928, Mortimer Berkowitz, 
who had just taken over the ad- 
vertising department of The Arer- 
ican Weekly, asked Lionel to or- 
ganize a merchandising service 
the well-known trade extension 
division of that publication, which 


‘cated in Louisiana. Their tracts of | Mr. Moses headed until he joined 


® Competitors began bidding for 
his services and, in 1910, he moved 
to Kettle River Co. of Minneapolis, 
producer of creosoted railroad ties 
and paving blocks. Within three 
years, he wrote an order for more 
than $1,000,000—the company’s 
first contract with the Chicago & 
North Western Railway. 

In 1917, he joined Zelnicker Co. 
of St. Louis as v.p. in charge of 
railroad sales (rails, locomotives 
and logging machinery). One! 
morning, two unusual letters ar- 
rived on his desk. 

In one, the president of a Loui- 
siana lumber company explained 
that he had 10 miles of 60-pound 


land adjoined. And the two presi-| Parade as western v.p. in 


dents intimate 


friends. 


were 


1947, 


personal} Many outstanding admen received 


their early training in the trade 
extension division. Among them 


s Lionel Moses spent the next two are Ed Ebel, advertising director 
years exploring similar possibili- | of General Foods; Fred Dodge, di- 
ties. The rollicking tale of his ad- rector of merchandising, National 


ventures during this period would Broadcasting Co.; 


R. W. 


“Rol” 


guarantee the success of any sales| Taylor, v.p. in charge of advertis- 


convention, if he could be per- 
suaded to tell it. 


| 


ing of Colgate-Palmolive-Peet Co.; 
Fred Sturmer, v.p. in charge of 


In 1923, he joined the Ferry-|sales and advertising, Haines Ho- 
Hanly agency in Chicago, where|siery Mills, and E. B. Caldwell, 
he handled advertising for Ayer | manager of Parade’s newspaper 
Co., a New England patent medi-| service department. 


cine house which manufactured | 


Cherry Pectoral and other pro- # Lionel had two sons, the late 
prietaries. Two years later, he|Stanford H. Moses, who enlisted 


as a private in the Marine Corps 
and became the youngest captain 
in the Corps in World War I, and 
Lionel B. Jr., ex-Army major in 
World War II, now with Ross 
Coles Co., Chicago premium in- 
centive house. A grandson, Philip 


- W. Moses, recently joined the ad- 


vertising staff of the Chicago Sun- 
Times, following his return from 
Korea. Another grandson, Lionel 
Moses III, is an electronics techni- 
cian in the Air Force. 

In discussing his forthcoming 
75th birthday, AA asked Mr. Mo- 
ses about his plans for retirement. 
“Retirement!” he snorted. “Even 
to think about retirement would 
violate my entire philosophy of 
life! No one thinks about retire- 
ment but old people!” 


Carr to Mathieson Chemical 


Richard C. Carr, formerly with 
the public relations division of 
Koppers Co., Pittsburgh, has joined 
the advertising department of 
Mathieson Chemical Corp., Balti- 
more. 
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IN 
CITY-ZONE 


POPULATION 


Only one paper serves this 

_ busy, prosperous city which is 

the hub of a 9-county trading 
area... 


with 


$256,907,929* 


Retail Sales 


*N. C. Dept. of Revenue, 
Fiscal Year Ending June 30, 1952 
(Not an Estimate) 


| You can't cover 
“North Carolina 
| atthout the 


WINSTON-SALEM TWIN CITY 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 
National Representative’ KELLY. SMITH CO 
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Forms Wordmasters 


Ruth Ginsberg, formerly fashion 
editor and publicity writer, has 
started a company called The, 
Wordmasters, 1451 Broadway, New 
York. The service will offer all 
types of public relations and mer- 
chandising materials. 


‘Rutledge Opens Own Agency 


Granville Rutledge, formerly a 


principal of Hirsch & Rutledge, St. 


Louis agency, has opened his own 
agency in the Louderman Bldg., St. 
Louis. The agency will specialize 


‘in food advertising and merchan- 
' dising. 


, 


Lt 57% 


OF QUAD-CITIANS 


live on the 
Illinois Side in 
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They read these newspapers: 
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Zn MOLINE Dispatch 


|but they are tuned in 15 minutes 


6th Videotown Study 
Finds More TV Sets, 
Lower Repair Bills 


New York, Sept. 10—More sets 
are in use every weekday night in 
Videotown USA than a year ago, 


less. 

This is the most notable finding 
in the sixth annual survey made by | 
Cunningham & Walsh in its video: 
test community—New Brunswick, 
N. J. Field work for this study. 
was done in late May and early) ~ 
June, with personal interviews 
|covering more than 1,000 families. 

The agency found that more > 
than nine out of 10 families were | 
using their sets every weekday) 
evening—a _ slight increase over) 
1952 when 96% of the families. 
were using their sets. But viewing. 
time was four and a quarter hours. 


NEW OUTDOOR MOLDING—A new weather-resistant molding for outdoor posters 

will be unveiled in Houston at the convention of the Outdoor Advertising Assn. of 

America. It is the first molding ever made of Fiberglas-reinforced plastic, and is a 

joint development of two San Francisco companies, Kimball Mfg. Corp. and Foster & 

Kleiser Co. It never needs painting, is said to resist corrosion and extreme tempero- 
tures, and to be free from the chemical effects of paste. 


Zhe ROCK ISLAND 7¥egus 
Sik ALA kedor! Ce. Hanes ey compared with four and a half, 
/hours a year ago. 
During this tuning-in time peri- drift in and out, with each watch- 
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Data Copyrighted 1953 Sales Management, Survey of Buying Power; further reprod 
EE These two 
great newspapers 


are your best ad buy 
... the only media offer- 
ing “saturation” cover- 
age of the bigger, 
billion dollar San 
Diego Market. 


$32,132,000 
38,216,000 


43,886,000 


44,267,000 


San Diego Union 


U.S. A. 


EVENING TRIBUNE 


REPRESENTED NATIONALLY BY THE 
. WEST-HOLLIDAY CO., INC. 


od, various members of the family|ing about three and one half 


‘hours, the survey indicated. The 


most consistent viewer was the 
lady of the house, but when the 
man in the family sits down to 
watch TV, he generally stays with 
it longer, the report said. 


= Other family habits noted by 
Cunningham & Walsh: 

Newspaper reading is at a higher 
level than a year ago. 

There was a slight increase in 
magazine reading among women in 
homes where TV sets were pur- 
chased before 1951. 

Morning radio listening in- 
creased among these families as it 
did in 1952; afternoon listening 
was down slightly. 

In this test community few fam- 
ilies were buying a second set and 
when they did, they got it as a re- 
placement set rather than as an 
additional set. Only 4.5% of the 
homes questioned were in the two- 
set category. 

In Videotown USA, at least, the 
maintenance boogey is a thing of 
the past. Even among receivers 
bought before 1951, there are still 
4% which have never been re- 
paired. Excepting the few owners 
who need a new picture tube, their 
annual repair bill was moderate, 
averaging $11. 


Hunt Foods, Lima 
Bean Board Map 


Related Item Drive 


Los ANGELEs, Sept. 8—The Cali- 
fornia Lima Bean Board and Hunt 
|Foods Inc., Fullerton, Cal., are 
| planning a related item promotion 
‘for Western Lima Bake, a lima 
_bean and tomato sauce dish. 

Magazines and a_ supplement 
will be used in the campaign. It 
| will run from Oct. 26 to Nov. 15. 
| Identical four-color pages will ap- 
pear in Life (Nov. 2), The Ameri- 
can Weekly (Nov. 8) and No- 
vember issues of Everywoman’s 
|_Magazine, Family Circle, Ladies’ 
Home Journal and Woman’s Day. 

Three mailings will be sent to 
grocers. Store display material in- 
‘cludes stack cards with tear-off 
recipe pads, shelf talkers for lima 
|bean and tomato sauce sections, 
|/and banners. 

The promotion is believed to be 
|the first related item in the dry 
bean industry. Agencies involved 
_are J. Walter Thompson Co., Los 
Angeles, for the Lima Bean Board, 
and Young & Rubicam, Los An- 
geles, for Hunt Foods. 


} 

| Philco AM Playhouse to Bow 
A new weekly radio series, 
“Philco Radio Playhouse,” will 
bow over the American Broad- 
casting Co. network on Wednes- 
day, Sept. 30, 9-9:30 p.m., EST, in 
New York, and 7-7:30 p.m. stand- 
‘ard time in all other time zones. 
Philco Corp., through Hutchins 

' Advertising Co., is the sponsor. 
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The SALES Formula Comes Later 


In the chemicals industry, specific formulas are required in the devel- 
opment of new compounds and materials. And, of equal importance 
to leading chemical producers is the development of successful sales 
formulas for marketing their products to business and industry. That 
is why many of these companies advertise regularly in Business Week. 


REASON: Business Week is read by a highly concentrated audi- 
ence of Management Men. These are the executives who initiate, 
specify and approve buying action. They comprise an important mar- 
ket for chemicals and chemical products. 


RESULT: From January, 1952 through March, 1953, chemical ad- 
vertisers placed 558 pages in Business Week—more than three times 
as many as they placed in any other general-business or news mago- 
zine. These advertisers know that they regularly reach more man- 
agement prospects per advertising dollar in Business Week than in 
any other general-business or news magazine. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N.Y. 


These Chemical Companies Advertise in 
Business Week to Reach Management Men 


Air Reduction Co., Inc. 
Aluminum Co. of America 

(Chemical Div.) 

American Cyanamid Co. 

Atlas Powder Co. 

The Borden Co. (Chemical Div.) 
Celanese Corp. of America 
Columbia-Southern Chemical Corp 

(Pittsburgh Plate Glass Co.) 
Davison Chemical Corp. 
Dearborn Chemical Co. 

Dewey & Almy Chemical Co. 
Dow Chemical Co. 

Dow Corning Corp. 

Dowell, Inc. 

E. |. du Pont de Nemours 

& Co., Inc. 

Durez Plastics & Chemicals, Inc. 
Eastman Chemical Products, Inc. 

(Eastman Kodak Co.) 
Firestone Plastics Co. 

(Firestone Tire & Rubber Co.) 
Food Machinery & Chemical Corp. 
General Electric Co. 

(Chemical Div.) 

The B. F. Goodrich Chemical Co. 

(The B. F. Goodrich Co.) 
Goodyear Tire & Rubber Co. 

(Chemical Div.) 

Hercules Powder Co. 


Hooker Electrochemical Co, 

International Minerals & 
Chemical Corp. 

Koppers Co., Inc. 

(Chemical Div.) 

Mathieson Chemical Corp, 
Minnesota Mining & 
Manufacturing Co. 
(3 M Chemicals) 
Monsanto Chemical Co. 
National Distillers Products Corp. 
National Starch Products, Inc. 
Nox-Rust Chemical Corp. 
Phillips Chemical Co. 

(Phillips Petroleum Co.) 
Pittsburgh Coke & Chemical Co. 
Rayonier, Inc. 

Reichhold Chemicals, Inc, 
Rust-Oleum Corp. 
Shell Chemical Corp. 

(Shell Oil Co.) 

Sun Oil Co. (Petrochemicals) 
Tennessee Products & 

Chemical Corp. 
Transparent Package Co. 
Union Carbide & Carbon Co, 
U. S. Rubber Co. 

(Naugatuck Chemical Div.) 
Visking Corp. 

Wyandotte Chemicals Corp. 


Source: Publishers Information Bureau Analysia 


A McGRAW-HILL PUBLICATION 
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Agency Elects Ofticers 


But every headache in our shop means one 
less in yours. And the color process plates we deliver 


will make us both feel good. 


TINT GUIDE FREE. A really handy gadget with full 
gray scale and corresponding tone values in standard 
red, yellow and blue. Write or phone for yours. 


ELECTRO-MATIC 


. ve ea, wag 


10 W. KINZIE ST., ee wanenns 7-1277 


hurst, executive v.p., 


WBKB to Increase Power 
On Sept. 


go from 28 to 114kw. 


Nixon to Mosley, George 
Don B. Nixon, 


lanta agency. 


‘Peart, New York. 


Advertising Age, September 14, 1953 


Charles B. Ganz has been elected 
president of Smith & Ganz, Holly- 
wood agency, to succeed the late 
V. R. (Dick) Smith. Other officers 
elected are Frederic B. Vander- 
and Harol 
Dreyfus, v.p. The agency has added 
to its staff Burton Nieman, who 
takes charge of the creative de- 
partment; William R. Hoffman, to 
handle food merchandising, 
Arnold Isaak as account executive. 


18, WBKB, Chicago 
ABC television outlet, will increase 
its transmitter power by 300%. 
The effective radiated power will 


formerly with 
Tasco Motion Picture Productions 
Inc., has been named copy chief 
for Mosley, George & Woolen, At-)| 


| Paris & Peart Names Kraus 
George Kraus Jr., formerly with 

Young & Rubicam, has been named 

an account executive for Paris & 
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Utah Power & Light Co. 

Adds MORE DOLLARS with a 
$61,000,000 Expansion Program in the 
Great Salt Lake Intermountain Market 


“THIS IS THE PLACE” 


for your 
New Business 


You'll find everything you need to 


Your prospects for a business bonanza in this huge market 


grow fast. Over $1 Billion in new investments have 
been made here in the last 5 years and more is 


coming at the rate of $5 Million per month. 
Strike it rich by selling this entire 11%4-Million 
person market with these two newspapers, now 
available in one money-saving buy. 


emcee 


The Salt Lake Tribune 


(MORNING & SUNDAY) 


ws 

= 

%, 
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“AGENY 


REGAN & SCHMITT. 


Represented Nationally By MOLONEY. 


locate in this 
market. 
prefer to live and work. Write to 
Gus P. Backman, Salt Lake City 
Chamber of Commerce, 207 South 
Main, 
complete details. 
privilege! 


great expanding 
It's a place where people 


Salt Lake City, Utah, for 
It will be our 


DESERET NEWS wo 


Salt Lake Telegram (tvininc) 


INC. Metropolitan Sunday Newspapers 


‘Vogue’ Giving 
Men's Fashions 
a Strong Play 


New York, Sept. 9—If you want 
to read about men’s fashions, one 
of the places to find it these days 
is in Vogue. 

The lack of consumer promotion 
in the men’s wear field is some- 
thing the industry has long com- 
plained about. Men’s wear manu- 
facturers are so busy selling each 
‘other that they seldom get around 
to selling the consumer and the 
_industry seems to be losing its 
share of the consumer dollar. 


'@ As one of the arbiters in the 
women’s fashion business, Vogue 
has decided that it is proper for 
the magazine to act as an authority 
for the stronger sex as well. About 
|five years ago the magazine began 
|to take a passing interest in men’s 
\fashions but it wasn’t until re- 
cently that the Conde Nast publi- 
/cation made a concerted effort in 
‘that direction. Last year, Arthur 
Todd, formerly with Esquire’s Ap- 
|parel Arts and Esquire, joined 
Peer as men’s wear merchandis- 
jing editor. 

One of the most obvious signs 
of the new interest may be seen 
on the cover of the May 15 issue, 
| which shows a nattily dressed man 
standing between two women—the 
first time a man has appeared on 
the magazine’s cover. The issue it- 
self was labeled a ‘“‘Men’s Issue,” 
and dealt extensively with men’s 
fashions. 


@ More recent evidence is the Aug. 
15 issue, which had a feature on 
“Clothes for the man in college.” 
Tie-ins with the issue were made 
by 51 stores across the country, 
which stocked the Vogue-illus- 
trated merchandise. Tie-ins were 
in the form of window displays as 
well as newspaper advertising. 

The magazine reports a “decided 
increase” in men’s wear advertis- 
ing, although it points out that, 
to date, the main effort has been 
directed toward merchandising and 
it is proudest of such things as a 
recent Wallach’s ad which began: 
“There was a time, when, if a 
man took a peek at Vogue, he did 
so surreptitiously and looked 
sheepish if caught in the act. 
Times change. Open your wife's 
copy today and you'll find eight 
whole pages devoted to men's 
clothes. Very handsomely devoted 
to them...” 


Hotpoint Plans Fall Drive 

The fall campaign of Hotpoint 
Co., Chicago appliance maker, will 
use American Home, Better Homes 
& Gardens, Farm Journal, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Life, McCall’s, Progressive 
Farmer, The Saturday Evening 
|Post and Time. In addition, the 
“Ozzie & Harriet” radio shows will 
be used on Oct. 16, 30 and Nov. 
13 and the TV version of the same 
show on Oct. 9, 23 and Nov. 6. A 
distributor sales contest, which 
started Sept. 1 and ends Oct. 16, 
will back the drive. The salesman 
who sells the most appliances will 
be known as Mr. Hotpoint of 
America and will receive a Cadil- 
lac Coupe de Ville, a $250 ward- 
robe and an all-expense paid trip 
for his wife and himself to Hawaii. 
Maxon Inc. handles radio and tel- 
evision for Hotpoint, J. R. Per- 
shall Co. directs trade advertising, 
and Henry M. Hempstead Co. is 
the agency for the commercial 
equipment department. 


Sunset Oil to Chase Co. 


Sunset Oil Co., marketer of 
Golden Eagle gasoline and other 
petroleum products, has appointed 
Barnes Chase Co., San Diego and 
Los Angeles, to handle its adver- 
tising. The company will soon 
launch the most extensive cam- 
paign in its history 
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Magnavox 


CAtomata television 


brings vou thr Hong reaisam 


CHROMATIC-~ Magnavox Inc. is using two- 
color pages like this in Life and The Sat- 
urday Evening Post and b&w pages in 
Time to lead off its fall campaign for 
Magnavox “chromatic” television receivers. 
Weekly ads in Newsweek, The New Yorker 
and U. S. News & World Report also will 
be used, plus special insertions in shelter 
magazines. Maxon Inc. is the agency. 


Earl Hodgson Finds 
Square Dancing Can 
Be ‘So Embarrassing’ 


CuHicaco, Sept. 8—A_ square 
dance may not resemble a shuffle- 
off-to-Buffalo step—but Earl 
Hodgson, v.p. and account execu-| 
tive of Aubrey, Finlay, Marley & 
Hodgson, who got caught in a fast 
shuffle involving a square dance, 
is not too sure of that just now. | 

It seems that about 13 years ago, | 
Mr. Hodgson helped conduct ay 
tractor square dance for a farm) 
equipment manufacturer client at) 
a midwest state fair when he was 
working for another agency. | 

Oddly enough, the event was 
filmed. 

Last week came a tip that a Chi- | 
cago television station would pre-,| 
sent a tractor square dance on its | 
early-morning farm program. 


8s Assuming this would be the 
square dance getting spotlighted | 
publicity for his present client, In- | 
ternational Harvester Co., also a 
farm equipment manufacturer, Mr. 
Hodgson alerted the management. 
But what the management saw | 
was terribly disturbing. There, on | 
the TV screen avidly watching the 
tractor square dance, was Mr.. 
Hodgson, and the film was for the 
competitive manufacturer. Adding 
to this indignity, Mr. Hodgson was | 
wearing a helmet with the compet- | 
ing manufacturer’s trademark em- | 
blazoned on it. | 
Mr. Hodgson explained what! 
had happened to his client. | 
“You can carry this square dance 
routine of changing partners too 
far,” the management chastised. 


Blatz Brewing Sues Six 
Other Milwaukee Breweries 
Blatz Brewing Co., Milwaukee, 
has started a $350,000 civil suit 
against the Milwaukee Brewers 
Assn. and six of its members. | 
The association expelled Blatz. 
from membership Aug. 20, about a 
month after Blatz had negotiated a| 
separate contract with the CIO} 
Brewery Workers Union to end a| 
strike which had shut down all 
Milwaukee breweries for 76 days. 
The other breweries settled on the} 
same basis the following day. 


KVOE Appoints Davis 

Hal Davis, general manager of 
KGAE, Salem, Ore., has resigned 
to join KVOE, Santa Ana, Cal., as 
promotion and production man- 
ager and chief account executive. 
He was previously program direc- 
tor for KING, Seattle, and oper- 
ated his own advertising agency 
in that city. 


‘Sunset’ Promotes Wallace 

John E. (Jack) Wallace, former- 
ly a retail sales representative for 
Sunset Magazine, Menlo Park, Cal., 
has been promoted to advertising 
salesman in the San Francisco of- 
fice. 


Advertising Aye, September 14, 1953 


KDYL Appoints Grange 


Russell D. Grange, formerly in 
sales with Harvest Freeze Co., Salt 
Lake City, has been named an ac- 
count executive for KDYL, NBC 
outlet in Salt Lake City. 


Group Issues PR Guide 

The American Pharmaceutical 
Manufacturers Assn. has issued a 
guide to public relations called “A 
Primer on Public Relations for the 
Pharmaceutical Industry.” It pro- 


vides a review of modern public 


relations problems and techni ues, 
Copies are available from the as- 
sociation at 30 Rockefeller Plaza, 
New York. Price for extra copies 
to members is $3 and to non-mem- 
bers, $4.50. 


‘Daytimer Shoe to Small 


Daytimer Shoe Co., Boston, has 
named William Small Advertising 
Agency, Boston, to handle its ad- 
vertising. Consumer and _ trade 
publications and direct mail will 
be used. 


45 


America’s 


FOREMOST 


TOY TRADE 


Magatine 


Only ABC Toy Paper 
Oldest in Field 
leads in Lineage 


Write for New Market 
Data Folder 


| McCREADY PUBLISHING 


71 W. 231d N.Y. 19 


Here’s the market 


to make your sales grow! 


Some girls may need a rhyme to help them pick a man. 
But, when you are buying advertising space or looking for a test 
city, we have the immediate answer. Rockford, Illinois, a 


rich and progressive midwestern city of over 100,000 


people, is a leading machine tool center with 422 


diversified manufacturers. Rockford is the agricultural 


center of an area producing over $400 million 


worth of agricultural products. Best of all, the 


Rockford Morning Star and Rockford Register- 


Republic give you complete coverage of this 


entire market. When you pick Rockford, 


you eliminate guess work for effective 


advertising. Write for the latest consumer 


survey of your product in this area. 


BEST TEST CITY IN| 


ROCKFORD MORNING STAR 


THE MIDWEST | : 
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REPORT ON STATE FARM PAPERS 
(Report Number Three of a Series) 


WHAT IS THE GAIN IN MERCHANDISING VALUE? 


The merchandising value of STATE FARM p 


and greater than any other type of farmg » 


The highly competitive “buyer's market” in which most manufac- 
turers are operating today demands that advertising do more 


To move their merchandise and, therefore, to 
gain more merchandising prestige with their 
dealers from advertising to the FARM MASS 


STATE FARM PAPER 


STATE FARM PAPERS 


STATE FARM PAPERS 


STATE FARM PAPER. 
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American Agriculturist 

The Arizona Farmer 

The Arkansas Farmer 
California Farmer 

Colorado Rancher and Farmer 
The Dakota Farmer 

The Farmer 
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PAPERS today is greater than ever before— 


publications. 


than just publicize a brand name on the national level. It must 
help the dealer MOVE MERCHANDISE at the local level! 


MARKET, more advertisers than ever before are 
using STATE FARM PAPERS because... 


advertising is preferred above advertising in any other type of farm 
publications by dealers, wholesalers, branch managers and salesmen. 


give local sales outlets more actual advertising support than any 
other type of farm publications because STATE FARM PAPERS 
exert more direct sales influence on their readers. 


deliver a unique combination of intensive penetration plus local 
impact ...a combination that produces more actual SALES to farm 
families per advertising dollar than any other type of farm 
publication. 


advertising stimulates buying ACTION by identifying local dealers 
in each specific area. 


Check the merchandising value of STATE FARM PAPERS for yourself. Let STATE FARM 
PAPER publishers assist you in making your own survey of dealers, wholesalers, branch 
managers and salesmen. Find out from them what type of farm publication has the most 
influence on farm families in their area and what farm paper does the most for their sales. 


To make your farm market advertising carry more weight with your 


dealers ...to gain maximum merchandising value ...to move merchandise 
... build your farm advertising program on STATE FARM PAPERS. 
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Nebraska 
* Farmer 


gout 
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Florida Grower Missouri Ruralist Pennsylvania Farmer 
The Idaho Farmer Montana Farmer-Stockman Prairie Farmer 
The Indiana Farmers Guide Nebraska Farmer The Southern Planter 
F New England Homestead the Gian Parmer 
agli gy Wallaces’ Farmer and lowa Homestead 
The Kentucky Farmer New Jersey Farm and Garden The Washington Farmer 
Michigan Farmer The Ohio Farmer The Western Farm Life 


The Mississippi Farmer The Oregon Farmer Wisconsin Agriculturist and Farmer 
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The Leader in 
Rapid Production and 
Effective Distribution of 
Radio Releases and 
News Mats 
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* SAN FRANCISCO 


* DETROIT 


‘Wurlitzer Boosts Kinnen 


Robert E. Kinnen has been pro- 
moted to advertising manager for 
the organ division of Rudolph 
Wurlitzer Co., North Tonawanda, 
N. Y. He was assistant advertis- 
ing manager. He succeeds Donald 
R. Manchester, who has been 


named organ sales manager. 


Hants Boosted to Sales V.P. | 


B. F. Hantz, with the company 
for 35 years, has been promoted 
to v.p. in charge of sales for 
Insulator Corp., New 
maker of molded 


American 
Freedom, Pa., 
plastics. 


IGA Promotes Johler 


Orville Johler, for the past two 
years director of advertising and 
merchandising for Independent 
Grocers Alliance, Chicago, has 
been promoted to v.p. IGA has 
5,300 stores in the U. S. and 
Canada. 


‘Philco Buys Radio Show 


Philco Corp., Philadelphia, will 
sponsor a weekly radio drama, 
“The Philco Radio Playhouse,” 
over the American Broadcasting 
Co. network, starting Wednesday, 
Sept. 30, 9-9:30 p.m., EST. Hutch- 
ins Advertising Co. bought the 
time. 


MORNING — 
menocen 


DAVENPORT 
NEWSPAPERS ARE 


“TOPS” 


WHERE THE 
TALL CORN GROWS 


WT mn Bsn ssorgines 


Serwing the Zuad-Cittes of 
DAVENPORT, IOWA; ROCK ISLAND, MOLINE, and EAST MOLINE, HUNOIS | 
HEADQUARTERS: DAVENPORT, IOWA =e 


Represente. Nationally by JANN & KELLEY, INC. _ 
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- |as reported by their advertising 
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Advertising Age, September 14, 1953 


_ REMEMBER... Always serve him 


ms. DUQUESNE 4 


PILSENER 


Didnt you know? 
Its Milwaukees 


GOOD CUSTOMERS—Brewers are great users of outdoor. These three posters were 

prepared for Duquesne Brewing Co., Pittsburgh; Blatz Brewing Co., Milwaukee, and 

Pilsener Brewing Co. of Cleveland by Morgan Lithograph Co., Cleveland. The 
P.O.C. board was reproduced from a 2'4x3'4"” Kodachrome. 


Many Spot Radio Buyers Use More Stations 


New York, Sept. 9—Many spot, product categories using more sta- 
radio buyers are using larger sta-|tions. 
tion lineups this year. Most noteworthy increases oc- 
This trend was noted by Execu-| curred in the following categories: 
tives Radio-TV Service of Larch-| agricultural, automobile, bever- 
mont, N. Y., which publishes ages, confections, foods and food 
monthly reports on spot radio products, laundry soaps and cleans- 
activity. These monthly reports ers, transportation and utilities. 
cover the activities of some 350! 
P J : . oo - | 
national and regional advertisers | Go pstenkorn Gets Brownies 
Henry Gerstenkorn Advertis- 
ing—Merchandising, Los Angeles, 
has been named by Brownies of 
Los Angeles, food packer, to han- 
dle advertising and promotion for 
a new product, Yak-Yaks, canned 
hors d’oeuvres. 


agencies. 

An analysis of the buying pic- 
ture for the first six months of 
this year, compared with the same 
period in 1952, shows many of the 
spot advertisers in 14 different 


» Day&Night , 


service! 


LAKE SHORE ELECTROTYPE 9! 


ELECTROGRAPHIC CO PORATION ‘, 
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He who hesitates al ¢ 
AS 


... When it comes to making up 
1954 schedules to sell the 
Automotive Service Market... 


Watt for the 
Sensational News 
ahout AUTO 


OTIVE| 


| DIGEST 
| to be released September 25th, 1953 
: Without doubt, this will be the BIGGEST News ever 


- released by AUTOMOTIVE SERVICE DIGEST 
... and will be of paramount importance to every 
automotive after-market advertiser. 


/ \ € : ce wait for the 
\_ fF | , BIG NEWS before closing your 1954 
automotive tradepaper schedules. 


AUTOMOTIVE SERV 


DIGEST 


22 £—. TWELFTH STREET - CINCINNATI 10, OHIO 
CINCINNATI NEW YORK CHICAGO DETROIT LOS ANGELES 


22 East 12th Street 1501 Broadway 141 W. Jackson Blvd. 6432 Cass Ave. 3757 Wilshire Blvd. 
Phone CHerry 0710 Gordon Marsters, Phone CHickering 4-7262 Frank X. Finn, Phone WAbash 2-0761 J.C. Ely, Phone TRinity 5-6300 John Bassett, DUnkirk 2-230! 
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May we have a representative call? Vi rite 
Chicago Show Printing Co., 2640 N. Kildare, Chicago 39; 
100 Madison Ave., New York. Offices in principal cities. 


Trademark Mystik Registered ©1953 Chicago Show Printing Co. se 


¢ Lithographed displays for indoor and outdoor use ° ° ol 
¢ Cardboard Displays * Cloth and Kanvet Banners and Pennants + Mystik Self-Stik Labels Cc 
¢ Animated Displays « Mystik Self-Stik Displays * Econo Truck Signs kx etl). Sh Iq at the P O IN T- OF @ SALE 


A 
¢ Stanzall Outdoor Signs * Mystik Can and Bottle Holders * Booklets and Folders B 
Fi 
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Outdoor Sales Will Hit $103,500,000 
This Year, Up $7,000,000 from 1952 


New York, Sept. 9—National 
outdoor volume in 1953 will be 
about $103,500,000, up substantial- 
ly from the $96,700,000 in national 
sales racked up in 1952. 

That’s the prediction of Outdoor 
Advertising Inc., national sales 
organization for the _ industry. 
When July ended, Kerwin H. Ful- 
ton, OAI president, reported that 
“billings are 7.3% ahead of those 
at the same date last year.” In- 
cluded in the $103,500,000 total is 
national paint volume, a_ fast- 
growing category, which in 1952 
accounted for $19,685,940 in billing, 
and has doubled since 1946. 

Of particular interest to outdoor 
advertising men, and users of the 
medium, is the continuing swing 
to year-’round use of posters. | 
There is only a slight seasonal | 
variation now, and winter volume 
(i.e., December-February) has 
grown five times that of 20 years 
ago, when OAI began operation. 

In fact, volume for the first | 
quarter of 1953 exceeded total 
1933 volume by more than 25%. 


s Contributing to the steady 
growth of winter outdoor volume 
are such factors as (1) realization 
that winter traffic varies only 
slightly from warm weather traf- 
fic; (2) improvement of roads and 
faster snow removal; (3) strong 
sales effort which brought in such 
cold weather products as anti- 
freeze and Kleenex, and (4) the 
growing number of advertisers 
(there are now 39) who employ 
the medium all the year. 

OAI has been hammering away 
at the fact that there are two 
principal advertising areas where 
a prospect may be reached—in- 
doors and outdoors. They point to 
these factors which give outdoor 
increased circulation: (1) shorter 
working hours, and more leisure 
time; (2) increasing vacations—in 
1940, only 25% of labor contracts 
had provisions for paid vacations; 
in 1953, a recent study showed 
95% of such agreements now call 
for vacations with pay; it is esti- 
mated that 42,000,000 wage and 
salary workers now receive an- 
nual paid vacations; (3) higher 
incomes for low-income groups, 
and (4) better roads, more cars, | 
greater passenger mileage. 


Classification Growth 


Using 1946, the first full postwar | 


year, as a base, it is interesting to} 
see what classifications have re-| 
corded the greatest growth in the} 
outdoor medium: 


Classification % Increase 
Since 1946 

Automobile & Accessories 100% 

Beverages 78 


Food 76 
Agriculture Group 


advertisers have used the medium 
for more than ten years, and 16 
have used it for more than a quar- 


ter of a century. These are: 
American Oil Co. 

Armour & Co. 

Atlantic Refining Co. 

Best Foods 

Chevrolet division, General Motors Corp. 
Coca-Cola Co. 

Esso Standard Oil Co. 

Standard Oil of California 

Gulf Refining Co. 

H. J. Heinz Co. 

Shell Oil Co. 


(Continued on Page 72) 


Studies Show Many | 
People Still Recall 
1948, 1949 Posters 


Miami, Sept. 10—Do people re- 
|member outdoor posters for a long 
period of time? 

A surprisingly high percentage | 
of them do, according to surveys 
/made by Poster Appraisal Service | 
‘in four cities. | 
| Taking two posters—one a Chev-. 
rolet poster that appeared across 
‘the country in September, 1949, 
the other a Nash poster with a 
similarly wide showing in July, 
1948—Poster Appraisal Service 

(Continued on Page 67) 


Outdoor Experts Advise: 


Make Your 


Posters 


Big, Brief and Bold 


Layout and Idea Held 

More Important Than 

the Lettering and Art 
By Bill Burkhart 


Cuicaco, Sept. 9—Keep it brief, 
big, bold. This is the advice of 


/outdoor advertising experts to art- 


ists and copy chiefs who would 


|plan poster campaigns. 


sy 
& 


BEST IN THE BUSINESS—The Jell-O division of General Foods 
Corp. won the top gold medal award for its heavyweight on the 
scales in the 21st National Competition & Exhibit of Outdoor 
Advertising Art. The agency is Young & Rubicam; artist, Jack 
lithographer, 

Automobiles and beverages have tycker Inc. Ralston Purina Co. took the second grand award 
been traditional users. Some 70' silver medal for its Purina chows poster. The agency is Gardner 


Wittrup; art director, Jack Anthony; 


4 


: \ are 
a 


. 


Keeps your car ont. 


atid 


featured in Atlantic 


Spurgeon 
and Rio Studios; art 


od ual 
“ <a s sly “sd 
, E.* ae 4 a * - 
< ae 


Advertising Co.; artist, John Eppensteiner; 
Kirchhoff; lithographer, Compton & Sons. The color photography | standing on a scale was considered 
Refining Co.'s continuing series took the) 
third grand award bronze medal. The agency is N. W. Ayer &| 
Son; artist, Ewing Galloway (Eva Kretschmer, photographer) 


Nows the time 


for JELLO 


= 


art director, Dale 


director, Calvin B. Anderson; lithographer, 


McCandlish Lithograph Corp. 


> 2 | 


There are exceptions—cluttered 
posters have sold goods—but the 
formula has been used in produc- 
ing prize winners every year since 
1932 in annual nation-wide poster 
competitions of the Art Directors 
Club of Chicago. 

Last year’s first grand prize 
winner, for example, went to a 
classic: General Foods Corp.'s 
heavyweight Jell-O poster. The art 
consists of illustrations of the prod- 
uct, package and a pair of fat legs 
on a bathroom scale which regis- 
ters 214 pounds. 

Tying this into a package of per- 
suasive selling are just six words 
of copy: “Now's the time for 
Jell-O.” 


® Sales copy of first prize winners 
in previous years ranged from 
none at all (Heinz’s 1947 poster 
showing a man sniffing soup) to 
10 words (Pabst's 1940 Scot saying, 
“Gi’ me the bonnet wi’ the Blue 
Ribbon on it’). 

Average length of copy in 20 
years of first prizes was 4.6 words, 
and many of these posters included 
the product name in the copy line. 

Primary reason for brief, big and 
bold poster art and copy is the 
speed of modern transportation. 
Estimates of how long a poster can 
be viewed by the average motorist 
or preoccupied pedestrian vary, 
but many poster designers say an 
advertiser won’t go wrong if he 
can get a strong message across in 
five seconds. 

A car moving as slowly as 20 
mph moves 83’ in five seconds, 
and in heavy traffic inattention 
easily can smash a grille in this 
time. Consequently, few drivers 
are inclined to read fine print on a 
poster. 

At a highway speed of 60 mph, 
an automobile travels 440’ in five 
seconds. This rules out lengthy 
messages aimed at all but far- 
sighted motorists and rapid read- 
ers. 

As a result, the best posters use 
big lettering, big art. And they are 
simple in design. 

This means that as a general 
rule, full-length standing figures 
are out. They can be moved into 
the background, but this requires 
a keen sense of design to avoid loss 
of emphasis. 


® An easier solution is use of a 
reclining figure, a device used ef- 
fectively by Haddon Sundblom’s 
art for Jantzen posters. Bending, 
stooping and seated figures also 
| are successful. 

A more direct approach adopts 
big, brief art. When Young & Rubi- 
|cam planned what eventually 
evolved into the prize-winning 
| Jell-O panel, a full-figure fat man 


first. This approach was used in 
magazine layout, but was unsuited 
for the poster. 

The final idea, as painted by 
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Jack Wittrup, showed only a be- 
low-the-knee view of the legs 
after a bending figure and ankle- 
'to-hips sketch were discarded. 
Simplification told the story bet- 
ter and faster. 

The same technique appears in 
a poster of Duquesne Brewing Co., 
Pittsburgh. Here the figure and 
even the face has been eliminated. 
All that remains is a pair of femi- 


) E nine lips, a hand holding a beer | 


PI LSENER 3 glass, copy consisting only of “Um- 
“The Teel Boot tu Tian > |m-m-m...” and the product name 
plus slogan. 
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ae ras . ee. al j o f. 
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SIMPLICITY—Art is reduced to bare essentials in this Duquesne Brewing Co. poster 


general art director of General ing and poor art. But good letter- 
Outdoor Advertising Co. and cur- ing and art never will carry either 
rently president of the Art Direc- poor layout or a poor idea.” 

tors Club of Chicago, sums it up) 


4. Good art. |says Mr. Miller. An idea that links 
“A good idea will carry poor let- the product with a quality having 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA: 


good layout will carry poor letter- subconscious is on the way to be- 


————— | 


[HERE THEY ARE... «|| 


THE WINNERS | 
or SCOTCHLITE st: 


J Outdoor Sign Contest 


| 


Ww , 


WY wy te. Wy 


Winners in 
Sign-size 
Classification 
(over 250 sq. ft.) 


Ist PRIZE WINNER 
$50000 


J. W. HUESTON, Jr. 
Central Advertising Co. 
Jackson, Michigan 


Winners in 
Sign-size 
Classification 
(25-250 sq. ft.) 


Ist PRIZE WINNER 
$500.00 


LON J. MAXEY 


General Sign Company 
Cape Girardeau, Missouri 


- 


2nd PRIZE 3rd PRIZE 4th PRIZE 2nd PRIZE 3rd PRIZE 4th PRIZE 
OF $300.00 OF $200.00 OF $100.00 OF $300.00 OF $200.00 OF $100.06 
ROGER HANSON’ FRED C. ALTER JOHN N. LEARY LESTER A.FANTIN W.A.MARTIN WAYNE McFARLAND 
Falls Sign Service Wetmore and Co. State Outdoor Adv. Co. Acme Sign Company Martin and Company Al Fresco Adv. Co. 
Great Falls, Mont. Houston, Texas Manchester, N.H. Gary, Indiana Sweetwater, Texas St. Louis, Missouri 


REG. U. S. PAT. OFF. 


tease 
at 


Made in U.S.A. by Minnesota Mining & Mfg. Co., St. Poul 6, Minn.—also makers of 
“Scotch” Brand Pressure-Sensitive Tapes, “Scotch” Sound Recording Tape, “Underseal” 


tivee Generel Export 122 E. 42nd St, New Yerk 17, N.Y. n Conode: ondon, Ont. Con, REFLECTIVE SHEETING 


IMAGINATION—Not intended to sell automobiles or whistles, this Standard Oil Co. 
—lips, gloss of beer and a hand. Copy is short and the design carefully thought ovt. |— What are the ingredients of a (Ohio) panel leaves a strong mental picture associating oil with an old saying. The 


good poster? William W. Miller, design has three elements. 


‘coming a good idea. 

From this line of thinking come 
happy babies whose parents own 
automobiles, pretty girls who drink 


as: |@ Good ideas, he believes, work beer and successful fishermen who 
1. A good idea. ‘upon the subconscious mind. A buy gasoline. 
2. Good layout. poster is a reminder and should| McCann-Erickson capitalized on 
3. Good lettering. remind one of something pleasant, this with a “Cleans your engine 


‘slick as a whistle’!” poster for 
Standard Oil Co. of Ohio. The 


tering and poor art,”’ he says. “And pleasant connotations deep in the problem of linking lube oil with 


the old saying was solved through 
imaginative art. An _ oversize 
| whistle with fenders, wheels, head- 
lights and driver becomes an auto- 
mobile. 

| If the poster is successful, mo- 
'torists will associate “slick as a 
\whistle” and all its connotations 
|with their own automobiles and, 
‘equally important, with Sohio’s 
'HQD motor oil, which also is 
prominently pictured on the post- 
er. 


| 


\8 J. Walter Thompson Co. and 
'Ford used the same technique, but 
with backspin, in the memorable 
1947 baby poster. It was posted 
first as a teaser showing only a 
'nude infant reclining on its stom- 
ach. After clubwomen and other 
guardians of civic virtue had a 
chance to get used to the pretty 
picture, up went Ford’s copy, stra- 
tegically placed on the board: 
“Smooth as a 1947 Ford.” 

The standard 24-sheet poster is 
| 8’, 8” high and 19’, 6” long. When 
'posted, the space between the de- 
|sign and moulding is covered by 
white blanking paper. This gives 
a 24” border at the ends and 10%” 
at top and bottom. 

Given these limitations of pro- 
/portion, good poster layout takes 
‘a mixture of artistic common sense, 
experience and often a stout club 
with which to impart these two 
requirements to the advertiser. 

The person who knows a way to 
;add “just a little more’’ copy to 
la poster sometimes is the one best 
qualified to ruin that poster. 
| Just as a man can survive a 
barrel ride over Niagara Falls, so 
can a poster do its selling job with 
half a dozen elements of design— 
‘art, copy, product illustration, slo- 


OUTDOOR 


Inquiries Invited 


® Special 24 Sheet Poster 
Showings for Distillers 


® Painted Bulletin Displays 


© Electric Spectaculars 


STERLING 
NEON SIGN CO., Inc. 


Houston 26, Texas 
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GOOD AND BAD—No matter how good the copy, it won't sell 
if it can’t be read. Outdoor Advertising Inc. compiled these 
samples of good and bad lettering. Block lettering correctly 
spaced and in contrasting color is the easiest to read. Script 


THIS TOO FAT| 


§ European art with success. But would have tackled the jab John 
realism has proved the best up to Howard faced when he started to 
> now, when it comes to selling con- create the mood for his frosty- 
* sumer goods, he asserts. paned “Have a Coke” ad which 
When there’s nothing to do on a made the rounds of both outdoor 
' cold winter night, you might staft and magazine media. 

'a warm hassle among art and copy Perhaps the easiest way to esti- 
; men by asking how Michelangelo mate the age of an excellent poster 


. . . PROGRESSIVE 
OUTDOOR ADVERTISING 
IN THESE IMPORTANT 
NEW JERSEY MARKETS 


O'MEALIA 


is good providing it is not too fancy. Elaborate type, such as 
Old English, can be simplified yet retain a feeling of the origi- 
nal. A cartoon style is effective, but should not be too fuzzy or 
crowded. 


gan, trademark, etc. But chances | 
are slim. 


a Walter J. Warde, general art 
director of Foster & Kleiser, San 
Francisco plant operator, flatly 
declares, “The three-element lay- 
out, then, should be considered 
standard for poster design.” 

He bases this on the opinion— 
founded on experience—that use 
of more than three elements pro- 
duces a hodge-podge which makes 
the design unattractive. Several 
elements, however, may be com- 
bined into a larger unit for layout 
purposes. For example, a product 
name may be accompanied by a 
slogan in smaller lettering, or art 
may include a caption. 

Poster artists agree that ele- 
ments should be of a different size 
and shape: Three oranges of equal 
size in a row makes a dull picture, 
but an orange, a pear and a banana 
are elements of good design with 
color variations. 

In addition to aiming at attrac- 
ting the eye, the layout also must 
direct the eye over the various ele- 
ments in proper sequence. 


es A frequent complaint of dilet- 
tante poster viewers is “Where's 
the Art in American poster art? 
Look at what they’re doing in 
Europe!” 

Art directors admit that Ameri- 
can poster art is not European 
poster art. But they are quick to 
add that each has different jobs 
to do. 

They cite attempts of noted Eu- 
ropean poster artists to make a 
name in America: either the Eu- 
ropeans modified their style or 
stopped eating off poster sales. 

The European touch has ap- 
peared for years in American 
posters. Otis Shepard won the top 
award in the Chicago art directors 
competition in 1932 with a Pontiac 
panel which easily could be posted 
again next spring. His Wrigley 
chewing gum work today still 
shows the influence, but is more 
American than European. 


# Bill Miller compared U. S. and 
foreign posters this way: The Eu- 
ropean man or woman has more 
time to observe and absorb than 
the American. Therefore, the post- 
ers are more tantalizing and ab- 
stract than the U. S. variety. How- 
ever, European posters often will 
concentrate on stoppers, just as 
ours. 

“If European art is to adapt it- 
self to American economic status, 
it must conform to American speed 
qualifications,” he said. 


s George W. Straub, western art Utica (lub 


director of Outdoor Advertising Jastiest BEER-ALE 


Inc., adds that European-style im- 
pressionism has a place in U. S. 
posters, but primarily to sell in- 


ian service posters used a modified | 


Rubberized Coating, “Safety-Walk” Non-slip Surfacing, "3M" Abrasives, 3M" Adhesives. 
General Export: 122 E. 42nd St., New York 17,N. Y. In Canada: London, Ont, Can. eee eee 


Look! No bulbs, no batteries, no costly current... 
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You double the sell of your 
outdoor advertising signs with 


Reg. U.S. Pat. Off. 


SCOTCHLITE 


BRAND 


REFLECTIVE SHEETING 


Ordinary signs 
LOAF ALL NIGHT! 


Illuminated signs 
COST ALL NIGHT! 


Reflectorized signs 
SELL ALL NIGHT on 
BORROWED LIGHT! 


See how “‘Scotchlite’’ Sheeting re- 
MINIATURE roduces advertisin pon poy 
ull-color brilliance day and night. 
SIGN FREE! Write today, no obligation. 
MINNESOTA MINING & MFG. CO. 


Dept. AY, St. Paul 6, Minn. | 
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Signs Like These Sell 24 Hours a Day! 


7 : — Made in U.S.A. by Minnesota Mining & Mfg. Co., St. Paul 6, Minn. — also makers of 
tangibles. Wartime bond and civil- Scotch” Brand Pressure-Sensitive Tapes, “Scotch” Sound Recording Tope, “Undersea! 
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is the lettering. Just as packaging 
art has cleaned up boxes and cans 
for easier identification on super- 


replaced by sans-serif and simpli- 
fied scripts. 

Here again, speed and viewing | 
distances are the reason. George 
Straub says, “We ran tests and 
found that a person with average 
vision requires an 8” high letter if 


he is to see it 300’ away.” Colors 


used in the test were black and 
white. Other proportions must also 
be considered. Lettering that is too 
thin, too fat, too condensed or too 
expanded is hard to read. So are 
fancy scripts and “Merry Christ- 
mas” in old English. 

Benton & Bowles specified big, 
bold type for its Maxwell House 
instant coffee poster. Three lines of 
copy, “Amazing Coffee Discovery!” 
cover nearly two-thirds of the 
poster with a top-to-bottom prod- 
uct illustration filling the right- 
hand third. 

This poster also carries out the 
theme used in Maxwell House 
newspaper and magazine ads. In 
fact, it is the print ad trimmed to 
the essentials. 


® Influencing every factor of post- 
er preparation—and its cost—is 
color. To attract attention, a poster 
must shout, but in a polite manner. 
Walter Warde, in his book, “Poster 
Design,” lists 13 color combinations 
in their order of legibility. Black 
on yellow, green on white and red 
on white top the list. 

From the cost standpoint, there 
are many cases where a poster can 
be as effective with few colors as 
with many. 

Although standard posters still 
are designated as ‘“24-sheet,” this 
is a holdover from the days of 
smaller offset presses. Today most 
posters are printed in ten 40x60” 
sheets or eight sheets of the same 
size plus two more twice as long 
and half as wide. The latter two 
are cut, to form a total of 12 sheets. 

Each sheet is printed individual- 


ly and each color requires separate | 
printings. Hence restricting extra 
color to as few sheets as possible | 


helps cut printing bills. 


s Lithography generally is used in 
printing posters of large runs. For 
fewer than 400 copies, the silk- 
screen method of reproduction is 
used. 

In the lithographic method, the 
finished design is photographed 
and the image projected to full 
poster size. Sensitized zinc plates 
are exposed to the projected image 
or an artist blocks out the design 
on a screen and then details the 
drawing on the plates. Usually six 
or seven plates are made for each 
sheet, one for each color. 

In the silk-screen method, a 
master drawing is made from the 
projected poster image. Outlines 
are drawn for all colors and 
shades. From this drawing a sten- 
cil is made for each drawing. 

A variation is the photo screen 
process, where the poster design 
is photographed and then repro- 
duced on the silk screen. 

Coming into greater use is the 


liver his message—and how much 


~ SEVEN STAGES 


market shelves, poster typography 
has also been modernized. Hard- 
to-read lettering has been largely 


_ IN SUCCESSFUL 
POSTER DESIGN 
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2. FIRST IDEA SKETCH—Art men visualized a baby out for an airing in the park. 
Their first sketch shows that the poster has begun to acquire characteristic form, 
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Charles Gardner, J. Walter Thompson 


ible thal out sels Tay 


1. THE BEGINNIMG—For many years about one out of every five convertibles sold 
in the U. S. have been Fords, but the theme was never developed in posters. When 


Co. (New York) copywriter, hit upon the 


baby carriage comparison, he expressed it with this sketch. George Booth, JWT art 
director, took it from there, assigned John Reilly and John Huppi to work on the 
art and commissioned Scott Johnson to paint the poster. 


A, 


wAN 


with large illustration and easy-to-read lettering. 


~ Oaly convertible that outsells 


=~, Quily convertible 
+ that outsells FORD 


a Y 
IK OF wits AY rey, 775 


3. MORE IMPACT—The carriage is put into profile to add impact. Presence of the 
baby is merely suggested by a leg, hand, rattle. Copy has been made larger, but 
must be set in two lines. 


FORD 


io. is. ir ae, SU 


4. CLEAN-UP JOB—Poster is simplified by removing flowers. The carriage top is 


folded back to improve layout. A definite carriage style is adopted. Copy is back 
on one line to improve readability. 


Only convertible that outsells 


as possible. Ford crest on the 


FORD 


‘ 


6. FINAL COMP—Scotty is placed in profile and strains at the leash to build anima- 
tion. The rattle is deleted as unnecessary to the poster story. A line of turf suggests 


the foreground and perspective is added to the carriage. 


5. FIRST COMPREHENSIVE—The scotty is added to supply animation and establish 
the size of the carriage. Foreground detail is eliminated to keep the poster as simple 


buggy appears for the first time. 


7. FINISHED POSTER—This is how Scott Johnson painted the poster. Brake is in the 

“en” position so that the dog can’t run away with the carriage. Only essentials 

remain—but the poster is so realistic that Ford actually got three orders for baby 
buggies. 


painted bulletin, an outdoor panel | 
upon which paint is applied di-. 
rectly. The bulletin has two major | 
advantages: (1) a location pin- 
pointed to meet the advertiser’s | 
need and (2) individual design | 
treatment. 

Where 24-sheet posters are) 
roughly twice as long as they are| 
high, the length of a bulletin is) 
usually about four times its height. 
They are grouped into four classi- 
fications, depending on how elabo- | 
rately the advertiser wants to de- 


| 


delivery trucks. 


Local Advertisers Can Violate Rules 
of Classic Poster Design 


Cluttering up a poster with five and more elements of design 
is a good way to assure that a national sales message isn’t absorb- 
ed. But local advertisers can get away with it. 

The function of a poster is to remind consumers of a product. 
If a local product is not backed by heavy advertising in other 
media, or is not well known, the poster ad loses force. Many local 
advertisers have used posters with too much copy—if judged by 
national standards—and been successful, 

This has worked because the message gradually soaked in over 
a period of repeated viewings. Such campaigns have been espe- 
cially successful when kicked off with teaser panels. 

Some advertisers have called attention to their outdoor panels 
by repeating poster copy and art in TV spots and even on their 


plant operators report. 


he wants to spend. Modifications of | ful in high traffic areas where 
the plain painted bulletin are: ‘bulletins compete with each other 


1. Application of special devices. for attention. It is difficult to pic- | 
/These include clocks, thermome-|ture them becoming more elabo- 


ters, shadowboxes and cutouts ex- | rate than the newest wrinkle: Peo- 
‘tending above, below or in front of ple have been added to a Holly-| 
' the bulletin. | wood bulletin (AA, July 20) and 

2. Special design, in which the’ there are plans to use live actors 
shape of the bulletin is individual. | elsewhere in outdoor advertising. 

3. Animation, where mechanical | 
devices cause parts of the display | s Where is the industry heading? 
to move, thus flagging attention | Bill Miller has a provocative com- 
day or night. _ment on this point: 

4. Illumination, the flashing| 
lights, neon tubes and ultra- violet | | tising art moves more slowly than | 
“black light” fluorescent treat-| any other art. It is more restricted 
ment. by limitations not imposed upon 

All of these are especially use-| pure art. Advertising art must 


AMAZING 
COFFEE "4 
DISCOVERY! 


BIG LETTERING—This Maxwell House instant coffee poster uses bold lettering easy 
to read ot any speed. Product identification also is strong. This two-element design 
ties in with magazine ond newspaper ads in which the poster copy is the headline. 


ae 


“Judging from the past, adver-| 


channel the emotions to achieve a 
praetical end—that is, sell—if it is 
to be successful.” 
| Pointing out that copywriters 
must be advertising men, he de- 
clares that it’s time that art schools 
train artists who know advertising. 
Who can tell what kinds of post- 
ers we'll see when this happens? 


‘Western Classified Admen 
Elect Rosenberg President 


Ralph Rosenberg of the Tacoma 
News Tribune has been elected 
president of the Western Classified 
Advertising Assn. 

Other officers elected are L. H. 
Egbert, Salt Lake City Tribune, Ist 
v.p.; Carl Lehman, Press Democrat, 
Santa Rosa, Cal., 2nd v.p., and 
Harry Whittaker, Telegram-Trib- 
une, San Luis Obispo, Cal., treas- 
urer. 


| WFEC Appoints Higgins 


Charles M. Higgins, formerly 
commercial manager of WIRK and 
WIRK-TV, West Palm Beach, has 
been named commercial manager 
|of WFEC, Miami. 


'WSRS Appoints Geil 


John Geil, formerly with Eng- 
lander Motors Inc., Cleveland, has 
|joined the sales staff of WSRS, 
| Cleveland Heights, O., radio sta- 
‘tion. 
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(ADVERTISEMENT ) 


automobile accessories 


“Never misses a stop” 


GENERAL TIRE & 
RUBBER COMPANY 


D’Arcy Advertising Company, Agenc 

Charles Showalter (Sun iM om 
Johnson & White), Artist 

Wilbur Smart, Art Director 

Continental Litho. Corp., Lithographer 


“Charged with POWER” 


ATLAS SUPPLY COMPANY 
McCann-Erickson, Inc., Agency 
Robert Skemp, Artist 
Herbert Noxon & Donald Calhoun, 

Art Directors 
Continental Litho. Corp., Lithographer 


“RED MAGIC” 
H. J. HEINZ COMPANY 


Maxon, Inc., Agency 

Al Grann, Artist 

Franklin Kelley, Art Director 
Continental Litho. Corp., Lithographer 


bread, 


For the long pull 


Be 


ATLAS 


TIRES 


the hot weather 
cracker 


“For the long pull” 


ATLAS SUPPLY COMPANY 


McCann-Erickson, Inc., Agency 

Stuart Graves, Artist 

Herbert Noxon & Donald Calhoun, 
Art Directors 

Continental Litho. Corp., Lithographer 


“Greetings to all 
our friends!” 
ESSO STANDARD OIL CO. 


McCann-Erickson, Inc., Agency 
Hayden Hayden, Artist 

Herbert Noxon, Art Director 
Continental Litho. Corp., Lithographer 


“they just don’t wilt!” 


NATIONAL BISCUIT COMPANY 


McCann-Erickson, Inc., Agency 
Roy Spreter, Artist 
Herbert Noxon & Donald Calhoun, 
Art Directors 
Continental Litho. Corp . Lithographer 


More and More 
Emphasis on Top Poster 
Reproduction 


Continental Litho scores 
6 more home runs in 

21st National Competition 
and Exhibit of 

Outdoor Advertising Art 


The execution of the six award-winning poster designs shown on 
this page were entrusted to Continental Lithograph Corporation 
of Cleveland because of Continental’s well-known performance 
in faithfully reproducing fine poster art by means of expert plate 
making, fine press work, non-fading inks, high standard paper 
stock. 


No matter how striking a 24-sheet poster may be; how well 
composed and painted; no matter how much selling impact is 
concentrated in the fast-reading copy; a poster has not done its 
work until it is faithfully lithographed and has stood through 
sun, rain and wind for thirty days or more to attract the eye, 


warm the heart and nudge the pocketbook. 


The well lithographed poster loses nothing of its original strength 
and charm from the day the artist turns it over to the printer 
until it gives way to next month’s poster. Such a poster satisfies 
the artist, reflects credit on the agency, expresses the high qual- 
ity of the product advertised. No wonder experienced buyers of 
poster lithography know that there is no economy in trying to 
save a few pennies per poster at the expense of a well-groomed 
outdoor advertisement. The space cost warrants better judgment. 
How Continental delivers top quality is a technical matter we 
shall be glad to explain to you. That Continental delivers the 
most satisfying reproduction is shown by its record, year after 
year, as first choice of award winning designers, agencies and 


advertisers. 


Continental Lithograph Corporation congratulates the Art Di- 
rectors Club of Chicago and William W. Miller, President; the 
Exhibit Committee; the Jury of Awards and all others who made 
the 21st Competition and Exhibit so successful. They are making 
a substantial contribution to the progress of poster art. And we 
thank all of those whose recognition of Continental quality led to 
our being selected to reproduce so many of the award winning 


designs. 


Top Poster Designers 
Insist Upon 
The Best Reproduction 


Coniinental J 


LITHOGRAPH CORPORATION 
CLEVELAND, OHIO 


Offices im: = New York Chicago Seattle Pittsburgh Son Francisco Los Angeles 
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Shoe Maker Names Roman 

Johnson, Stephens 
Shoe Co., St. Louis, has appointed 
Roman Advertising Co., St. Louis, 
to handle all advertising. New ad- 


& Shinkle 


vertising plans will be announced 
at the National Shoe Fair in Chi- 
cago, Oct. 25-29. The account for- 
merly was handled by Gardner 
Advertising Co., St. Louis. 


PAINTED BULLETINS ARE 


176 W. Adams ° 


Near Loop e Loop e North Side 
You Can Be Sure Your Outdoor Program Is Right 
Only 


After You've Checked Our Locations and Prices 


COTTON BULLETINS 
Chicago 3 


AVAILABLE IN CHICAGO 


FRanklin 2-0575 


ints Nee) 


‘Harper's, ‘Atlantic’ Raise 
Guarantees in January, ‘54 


Both Harper’s Magazine and 
The Atlantic have announced in- 
creases in circulation guarantees 


and new advertising rates effec- 


tive with the january, 1954, is- 


| sues. The Atlantic’s guarantee goes 
up from 185,000 to 200,000 and 


Harper’s increases from 145,000 
to 160,000. 

The publications maintain a 
joint sales office and offer adver- 
tisers using both magazines a 10% 
discount. 


Wagoner Joins Multi-Amp 


J. L. Wagoner, for the past 32 
years with Westinghouse Electric 
Corp., has been named v.p. and 
national sales manager of Multi- 
Amp Corp., Harrison, N. J., maker 
of testing instruments. 


Bozell & Jacobs Adds Two 

Bozell & Jacobs, Chicago, has 
added two staff members. John H. 
Benson, formerly with Caples Co., 
has been named production mana- 
ger, and Mrs. Ella Collins has been 
added to the copy staff. 


“Portland 834 Miles — 


San Franc 
‘tos Angeles. = 
e— 


isco 762 Miles _ | 
5 Miles— — 


— =~ Ogden 
Market 


ass* 


553 Miles Denver 


A distinctly independent and unified trade area virtually unaffected 
by advertising in coastal cities 700 miles or more distant. 


A PERFECT TEST 


Wows MNCSIUYC 1 alsclutely tnescifialr cwilh 


MA cn 


RKET 


“Hoard of lie Cty ” Doster -Sheertiiong 


i: 


OLD STANDBY—Schenley 
maintained this New Orleans outdoor lo- 
| cation for more than 18 years. This 54x50’ 


Industries has 


display for 1. W. Harper whisky has a 

border of running lights and neonized 

clock numerals and hands. Industrial Out- 

door Displays, New Orleans, installed it for 
Schenley. 


Ordinance Threatens 
250 Outdoor Boards 
in Los Angeles Area 


SAN Francisco, Sept. 9—The 
fate of 250 outdoor boards located 
in residential areas here hangs in 
the balance as city officials and 
outdoor advertising executives 
consider a 30-year-old city ordi- 
nance. 

The signs are part of an origi- 
nal group of about 350 which, ac- 
cording to Sherman P. Duckel, 
public works director, and the city 
planning department, conflict with 
an ordinance restricting the loca- 
tions where such posters could be 
erected. 

Although the ordinance was 
passed approximately 30 years ago, 
it was not strictly enforced until 
the past 18 months. About 100 
signs have been removed either 
voluntarily or to make room for a 
state highway project. 

James Murphy, v.p. of Foster & 
Kleiser, which owns 164 of the 
signs, told ADVERTISING AGE that 
_his company is now “gathering the 
facts” and “will do whatever is the 
|right thing.” 
| Other firms involved in the con- 


» -- troversy include Outdoor Adver- 


WHAT IS ADVERTISING? 


of Utah. 


It is the repetition of your product story told over & over & over again—that's precisely 
the function of the large, colorful posters you see throughout this great scenic State 


oo Here you dominate everyone with “Heart of the City” poster advertising. The impact 
: of this mass selling, fast acting, thrifty medium is terrific. Use it locally or nationally 
here in the 2nd fastest growing area in the nation with 3,000,000 money spending 


tourists annually. 


Your Advertising Agency has all the facts. 


Pachker 


HE A EE 


Ae Dee ea Sk bates POS RODS 


UTAH DIVISION 


tising Co., 45 signs; West Coast 
Advertising Co., 32 signs, and 
| Standard Building Co., six signs. 


‘Advertisers Index’ Out 


A national and regional “Ad- 
| vertisers Index,” supplementing 
| the current edition of “Time Buy- 

ers Register,” has been issued by 
|Executives Radio-TV Service, 2 
'East Ave., Larchmont, N. Y. It is 
‘designed « as a cross-reference for 
‘use with “Time Buyers Register,” 
|and distribution is limited to pur- 
| chasers of the current register. The 
|price is $10 per copy. 


| Rieser Promotes Allen 


Harry Allen, with Rieser Co., 
New York maker of Venida hair 
nets, bob pins and other products, 
for more than 30 years, has been 
promoted to general sales manager. 
He has been assistant sales man- 
ager in charge of sales activities 
along the Eastern Seaboard and as 
far west as Pittsburgh, for the 
past five years. 


| Wolft Appointed Ad Manager 


Franz D. Wolff, previously ad- 
vertising manager of the News- 
| Advertiser, Westfield, Mass., has 
|been named advertising manager 
of the Evening Record, Chelsea, 
Mass. He succeeds Matthew J. 
'Lambert Jr. 
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SHORT COPY . . . long memory 


7 


— 


GAS /A\ saves vou 


THE WONDER FUEL 


es WB TIME, WORK and MONEY 


“Outdoor Advertising has high remembrance value and sells our services to 
the public effectively. It is important in making a theme memorable to all our 
customers. In addition, Outdoor Advertising has the collateral advantage of 
creating enthusiasm among suppliers of cquipment utilizing our services,” 


> er 7 OEM 


THOMAS H. SPAIN 
Director of Advertising 
PUBLIC SERVICE ELECTRIC & GAS COMPANY 


Newark, N J 


One of a series of advertisements promoting o better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS © CENTRAL OUTDOOR ADVERTISING CO., INC. © THE PACKER CORPORATION 
WALKER & COMPANY * UNITED ADVERTISING CORPORATION * WHITMIER & FERRIS CO., INC. 


serving one-fifth ROCHESTER POSTER ADV. CO., INC. * RICHMOND POSTER ADV. CO. © E. A. ECKERT ADVERTISING CO. 
of the nation’s PORTER POSTER SERVICE * SLAYTON & COMPANY * THE HARRY H. PACKER CO. * BORK POSTER SERVICE 

SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. * C. E. STEVENS CO 
consumers... CONSOLVO ADVERTISING CORP. * LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING CO 


AMERICAN ADVERTISING CO. © VERMONT ADVERTISING CO. © STARK POSTER SERVICE 
STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK CITY 22 
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CHICAGO, Sept. 


Jell-O Wins 1st 
in 21st Quidoor 
Awards Contest 


160A “fat boy,” 


a set of bathroom scales reading 


214 Ibs. and 


the caption 


“Now’s 


the time for Jell-O” rang up the 
21st National 
Competition & Exhibit of Outdoor 
Advertising, sponsored by the Art 


gold 


Directors Club of 


medal in the 


Chicago. 


Young & Rubicam got credit for 


the idea, 


and Poster 
Wittrup for the art work, 


Artist 


Jack 


on the 


prize-winning General Foods post- 
er which led a field of 54 award 


winners. 


| 
Two other grand awards were 


made: 
Purina Co. 


got the 2nd place silver medal, and 


an Atlantic 


Refining Co. 4} 


yoster 


N. W. Ayer & Son) received the 
3rd place antique bronze medal. 
Atlantic’s grand winner was de- 
scribed as part of the first con- 
tinuous poster series using land- 
scape color transparencies. 


@ Besides the three grand award 
winners, there were 51 additional 
awards made in 17 special classifi- 


cations. 


medal for 1st plac 


were made to the advertiser 
and artist. 
54 of the winners are repro- 


cy, art director 
All 


e, and fr 


A Purina poster by Ralston | 
(Gardner Advertising) | 


These consisted of a bronze | 


amed | 
certificates of merit for 2nd and | 
3rd place. In each instance, awards 


, agen- 


duced in this section of ADVERTISING 


AcE. They 


are also reproduced in 


the 1952 Poster Annual published 
by Outdoor Advertising In 
this 78-page spiral-bound book are | 
a number of additional reproduc- 
tions aimed at illustrating different 


types of poster 


techniques, 


c. In 


and 


including the remainder of those 
picked by the exhibit’s judges as 


the “100 Best Posters” for 195 


2. 


| 


A jury of 20 prominent art di- | 


rectors, 


tising executives made the selec- | 
tions from 860 entries. The judg- | 
ing was based on two things: 


1. The 


sales or to promote a cause. 
2. The effectiveness and excel- | 


lence of design, 
technique. 


composition 


value of the idea to create 


Among the specific criteria kept | 


in mind by the jurors were: 
excellence of the idea, 


how 


well 


it was visualized, balance and co- 
ordination of the essential poster 


elements, 
thography. 


business men and adver- | 


and | 


the | 


lettering, color and li-| 


| 


@ A new entry rule in the 1952) 
competition limited each advertis- | 
er to four designs in a single prod- 


uct classification. 
mind, 
Purina, 
for itself. 


Not only did 


With th 


it win a 


is in 


silver 


medal grand award with one post- 
er, but the remainder of its four 
entries ran one-two-three in the 
“Agricultural” classification. 


more 


Ina 


competitive field, Atlantic 


managed to add to its grand award 
another third prize in the “Gas- 


oline & Oil” 
of J. Walter 
cago, 
committee, 


entry limitation 


class. 
As Kemper Ferree, 


the 
enhanced 


art director 
Thompson Co., 
and chairman of the exhibit 
pointed out, 


Chi- 


new 
the 


quality of the competition, and at 
the same time made the jurors’ 


job more exacting. 
“I feel we 


had a very competent 


and discerning jury,” he remarked. 
“In my opinion they have selected 
the ‘100 Best Posters’ of the year.” 


Weatherman to Selders-Jones 
Lawrence M. Weatherman, for- 
merly with Burger Baird Engrav- 


ing Co., 


Kansas City, 


has 


been 


named art director of Selders- 


Jones-Covington, 
agency. 


Kansas 


City 


it can be seen that Ralston’ 
especially, did very well 


Advertising Age, September 14, 


Outdoor Advertising Art Award Winners 


Automobile (Cars) 
Shift to 


‘\ FORDOMATIC and youl never 


“> —_ shift again! 


i 


uae J 


FE iT AT YOUR CHEVRO 


miles per gallon / 


WITH ONE RORNS 


FORD, CHEVVY AND WILLYS—Ford Motor Co.'s poster for its Fordomatic shift won 
the first award in the automobile (cars) classification. J. Walter Thompson Co. 
was the agency; Scott Johnson, artist; George Booth, art director, and Gugler 
Lithographic Co., lithographer. Second place went to the Chevrolet Motor Division 
of General Motors Corp. for its ‘53 announcement poster. Campbell-Ewald Co. was 
the agency; Fred Ludekens and McCallum & Associates, artists; Halsey Davidson, 
art director, and Gugler Lithographic Co., lithographer. Willys-Overland Motors 
placed third with its Aero Willys poster. Ewell & Thurber Associates was the 
agency; McCallum & Associates, artist; Milton Erickson, art director, and U. S. 
Printing & Lithograph Co., lithographer. 


Gasoline and Oil 


\AMOCO 


COMPANY : 


i" a — PROD. 


gic AN Olt 


oreetings 


SAFE, FRIENDLY AND SCENIC—The top award in the gasoline and oil classification 
was given to American Oil Co. for its Permalube poster. Joseph Katz Co. was the 
agency; James Bingham, artist; Harry Kullen and Morris Needle, art directors, 
and McCandlish Lithograph Co., lithographer. A friendly Christmas poster for Esso 
Standard Oil Co. placed second. McCann-Erickson was the agency; Hayden Hayden, 
artist; Herbert Noxon, art director, and Continental Lithograph Co., lithographer. 
Another of Atlantic Refining Co.'s photographic series came in third in this classi- 
fication. N. W. Ayer & Son was the agency; George Golia and Rio Studios han- 
died the art; Donald Kubly was art director, and McCandlish Lithograph Corp. 
handled the lithography. 


Automobile (Trucks) 


Only Chevrolet delivers s so much 


INTERNATIONAL TRUCKS 


TWO FOR CHEVROLET—Two posters for Chevrolet Motor Division of General Motors 
Corp. took first and second place in the automobile (trucks) classification. For both 
winners, Campbell-Ewald Co. was the agency; Richard S. Jemison, art director, 
and Gugler Lithographic Co., lithographer. McCallum & Associates handled the 
art for the first place winner, and Allured-Darr Illustrators handled the second. 
International Harvester Co.’s smiling truck driver won the third award. Young 
& Rubicam was the agency; Arnold Kohn of Sundblom, Johnston & White, artist; 
Luther Johnson, art director, and Edwards & Deutsch Lithographing Co., lithographer. 


Bread, Flour and Baked Goods 


they just dont wilt! 


RITZ 


the hot weather 
cracker 


tsttI3 


this classification for National 
Herbert Noxon 
lithographer. 


TASTY—A Ritz poster won the top award in 
Biscuit Co. McCann-Erickson was the agency; Roy Spreter, artist; 
and Donald Calhoun, art directors, and Continental Lithograph Corp., 
Second and third place awards were given to Nebraska Consolidated Mills Co. for 
its Duncan Hines outdoor installations. Gardner Advertising Co. was the agency; 


Charles F. Kuoni Studio, artist; Fred Czufin and Norm Houk, art directors, and 
Western Printing & Lithographing Corp., lithographer. 
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SHORT COPY THEME—Typical example of 

Standard Outdoor Advertising’s business 

paper advertising is this testimonial ad of 

Michigan Bell Telephone Co. Standard has 

been advertising this theme for five years. 

Calkins & Helden, Carlock, McClinton & 
Smith is the agency. 


Standard Outdoor 


Budget $100,000 


New York, Sept. 9—Standard 
Outdoor Advertising will increase 
its annual advertising budget from 
$150,000 to $250,000 in the new fis- 
cal year starting Oct. 1. 

The group’s advertising and pro- 
motion program will be expanded 
and additional consumer media 
will be used, Parker James, Stan- 
dard’s executive v.p., told AA. In 
addition to the Wall Street Jour- 
nal, new publications to be added 
to the schedule include Business 
Week, Fortune and the New York 
Times. 

To supplement its advertising 
program, Standard will do more 
direct mail promotions. 

This will include (a) an ex- 
panded campaign of distributing 
advertising inserts; (b) a new pre- 
sentation for use by member sales 
representatives at both the nation- 
al and local level; (c) distribution 
of booklets devoted to art, copy 
and readership of outdoor adver- 
tising; and (d) distribution of 
case-history folders for extensive 
promotional use. 

Calkins & Holden, Carlock, Mc- 
Clinton & Smith is Standard’s 
agency. 


@ Standard Outdoor Advertising 
was founded in 1946 by several 
outdoor advertising companies. 
Founding companies included John 
Donnelly & Sons, Boston; Central 
Outdoor Advertising Co. end Pack- 
er Corp., Cleveland; Walker & Co., 
Detroit; and United Advertising 
Corp., Newark, N. J. 

The group’s first major adver- 
tising promotion was launched in 
the summer of 1948. It was de- 
signed to develop a greater under- 
standing and appreciation of the 


values and potentials of outdoor | 


advertising. 

The basis of this promotion was 
a survey conducted for Standard 
by Fact Finders Inc., which em- 


phasized that short copy was the) 


key to successful use of the medi- 
um. 

A series of full-color testimonial 
inserts in the advertising business 
press was the backbone of this 
program. Later the advertising was 
extended to include verticle pub- 
lications in the food, drug and au- 
tomotive fields. 


s This September the association 
will complete its fifth year of con- 
tinuous advertising on the “short 
copy” theme, with an insertion 
featuring the long use of outdoor 
advertising by Public Service 


Corp. of New Jersey. 


The series has covered all ad- 
vantages of the medium in testi- 
monials of major users such as 
Ford, Nash, Esso, Shell, Kleenex, 
General Foods, Coca-Cola, Heinz, 
Kraft Foods and Wrigley. 

Reprints of each insertion have 
been widely distributed by the 
featured advertiser, by Standard 
/members and by Standard’s head- 
| quarters. In addition, miniatures of 
‘the full-color poster design fea- 
tured in each insertion have been 
|made available to advertising 
‘agencies for intra-agency and 
| client-presentation use. 


| @ Standard Outdoor does not sell. 
But as a result of its advertising 
it has developed a large inventory 


*|of material to help advertising 


| 


agencies and plant owners to pre- 
sent the outdoor advertising story. 

A number of agencies have 
made use of the plastic poster pan- 


ture from the Donnelly stream- 
lined design for Lionel Corp. 

Since the start of the campaign 
in 1948, more than 1,000,000 re- 


el adapted in exact-scale minia- | 


prints and miniatures have been 
distributed to agencies and poten- 
tial users of outdoor advertising. 

Standard maintains a library 
of media information, miniatures 
and case history testimonials for 
use by agencies and advertisers, 
and by schools, colleges, business 
papers and others interested, with- 
out charge to the recipient. 


® In addition, Standard has co- 
operated with Lionel Corp. for 
five years in the distribution of 
nearly 30,000,000 miniature rep- 
licas of 24-sheet poster designs to 
youngsters interested in model 
railroads. This, Mr. James says, 
has accomplished a two-fold pur- 
"pose: it has afforded widespread 
merchandising of outdoor adver- 
tising in the home, and it has 
‘helped to promote better public 
understanding and appreciation of 
| the medium. 

As an auxiliary activity, Stan- 
dard issues a confidential weekly 
newsletter to its members devoted 
to news and trends of importance 
‘to outdoor advertising generally, 


and to members’ own business 
specifically. It also maintains a 
comprehensive file of client, pros- 
pect and competitive-media data 
as a service to members. 
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Edward C. Donnelly Jr., presi- 
dent of John Donnelly & Sons, Bos- 
ton, is president of the association. 
Headquarters are at 444 Madison 


| Ave. here. 


lo contact 


Americas Largest : Producers 
44 


Print of ’ Sale Signs iia Display CVS 


(INTERIOR TYPE) 


WE SERVE LEADING 
MANUFACTURERS OF 
BRAND NAME PRODUCTS 
FROM COAST TO COAST 


Representatives in Principal Cities 
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O You are th uted 
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OHIO ADVERTISING 
DISPLAY COMPANY 
CINCINNATI 

OHIO 


TO THE 


OUTDOOR 
ADVERTISING ASSOCIATION 


OF AMERICA 


AT THEIR S6th NATIONAL CONVENTION 


THE SHAMROCK HOTEL 
HOUSTON, TEXAS 


SEPT. 14 to 17, 1993. 


GREETINGS AND BEST WISHES 


The 2.C: Maxwell Co. Atlantic City NJ, 


The R.C. Maxwell Co. Trenton NJ 
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19 Divisions (26 Service Points) Maintain Your Program— NATIONAL Advertising 
Company’s division offices are strategically located for efficient sales and 
service anywhere in the country. Each office is completely self-sustaining with 
its own sales organization which is available to sell your cooperative program 
to your entire dealer organization. Each office is also staffed with experienced 
personnel who lease choice locations for your bulletins. 


One Company Covers The Entire Country— NATIONAL eliminates the problems of 
contracting with numerous small concerns. NATIONAL owns and completely 
controls the entire organization. Standard operating methods in every division 
guarantee uniform results that sell. Nineteen offices work simultaneously to 


¥, 
Service Point @® 


& Lansing, Mich. %& Warren, Pa. 
Batata: | te Delaware, P. 
Lebanon, Ind. “Westminster, Md. i 
St i: xa 


\ 
\ 


NATIONAL will erect and service your HIGHWAY ADVERTISING 
in any section of the nation... 


speed your program in every section of the country. 


Every Bulletin is Kept In Top Condition At All Times—The top service crews in the 
nation are at NATIONAL. Experts properly angle each display for the highest 
possible readership . . . both day and night. Supports are imbedded in concrete 
and adjusted for proper height. Throughout the life of your contract your 
program is completely maintained. On a fixed cycle, bulletins are cleaned and 
weeds are cut. Advertisements damaged by accident, storm or vandalism are 
repaired or replaced. Displays are relocated as highway conditions change. 
You are always certain that your Highway Advertising is a credit to your 
company’s name. 


NATIONAL SALES EXECUTIVES AND REPRESENTATIVES COME FROM EVERY IMPORTANT FIELD OF ADVERTISING . .. AGENCY, ADVERTISING MANAGEMENT, 
PUBLISHING, OUTDOOR, RADIO, TELEVISION, RESEARCH. Why not learn the facts about this great medium from a member of our sales group? 
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| to every user of highway advertisin 


from H. P. BUETOW 


president of Minnesota Mining 3M} and Manufacturing Company 


TO ALL BUYERS OF HIGHWAY ADVERTISING 


Our company first became interested in Highway Advertising as 
an outlet for our product, ““SCOTCHLITE”’ Reflective Sheeting. 


We soon found that a substantial number of major advertisers 
wished to use this medium, but had not done so because no 
single business existed that could adequately and dependably 
serve them on a national scale. 


To fill this need, we acquired the National Advertising Com- 
pany in the East, and Lee Larson Company in the Middle West, 
and Empire Advertising Company on the West Coast, and 
merged these properties into one nation-wide Highway Adver- 
tising service. The National Advertising Company now operates 
nineteen division offices (twenty-six service points) strategically 
located so that they can easily serve any part of the country. 


Our own analysis convinced us of the latent power of Highway 
Advertising; but in order to convey this information properly 
to advertisers, we decided to engage outside research—the kind 
typical to advertising—on such basic problems as readership 
and coverage. 


We have now had research conducted by recognized authorities 


in the advertising business. Their surveys definitely confirm 
amazing facts about readership and coverage that should 
interest every advertiser. 


Our most recent step has been to develop sales representation 
at national level which could adequately and intelligently serve 
advertisers interested in this medium. 


We take pleasure in introducing to you, below, our new national 
sales team. This group totally represents an accumulation of 
many years of experience in every field of advertising. Part of 
the group has had sound grounding in the fundamentals of 
outdoor advertising. Others have been drawn from the fields 
of agency, advertising management, publishing and research, 
thus, bringing to bear many different viewpoints in the evalua- 
tion of this medium. 


These men will welcome the opportunity to bring to your 
attention the amazing power of this much overlooked medium 
of advertising and to answer your inquiries regarding the 
specific application of Highway Advertising to your particular 
problem. 


Very truly yours, 


H. P. Buetow 
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Efficiency Will Be 
Keynote of 56th 


Houston, Sept. 10—Efficiency 
will be the dominant theme of the 
56th annual convention of the Out- 
door Advertising Assn. of America, 
to be held here at the Hotel Sham- 
rock from Sept. 13 through Sept. 
a4 


The program Monday and Tues- 


day will be devoted to four work- 
shop sessions for members only 
and will give outdoor plant oper- 
ators a chance to let their hair 
down and compare ideas on their 


industry and how to improve their 


operations. 


Wednesday morning will feature | 


a national sales session sponsored 
by Outdoor Advertising Inc., 
which will emphasize current sales 
and discuss the industry’s role in 
the post-Korean economy, 

This session will be chairmaned 
by J. P. Gormley, v.p. and mana- 
ger of Outdoor Advertising’s Chi- 


cago office. Speakers will be Peter | 
G. Levathes, v.p., Young & Rubi-| 


cam, New York; John B. Huntress, 
ad manager, Nash Motors division 
of Nash-Kelvinator Corp., Detroit, 
and Elmer Wheeler, consultant and 
lecturer on salesmanship. 


s Kerwin H. Fulton, president of 
Outdoor Advertising, will preside 
at the luncheon. Speaker will be 
Eddy Gilmore, Associated Press 
correspondent, who has just re- 
turned from Russia, where he was 
chief of the Moscow bureau. 

The afternoon session on 
Wednesday will be sponsored by 
the National Outdoor Advertising 
Bureau. Discussing the role of the 
advertising agency in developing 
outdoor campaigns will be Thomas 
D’Arcy Brophy, board chairman, 
Kenyon & Eckhardt; Norman 
Strouse, v.p., director and Detroit 
manager of J. Walter Thompson 
Co.; Melvin Brorby, v.p. and direc- 
tor of Needham, Louis & Brorby, 
and Edwin F. Wilson, v.p. and di- 
rector of McCann-Erickson. The 
session will be chaired by John M. 
Paver, NOAB president and gener- 
al manager. The speakers repre- 
sent the owners and participating 
agencies of the bureau, and they 
are all directors of the bureau. 

Thursday morning a local sales 
workshop will be held to discuss 
f6ur ways to maintain peak vol- 
ume throughout the year by build- 
ing local business in winter 
months. 


s Frank Dunigan, chairman of the 
local business development com- 


mittee, will preside as question | 


and answer discussions are led by 
the following moderators and pan- 
el members: 

“Cooperative Account Selling”— 
J. W. Pearson Jr., director of in- 


dustrial relations, Outdoor Adver- | 
tising Inc., New York, moderator. | 

“Smash Campaigns” and “Christ- | 
mas Opportunities’—Carl Henke, | 


general sales manager, General 


Outdoor Advertising Co., Chicago, | 


moderator. 

“Locally Sponsored ‘Operation 
Impact’ Campaigns”’—W. D. Die- 
bel, manager, General Outdoor 
Advertising Co., New York, mod- 
erator. 

Assisting the speakers will be a 
panel composed of: 

A. D. Donnaud, General Outdoor 
Advertising Ca, New Orleans; 
Maurice C. Huerstel, Murphy Inc., 
Bridgeport, Conn.; Robert Mc- 


Whorter, Standard Advertising 
Corp., Clarksburg, W. Va.; N. M. | 


McCready, Foster & Kleiser Co., 
San Francisco; E. A. McCarthy, 
General Outdoor Advertising Co., 
Dklahoma City; John Donnelly, 


John Donnelly & Sons, Boston; W. 


(Continued on Page 64) 
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Outdoor Advertising Art Award Winners 


COLD AND OLD—In the beer category, first and third place went to Pabst Sales 
| Co. posters for cold Pabst Blue Ribbon while Anheuser-Busch placed second with 
| its centennial poster for Budweiser. For both Pabst posters, Warwick & Legler 
_was the agency; Charles Heinzerling, artist; Arthur Deerson, art director, and 
|U. S. Printing & Lithograph Co., lithographer. D’Arcy Advertising Co. was the 
| agency for Budweiser; Michael Dolas, artist; Stewart McCormack, art director, 
and Western Printing & Lithographing Co., lithographer. 


Public Service 


1952 RED CROSS FUND 


BS ss Ps ! , . ° AS GONE LE” LEGALS OTN Os, 
CONTRIBUTED BY YOUR OUTDOOR ADVERTISING COMPANY AS A PUBLIC SERVICE O 


* . 
’ t 


DRIVE SAFELY.. 
life you sove may be your ¢ 
“~~ ©@ 


CRUSADE fo) TRAFFIC SAFETY 1) CHICAGO — 


LIFESAVING—For outdoor advertising in the public interest. the American Red 
Cross led the field with its fund-raising campaign poster. Joseph Binder was 
both artist and art director, and McCandlish Lithograph Corp. the lithographer. 
Second place honors went to the Advertising Council, National Safety Council and 
the Outdoor Advertising Assn. of America for their safe driving poster. Young 
& Rubicam was the agency; John Howard of Sundblom, Johnston & White, artist; 
Gene Kolkey, art director, and Mid-States Litho. Co., lithographer. The Citizens 
Traffic Safety Boord won third place with McCann-Erickson the agency; Calvin 
Van Lonkhuyzen, artist; Dick Owen, art director, and Kubin-Nicholson Corp., 


lithographer. 


Confections 


ICE CREAM AND CHEWING GUM—The 28 flavors of Howard D. Johnson Co.'s ice 

cream were featured in the first prize poster in the confections classification. N. W. 

Ayer & Son was the agency; Ray Ballinger and Milt Fisher, artists; Howard F. 

Henry, art director, and U. S. Printing & Lithograph Co., lithographer. Wm. Wrigley 

Jr. Co. took both second and third places with posters for Juicy Fruit and Spearmint 

gum. Charles W. Wrigley Co. was the agency; Otis Shepard was both artist and 
art director, and Gugler Lithographic Co. handled the lithography. 


Automobile Accessories 


| long pull 
ATLAS — 


—— 


e 


Charged with 


te ; 
ALL BY CONTINENTAL—Continental Lithograph Co. did the lithography for all 
three winners in the automobile accessories category. The Christmas poster for 
General Tire & Rubber Co. placed first. D’Arcy Advertising Co. was the agency; 
Charles Showalte; of Sundblom, Johnston & White, artist, and Wilbur Smart, art 
director. A hard-working dentist and a frightened cowboy sparked the second and 
third place winners for Atlas Supply Co. The agency was McCann-Erickson, and 
Herbert Noxon and Donald Calhoun were the art directors for both. Stuart Graves 
was the artist for the second plece winner, and Robert Skemp for the third. 
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“THE PROGRESSIVE OUTDOOR ADVERTISING COM 


Abshier-Sidwell Advertising Co. 


Nacogdoches, Texas 
Andrews Advertising Service 


Houston, Texas 


Bauman Co. 
El Paso, Texas 


Beeville Poster Advertising Co. 


Beeville, Texas 


Walter T. Bolton, Advertising 
Kirbyville, Texas 


Bonnet Poster Advertising Co. 


Eagle Pass, Texas 


Brannon Outdoor Advertising Co. 


Shamrock, Texas 


Brownsville Outdoor Advertising Co. 


Brownsville, Texas 


Brownwood Poster Service Co. 
Brownwood, Texas 


Callison Poster Service 
Bay City, Texas 


Campbell Outdoor Advertising 


Paris, Texas 


Cen-Tex Advertising Co. 


Temple, Texas 


Central Texas Poster Advertising Co. 


Wheelock, Texas 


Coleman Advertising Co. 


Fort Stockton, Texas 


Concho Poster Advertising Co. 


Vernon, Texas 


Cox & Sons Advertising Co. 


Dalhart, Texas 


Doyle Poster Service 


Texarkana, Tex., Ark. 


Duplex Advertising Co. 


Austin, Texas 


Etex, Inc. 
Tyler, Texas 


Gallahan Advertising System 


Laredo, Texas 


Galveston Advertising Co. 


Galveston, Texas 


Gray Advertising Co. 


Austin 22, Texas 


The H. V. Advertising Co. 


Palestine, Texas 


Holland Advertising Service 


Beaumont, Texas 


Houston Poster Advertising Co. 


Houston, Texas 


Jackson Poster Advertising Co. 


Wheelock, Texas 


Kaiser Advertising Service 


Wharton, Texas 


King Poster Service 


Rogers, Texas 


Laredo Poster Advertising Co. 


Laredo, Texas 


Jules Lauve, Jr., Inc. 
Galveston, Texas 


Lubbock Poster Co. 


Lubbock, Texas 


Malone Poster Advertising Co. 


Mansfield, Texas 


Marks Advertising Co. 


Corsicana, Texas 


Marks Posting Service 


Sherman, Texas 


McAfee Advertising Co. 


Dallas, Texas ° 


Middleton, Inc. 


Dallas, Texas 


Midland Advertising Co. 


Odessa, Texas 


The Mid-West Co. 


Abilene, Texas 


Miller Outdoor Advertising Co. 


Flatonia, Texas 


Grace H. Moody Advertising Co. 


Sherman, Texas 


Nelle H. Moody Advertising Co. 


Sherman, Texas 


Moody & Moody Advertising Co. 


Sherman, Texas 


North Texas Advertising Co. 


Fort Worth 1, Texas 


Norwood Advertising Co. 


Brady, Texas 


Palo Pinto Advertising Co. 


Vernon, Texas 


Panhandle Outdoor Advertising Co. 


Amarillo, Texas 


Phillips Posting Co. 


San Antonio, Texas 


Port Arthur Poster Advertising Co. 


Beaumont, Texas 


Shults Poster Service 


San Antonio, Texas 


Silsbee Poster Advertising Co. 


Beaumont, Texas 


Standard Poster Co. 
Nacogdoches, Texos 


PANIES OF TEXAS. 


Strother Poster Advertising Co. 


Mount Pleasant, Texas 


Texarkana Outdoor Advertising Co. 


Texarkana, Ark., Tex. 


Texas Outdoor Advertising Co. 


Greenville, Texas 


Tribble Outdoor Advertising Co. 
2323 Broadway 
San Antonio, Texas 

Austin, Texas 

Corpus Christi, Texas 

Del Rio, Texas 

San Antonio, Texas 

San Benito, Texas 

Victoria, Texas 

Yoakum, Texas 


Vernon Poster Advertising Co. 


Vernon, Texas 


Uhler & Company 


Dallas 1, Texas 


Waco Outdoor Advertising Co. 


Waco, Texas 


Walker Advertising Co. 


Wichita Falls, Texas 


Western Advertising System 


Stamford, Texas 


Wex-Tex Advertising Co. 


Odessa, Texas 


Wichita Poster Advertising Co. Inc. 


Wichita Falls, Texas 


J. A. Williams & Son 


Ladonia, Texas 


Wright Advertising Service 


Corsicana, Texas 


Wood Poster Service 


Electra, Texas 
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OAAA Convention... 


(Continued fram Page 62) 


F. Greeley, Greeley & Sons, 


Springfield, Ill; John Aull, Swan- 
son-Nunn Signs Inc., Evansville, 
Ind. 

Three topics of importance to 
the industry’s public relations will 
be discussed at the public policy 
workshop session Thursday after- 
noon. Fred C. Beseler, chairman of 
the public policy committee, will 
preside; three panels of men selec- 
ted for their knowledge and ex- 
perience will lead the discussions. 


e Various aspects of “Our Press 
Relations” will be reviewed by the 
following panel: 

O. S. Hathaway Jr., Midport Co., 
Middletown, N. Y.; W. A. Schmid 
Jr., North Texas Advertising Co., 
Fort Worth; M. E. Wallace, Stoner- 
McCray System, Des Moines; Hen- 
ry Carlson Jr., Tri-City Posting 
Service, Rock Island, Ill.; E. C. 
Donnelly Jr., John Donnelly & 
Sons, Boston. 

Case histories, trends and prob- 
lems relating to “zoning” will be 
the subject of talks by Ross Rogers, 
Panhandle Outdoor Advertising 
Co., Amariilo, Tex.; Harry A. O’- 
Mealia Jr., O’Mealia Outdoor Ad- 
vertising Co., Jersey City; Phillip 
Fox, counsel, Outdoor Advertising 
Assn. of Wisconsin, Milwaukee; 
Henry Posner, Pittsburgh Out- 
door Advertising Co.; J. W. Font- 
ana, Foster & Kleiser Co., San 
Francisco. 


es “Limited Access Highways” as 
they affect outdoor advertising will 
be discussed by: 

L. W. Trester, General Outdoor 
Advertising Co., Washington; Don 
Nokes, Johnstown Poster Adver- 
tising Co., Johnstown, Pa.; Arthur 
Dundon, Case Poster Advertising 
Co., Alliance, O.; C. D. Blessed, 
* Walker & Co., Detroit, and George 
Barry, Foster & Kleiser Co., San 
Francisco. 

After comments by the panel 
members, each subject will be 
open for discussion, after which 
the proceedings will be summar- 
ized by Dean James E. McCarthy, 
director of the Outdoor Advertis- 
ing Foundation at Notre Dame 
University. 


Reynolds Heads Eskimo Pie 

J. Louis Reynolds, v.p. of Eski- 
mo Pie Corp., Bloomfield, N. J., 
has been named president, effec- 
tive upon the retirement of W. S. 
Watts Dec. 31. Mr. Watts has been 
with the ice cream confection firm 
30 years and has been its president 
since 1935. 


Beisang to OAI, Chicago 
Robert F. Beisang, formerly di- 
rector of public relations for Grey- 


van Lines Inc., Chicago, and 
Ernest T. Rogers, last with the 
sales promotion department of 
Outdoor Advertising Inc., have 
been named to OAI’s Chicago sales 
staff. 


= te 
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NEW IN PHILADELPHIA—Landav Outdoor 
Advertising Co., Philadelphia, designed and | 


produced this spectacular for Pabst Brew- 
ing Co. It measures 30x24’ and incorpor- 
ates 750 scintillating lamps. 
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Outdoor Advertising Art Award Winners 


“sxe Delicious and Refreshing 


THIRST PROVOKING—Coca-Cola Co. captured first place prizes in the soft drink 
classification with Pepsi-Cola Co. taking second. D’Arcy Advertising Co. was the 
agency for Coke; Wilbur Smart, art director, and McCandlish Lithograph Corp., 
lithographer. John Howard was the artist for the first prize winner, and George 
Rapp was the artist for the third. Biow Co. was the Pepsi agency; Freeman Elliott, 
artist; Sol Hyman, art director, and Spurgeon Tucker Inc. handled the lithography. 


Miscellaneous 


i “OVER RALL. 


‘A Dogs Best Meal !"...“Cars TOO!’ 


NOT CLASSIFIED—In the “miscellaneous” department, Levi Strauss & Co. received 
first prize for its comfortable cowboy in Levi's. Honig-Cooper Co. was the agency; 
Bruce Bomberger, artist; Gene Brown and Alberta Rudolphi, art directors, and H. S. 
Crocker Co., lithographer. Jantzen Knitting Mills’ pretty bathing beauty came 


in second. Botsford, Constantine & Gardner was the agency; Haddon Sundblom, 
artist; Elizabeth Eyerly, art director, and Edwards & Deutsch Lithographing Co. 


lithographer. In third place was Wilson & Co.'s poster for Ideal dog food. Ewell 
& Thurber Associates was the agency; Joy Williams, artist; W. R. Williams, art 


director, and Allart Poster Corp., lithographer. 


Agricultural 


PURINA sure oan of 


PURINA TAKES ALL—!n the agricultural classification, Ralston Purina Co. walked 

off with all three prizes. Gardner Advertising Co. was the agency; John Eppen- 

steiner was the artist for the first and second place winners, and August Tichacek 
for the third; Dale Kirchhoff, art director, and Compton & Sons, lithographer. 


Painted Display—Embellished 


WORLD'S 
MOST FAMOUS 
CAEAM CHEESE 


oi. 


Desme ent om 


rh 


Best-liked peaches 


in the world 


leery sidan a id 


CIQRANTEEQ/S 
FRESH! 


GOOD ENOUGH TO EAT—Appetizing cutouts marked the three winning boards in 
the embellished painted display classification which was dominated by food com- 
panies. Kraft Foods Co. placed first with J. Walter Thompson Co. the agency; Leon 
DeVos, artist, and Frederick W. Boulton, art director. In second place was Cali- 
fornia Packing Corp.’s board for Del Monte peaches. McCann-Erickson was the 
agency; L. C. Beringer, artist, and Al Camille, art director. Swift & Co. took the 
third award for its Swift's Premium bacon board. J. Walter Thompson Co. was the 
agency; Charles F. Kuoni Studios, artist, and Frederick W. Boulton, art director. 
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Calpak Gets Local 
Impact with Outdoor 


Boards in California 


Los ANGELEs, Sept. 10—Califor- 
nia Packing Corp. is using the 
colorful, appetizing illustrations 
used in magazines for many years 
for Del Monte food products to 
spark its outdoor advertising in 
Southern California. 

The illustrations are cutouts in 
color constructed of plywood. They | 
vary in size, the largest being 20’) 
high and 25’ wide. Each outdoor 
plant carries free-standing 4’ 3” 
high neon plastic letters in the 
familiar Del Monte style script. 


c= 


APPETIZING—California Packing Co., Los Angeles, 
posters like this with colorful plywood cutouts of products to promote Del Monte 
products to the Southern California consumer. McCann-Erickson, San Francisco, is 


hee ae 2 on this é 
livelier catsup 


S= 


the agency. 


is using appetizing outdoor 


_ 4-COLOR SCREENOLITH 
a PROCESS 
SOLID COLOR PRINTING 


Be Le or ae = 
i > BAY-GLO CT 


og Ee ae a | 
t quality, lowest ae cil aeees printing 
makes K-N the largest printers of loco! 
~ and sectional 24-sheet posters in 
the United States. 


i te Z Ge Coowe © 1570 $. FIRST ST., MILWAUKEE, WIS. 

a < OFFICES IN: New York © Boston 
Pee ¢ Pittsburgh * Detroit * Chicago 
ie raed ; St. Lovis * Dallas * San Francisco 
Sa ee SE Ay. sigs Seattle * Portland 


s Since the program began last 
December, pictures of the new out- 
door signs put up every 30 days 
have been a basic part of each 
salesman’s merchandising kit. 
When the schedule of locations 
and products to be advertised be- 
comes available, each salesman 
makes a point of telling grocers 
what products will be featured on 
posters in their area. 

The unusual posters are well 
suited to making an impact on 
consumers in ai section of the 
country where outdoor living takes 
up a great deal of the population’s | 
time. | 
McCann-Erickson, San Francis-| 
co, is the agency. 


Papers Promote Hofferber 


Amos Hofferber, classified ad-| 
vertising salesman for the mere | 
ing Herald and the Daily Republic, 
both of Yakima, Wash., has been | 
promoted to classified advertising 
manager for these papers. He suc- 
ceeds Ross Johnson, who has been | 
named manager of the classified | 
and retail advertising office at | 
Pasco, Wash., for the Tri-City 
Herald, daily newspaper published | 
at Kennewick, Wash. 


3-D 
PLASTIC & PORCELAIN 
NEON DEALER SIGNS 


make national advertising 
5 times as effective. (Proved 
by audited research.) | 


ARTKRAFT* PORCEL-M-BOS'’D AND 
PLASTIC STORE FRONT SIGNS 
(Neonized or non-illuminated) 


Artkraft* will design for quan- 
tity buyers, without obligation, 
a distinctively beautiful and ef- 
fective sign in any size, shape 
or color to reproduce faithfully 
any emblem, letter styling, or 
trademark. 


Send today for new free 


brochure. 
[sez 
X 7 é ¢ f. os 
SIGN COMPANY 


Division of Artkraft* Manufacturing 
oO 


1133 E. Kibby St. Lima, Ohio 


Please send, without obligation, new 
brochure on Artkraft* Signs. 


Name 
Firm ... ; —T 
BE a xeddsewresesREseerese ; 
City & State . 
*Trademark Reg. U. S. Pat. Off 
nko BROT A a th NR ee NC 


. . Perhaps more than 
three “themes” -- and from a 
single piece of art 

Adept, ingenious manipulation 
makes possible this multiple 
result with its multiple punch. 
And the cost comes to a 
fraction of what three sets of 
plates would ordinarily be. 


GUGLER LITHOGRAPHIC COMPANY 


HOME OFFICE: MI 


SALES OFFICE: NEW YORK * 
LOS ANGELES e¢« ST. LOUIS 


LWAUKEE, WISCONSIN 


CHICAGO « SEATTLE © SAN FRANCISCO 
« ATLANTA «© DETROIT * DALLAS 
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4,104 BULBS—Two of the 15 non-competitive products carried by Grand Union Food 

Markets and displayed on this giant spectacular in Times Square are shown above. 

Each advertiser gets one minute in a 20 minute cycle, with the last five minutes 
devoted to a message for Grand Union. 


Sixteen Advertisers 
Share Giant Times 


Square Spectacular 


New York, Sept. 9—The crowds 
that congest this city’s famed 
Times Square are estimated to to- 
tal 1,500,000 persons daily. And a 
lot of them take a few minutes out 
from whatever they’re doing to 
stand and gape at the world’s only 
“participating” spectacular, a giant 
sign that took a year to build. 

Rented by Grand Union Food 
Markets and 15 non-competitive 
manufacturers whose products are 


on the food chain’s shelves, the 
sign is the culmination of 23 years 
of outdoor advertising enterprise 
on the part of Douglas Leigh, head 
of a staff of 35 people in the corpo- 
ration bearing his name. 

Fifteen advertisers each have a 
minute in a continuous 20-minute 
cycle, with Grand Union retaining 


animated cartoon process, the ex- 
clusive American rights to which 
Mr. Leigh purchased back in 1936. 

Known as Epok, the process 
works through photoelectric cells. 
A film strip, containing about 400) 
drawings for each one-minute par- 
ticipation, activates the cells,, 
which in turn control the lighting | 
and shutting off of the correct | 
bulbs to form the necessary pat-| 
tern. | 

Four Leigh men constantly watch | 
the sign, ready to pounce on fick | 
ering bulbs, about 15 of which | 
burn out every night. This mainte- | 
nance service is included in the, 
package sold to the advertisers. 


® According to Milburn McCarty | 
Jr., v.p. of Douglas Leigh Inc., all 
the participating advertisers re-| 
newed their contracts at the end of | 
their first six-month period. Pre-| 
liminary negotiations are now pro- | 
ceeding in two other cities, Mr. | 
McCarty told AA, where interest | 
has been expressed in construction 
of similar signs, but so far no defi- | 
nite arrangements have been made. 
| 
Merchandising Guide Out 
| “Merchandising Services Direc- 
|tory,” containing information about | 
media merchandising for agencies. ; 
manufacturers, etc., is available at 
$3.75 a copy from Marshall Pub- | 


the additional five minutes for its lishing Co., 51 E. 42nd St., New| 


own message, or to present a pub- | York 17. 


lic service story on behalf of the 
Red Cross, government bonds, or B&B Promotes Steele 


a similar cause. 


® The sign, with its 4,104 bulbs on TV 


| 


| L. T. Steele, v.p. of Benton & | 
| Bowles, New York, has been pro- 
/moted to executive head of all 
and radio activities of the! 


a 640 sq. ft. screen, requiring 100 agency. He succeeds Walter Craig. | 


miles of wiring, operates on an) who has resigned. 


record advance 
ticket sale for 
all 


Milwaukee games 


ICE SHOWS 


largest outdoor 
ice show audiences 
ever drawn — 


107,000 


histo 


PACKERS HAWKS 


MUSIC UNDER 
THE STARS 


all attendance 
records 
broken! 


—- 


biggest advance 
sales of football 
tickets in the 


school! 


Your message can be SPECTACULAR in this big league market NOW! 


\ / ™“\ / 

. X 
top both/ major leagues 
in attendance — tin. 


Milwaukee is smashing nation-wide 
attendance figures for everything that comes 
to town. It’s a big league market — on the 
move — fired with amazing zest and spirit. 


The Milwaukee Braves draw fantastic 
crowds. Games are sold out weeks in advance. 
Thousands pour in from all parts of 
Wisconsin and neighboring states. The new 
37,000-seat stadium has the S.R.O. sign out 
and plans for expansion are already underway. 


Yet, even when the Braves play at home, 
other events — such as Music Under the 
Stars and Ice-Capades — continue to 
break all attendance records for events 
of their kind held anywhere. 


Everything plays to record breaking 
audiences in Milwaukee — including 


Outdoor Advertising! 
of the 


CREAM CITY OUTDOOR ADV. CO. 


4550 W. Wisconsin Avenue > 


Milwaukee, Wisconsin 


Advertising Age, September 14, 1953 


Outdoor Advertising Art Award Winners 


Home Appliances 


LEWYT WINS TWO—Second and third place for home appliance posters went to 

Lewyt Corp. for its no-dust-bag vacuum cleaner. In both cases, Hicks & Greist was 

the agency; Bert Yates, artist; Robert L. Fox, art director, and Morgan Lithograph 

Co., lithographer. Crosley division of Avco Mfg. Corp. won top honors with its 

small boy looking through a knothole. Batten, Barton, Durstine & Osborn was the 

agency; Howard Scott, artist; Victor Capellupo, art director, and U. S. Printing 
& Lithograph Co., lithographer. 


rom ws snow CALIENTE 


broiling 


tsbetter! 


DOGS AND COOKING—Tijuana Greyhound Club’s poster for night dog racing was 
awarded first prize in the local classification with Dauchy-Read Advertising the 
agency; Scott Johnston, artist; Walter Dauchy, art director, and Schmidt Lithograph 
Co., lithographer. For fast electric cooking, Public Service Co. of Northern Illinois 
placed second. J. R. Pershall Co. was the agency; Phil Kiser, artist; William E. 
Sproat, art director, and Thomson Symon Co., lithographer. For gas cooking, 
Laclede Gas Co.'s poster placed third. D’Arcy Advertising Co. was the agency; 
Lyman Simpson, artist; Forrest Smith, art director, and Western Printing & Litho- 
graphing Co., lithographer. 
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Outdoor Advertising Art Award Winners 


Wines and Liquors 


CHAPIN & GORE »_* 


tt ee 


To sum it up, Professor- nothing equals 


No extra 


Re ee 


ONE STRAIGHT, TWO BLENDS~ McKesson & Robbins’ Chapin & Gore straight 
whisky poster came in first in the wine and liquor classification. Erwin, Wasey & 
Co. was the agency; Howard Scott, artist; Edward A. Rodgers, art director, and 
Spurgeon Tucker Inc., lithographer. Young & Rubicam was the agency for both 
the second and third place winners for Frankfort Distillers Corp. with MacNaughton 
Lithograph Co. the lithographer. Ken Thompson and Anton Bruehl were the artists 
for the Four Roses poster and Walter Glenn the art director. For the Paul Jones 
poster, Howard Scott was the artist and Jack M. Anthony the art director. 


Studies Show Many 
People Still Recall 
1948, 1949 Posters 


(Continued from Page 51) 
tested them for remembrance and 
identification this year in Cincin- 


posters remained. Al] the first 
poster said was, “Gee, I’m glad I 
waited” (referring to the post- 
war period when Chevrolet was 
urging prospective car buyers to 
wait until they could get a Chev- 
vy). 

The second — poster 
lovesick young man plucking the 


nati, Dallas, Los Angeles and New petals from a daisy. Copy read, 
Haven. “She loves me, she loves my Nash.” 
In the test the posters were 
masked, so that no hint of the fact @ Here are the comparative fig- 
that they were Chevrolet and Nash ures on how the posters scored 
(Continued from Page 51) when they were first shown and 


‘Gee. I'm glad | waited !" 


TEST POSTERS—These are the two outdoor posters that Poster Appraisal Service 

used this year to test the ability of people in four cities to remember and identify 

old posters. The Nash poster was first shown in 1948; the Chevrolet poster appeared 
in 1949. 


showed a' 


when they were re-s! the 
studies this year: 
Chevrolet Poster—\) 1) 


(Cincinnati) 
Men Women 
(‘ (¢ ‘ ) 
Remembrance .... 74.0 70.0 
Correct 
identification 43.5 29.5 
Chevrolet Poster—1953 
(Avg. 4 Cities) 
Remembrance ... 47.3 36.2 
Correct 
identification 17.5 94 
Nash Poster —1%48 
(New Haven) 
Remembrance .... 65.2 49.6 
Correct 
identification 38.0 24.4 
Nash Poster—1953 
(Avg. 4 Cities) 
Remembrance .... $4.8 30.5 
Correct LONGEST Workmen ease a jumbo “Y” into place for a new ‘Fly Eastern Air 
identification 15.5 11.2 Lines” sign in Miami. The 800’ sign is porcelain enamel on steel made by Bettinger 


Corp., which says the structure is the longest sign in the world. 


Kerker-Peterson Names Four 
Kerker-Peterson & Associates, 
Minneapolis agency, has promoted K. O 


Robert P. Thompson, head of the succeeds Mr. Thompson. John K 
copy department, to publicity chief 
copywriter, 


Webster and Robert DeHaviland 


Abbey, agency have been appointed staff writers. 


make your 
promotion 
go to town! 


a 


a 


Because they re up to four times as bright 


If you want to attract added 
attention. stimulate new action. and visible four times as far as the bright- 
speed up your promotion, use est of ordinary colors —more people see, 
DAY-GLO® Davtlight 
Kluorescent:$ Colors —the Bright- 


est Colors in the World. 


Switzer read and remember your advertisements. 


May we show you how they ve gone to 


t"| 
Bebrght . 
ase DAY-GLO 


f new Suecttcer Color Guide wall help vou 
your oun DAY-GLO color chotces and 


make 


comparisons Send for your copy —today! 


SWITZER BROS., INC. 


FIRST NAME IN FLUORESCENT COLORS 


4732 St. Clair Avenue ° Cleveland 3, Ohio 
In Canada: Standard Sales Co, 4097 Madison Avenue, Montreal 28, Quebec 
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Advertising your product both indoors 
and outdoors provides a BALANCE which 
assures continuous sales pressure. 


OUTDOOR ADVERTISING INCORPORATED 


60 EAST 42ND S&T. 
ATLANTA * BOS "ON * CHICAGO * CLEVELAND * DETROIT - HOUSTON °! 
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Is your advertising budget 
allocated to reach your customers 
in both areas? 


National Sales Representative of the Outdoor Industry 


NEW YORK 17, N. Y. 


~OS ANGELES ¢ PHILADELPHIA * ST. LOUIS ¢ SAN FRANCISCO *¢ SEATTLE 
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PRICE INCLUDED—This painted 

Los Angeles features a single item and its price each month. The company also uses 

highway bulletins to establish its name with travelers headed for the Los Angeles 
area and approximately 300 24-sheet posters for its annual sales. 


7.98 


display used by Robinson’s department store in 


Los Angeles Department Store Uses Painted 
Display to Feature One Item and Its Price 


Los ANGELES, Sept. 9—A strate-| 


gically placed painted bulletin 
which features a specific piece of 
merchandise and its price has 
proved “highly successful” for J. 
W. Robinson Co., which has de- 
partment stores here and in Bever- 
ly Hills. 

J. D. Cason, divisional merchan- 


dising manager of ready-to-wear 
for Robinson, reports that the store 
has “had directly traceable busi- 
ness at the point of sale.” 


The board, which the store has} 


maintained for two years, is locat- 
ed at Wilshire and San Vicente 
boulevards and consists of a Plexi- 
glass background with permanent 


lettering giving the store name and 


location, a changeable panel to 
display the featured item and a 
smaller changeable panel to in- 


dicate the department. 

@ When the item to be displayed 
is chosen, all sales people in the 
particular department are alerted 
and urged to promote the product. 
The merchandise is also given spe- 
cial store display during the 30- 
day period it is featured on the 
board. 

Robinson’s agency—the Fashion 
Arts division of West-Marquis— 
gets the merchandise a little more 
than a month before the board is 
to feature it and finished art is 
ready three weeks ahead of time. 

For its semi-annual major sales 


events, the store uses 24-sheet 
postings on approximately 300 
boards. Copy for these showings 


simply calls attention to the sale) 
and doesn’t list any specific mer- 


chandise. The postings 


are used | 


for an annual two-week birthday 


sale in April and the retailer’s 


traditional August sale. 


Brilliantincolor.. 
sparkling in effective- 
ness and bold in treat- 
ment, the illustrations 
become the eye-catching 
element for almost any 
type of 24-sheet poster 
design. 


DO YOU HAVE SHORT-RUN 
24-SHEET POSTER PAINS? 


SEE YOUR 


LOCAL POSTER PLANT OPERATOR 


OR WRITE 


THOMSON SYMON (CO. 
TERRE HAUTE, 


REPRESENTATION IN THE PRINCIPAL ADVERTISING MARKETS 


INDIANA 


Our New “LOCALAID” 
24-sheet poster pictorials 
are now in stock and are 
saving agencies and ad- 
vertisers hundreds of 
dollars in art and pro- 
duction costs. 


Advertising Aye, September 14, 1953 


Outdoor Advertising Art Award Winners 
Food Products 


Whats a potato 
without Morton's? 


When it rains i pours 


Pee or otieed 


TWO TOPPERS—Morton Salt Co. and Kraft Foods Co. both earned first awards in 
the food products category. The agency for Morton’s potato poster was Needham, 
Lovis & Brorby; Lyman Simpson, artist; Carl Briese, art director, and National 
Printing & Engraving Co., lithographer. For Kraft’s Miracle Whip poster, J. Walter 
Thompson Co. was the agency; Lyman Simpson, artist; George Baier, art director, 
and National Printing & Engraving Co., lithographer. In third place was H. J. 
Heinz Co. for its ketchup poster. Maxon Inc. was the agency, Al Grann, artist; Frank 
lin Kelley, art director; Continental Lithograph Corp., lithographer. 


er 


Don't Gamble - 
Investigate 


Sterling 


Akron, Ohio 


Owned and Operated Company 
Established Over a Quarter Century 
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§ Mighty good! Am BADVERTISING 
i x >A . featuring 


_YOUR BRAND 


»% Your BRAND 
CHEESE 


Full-color sales-pointed outdoor posters, 


designed by the nation’s foremost artists, 
especially to meet the sales campaign 
needs of your dairy food clients. They're 


pamex 2 ‘ offered for exclusive use on local or 
YOUR BRAND Ie a regional market level. 

oe 24-SHEETS 

-- EXPRESS POSTERS 

-- BUS AND CAR CARDS 


20+ POINT-OF-SALE STREAMERS 


: , (Ma TAKE ACTION TODAY-write or wire 
best milk & 


in town’ @ 


Owen Richards Associates 


221 NORTH LA SALLE STREET 
CHICAGO 1, ILLINOIS 
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$19 685 940 


NATIONAL OUTDOOR ADVERTISING PAINT VOLUME 
1946 - 1952 et 


1951 


$14. 796 840 
$13,567 710 


1949 


$12,369,010 
$10,710,290 
98.976. %O 


. 1947 1948 


OUTDOOR ADVERTISING INCORPORATED 


1950 


PAINT GROWS~—National outdoor advertising paint volume has more than doubled 
since 1946. Outdoor Advertising Inc., national sales organization for the medium, 
reports increasing interest among advertisers in painted displays, especially those 


incorporating three-dimensional embellishments. 


W. GLENN Hicks To Offer Four-Color ROP 


Se The Dispatch, Columbus, O., will 
offer four-color r.o.p. to its ad- 
vertisers within a year. The serv- 
ice will be made possible by the 
purchase of 21 new Goss Head- 
liner presses and the erection of 
a three-story building to house the 
units. 


L. HICKS 


marist 
ADVERT is ING 


T SIGN LO. 


NEON, ELECTRIC SPECTACULARS 
OUTDOOR ADVERTISING 
KNOXVILLE, TENNESSEE 


The First National Bank 
of Memphis 
7 CONVENIENT CFFICES 


re 
a 


Raised Letters—by Spanjer 


Consistent with the dignity and good taste expressed in this out- 
door sign by Balton & Son, Spanjer Brothers’ skilled craftsmen 
created the raised lettering for this silent salesman of the First 
National Bank of Memphis. The same skilled workmanship can be 
put into your next outdoor sign if you use wood or metal raised 
letters. Write us today and let us tell you how we may serve you 
through your regular outdoor company. . 


SPANJER BROTHERS 


CHICAGO 10, ILLINOIS NEWARK 4, NEW JERSEY 


Outdoor Sales 
Up $7,000,000 
from Last Year 


(Continued from Page 51) 


Socony-Vacuum Oi! Co. 
Swift & Co 

Tasty Baking Co. 

Union Oil Co 

William Wrigley Jr. Co. 

In reporting the rise of food 
billing, OAI points out that it par- 
allels the rise of the self-service 
stores in the American market. 
These stores now do about 80% 
of the grocery business, compared 
with about 1% in 1930. National 
outdoor volume in the food field 
has increased more than 200% 
since 1939, the year when OAI 
made its first supermarket study. 

These studies, made in 1941, 
1942, 1946 and 1952, show the nec- 
essity of eye appeal in a product’s 
packaging, and emphasize the re- 
lationship between packaging and 
outdoor advertising. It is clearly 
possible to schedule posters near 
supermarkets, and to repeat the 
impression of the package on the 
customer on her way to the store. 


s In commenting on the rise of 
the agricultural classification, OAI 
reports that agricultural advertis- 
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NATIONAL SALES VOLUME 


Advertising Age, September 14, 1953 


STEADY GROWTH—Outdoor advertising’s national sales volume will top the $100,- 
000,000 mark this year, hitting an estimated high of about $103,500,000. Figures 
for the years 1948 through 1953, as shown in the above chart, are compiled by 


Outdoor Advertising Inc., the industry's national sales representative. 


ing in outdoor increased 426.9% 
between 1946 and 1952. It is large- 
ly the history of the chemical in- 
dustry (insecticides and fertiliz- 
ers) and does not include substan- 
tial increases in the advertising 
of other manufacturers to the farm 
market—like makers of tractor 
tires, trucks or work clothes. 


$3,134,000 


National Outdoor Advertising 


FOOD VOLUME 


$14,500,000 


1952 


OUTDOOR ADVERTISING INCORPORATED 


SELF-SERVICE HELPS OUTDOOR—The tremendous growth of outdoor advertising 

food volume has been especially marked during the postwar years. The rise of 

self-service merchandising and the need for package identification have been ele- 
ments in the development of the medium’s food classification. 


Agricultural advertisers have 

been attracted to the medium be- 
cause of its flexibility, which per- 
mits following growing seasons, 
because posters can be placed on 
known routes of farmer travel, and 
because they’ve benefited in build- 
ing up dealerships (most agricul- 
tural posters carry dealer imprints 
}in block letters a foot-and-a-half 
'high) and because of its economy 
| (around 14¢ per thousand view- 
ers). 


New Business 


The industry is fairly large, pro- 
viding 24-sheet coverage in about 
15,600 cities and towns across the 
U.S. In these towns, an estimated 
1,000 plants maintain 315,000 out- 
door panels, paint and poster. 

This year the industry was 
heartened by the entry of the fol- 
‘lowing outstanding accounts: 


Marathon Corp. (Wax-tex) 

Lever Bros. (Surf) 

S. C. Johnson & Son (Carnu) 

Wildroot Co. (Wildroot) 

Thomas J. Lipton Inc. (Lipton tea) 
Reo Motors (Reo trucks) 

California Packing Co. (Del Monte foods) 
Peter Paul Inc. (Peter Paul candy) 
Packard Motor Car Co. 

| Time Inc. (Life) 


| Of these, Packard is really a 
convert which returned this year 
to outdoor after an absence of 
‘several years. 
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Best wishes to the 


WELCOME To TEXAS! 


Outdoor Advertising Association of America 


at their 56th Annual Convention 


in Houston, Texas. 


MIDDLETON INC. pattas. TEXAS 


* Largest Metropolitan Poster Plant in Texas * 
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Trends Related to Outdoor Circulation 
Per Cent Change from 1946 to 1952 


Per Cent 
1946 1952 Change 
Population (As of July 1) 140,054,000 155,767,000 +112 


Motor Vehicle Registrations 


Gasoline Consumption 
(gals.) 


Auto Passenger Miles 


34,373,002 


30,076,662,000 46,437,025,000 
540 billion 


53,258,570 +54.9 


454.4 
865 billion  +60.2 


Gemex Sponsors Jessel 

Gemex Co., Union, N.J., maker 
of wristwatch bands and straps, 
is sponsoring “The George Jes- 
sel Show,” which premiered on 
ABC-TV, Sunday, Sept. 13, 6:30 
p.m., EST. An earlier experiment 
nv Gemex on network TV was so 
successful that it was unable to 
fill all the resulting orders, the 


— 


company reports. Batten, Barton, 
Durstine & Osborn, New York, 
handles the account. 


Hoehling Heads Group’s PR 

A. A. Hoehling, formerly with 
Bell Telephone Laboratories, has 
been named public relations man- 
ager of the National Assn. of Elec- 
trical Distributors, New York. 


NEW ENGLAND STYLE—This is one of five bulletins produced by John Donnelly & 
Sons, Boston, for Colonial Provision Co. Donnelly describes the cutouts as “the 
largest ever produced in New England.” Arnold & Co. is Colonial’s agency. 
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Englander, Royal 
Metal Form Co-op 
Sales, Ad Program 


CHICAGO, Sept. 9—Englander Co. 
and Royal Metal Mfg. Co. sales 
forces are joining in what company 
officials believe is the first cooper- 
ative program of its kind. 

Both firms hope the novel ar- 
rangement will produce “one-stop” 
service for institutional purchasers 


of beds, mattresses, lounge equip- 
ment and other furniture. 
Englander’s institutional] line in- 
cludes beds and mattresses. Royal 
Metal manufactures case goods, 
and chairs, tables and accessories. 
In a joint statement, Hobart A. 
Green, president of Royal Metal, 
and Ira M. Pink, Englander presi- 
dent, said that institutional divi- 
sions of each firm will sell the 
products of the other line along 
with its own goods. The plan will 
strengthen the sales force of each 


company, they added. 

The program also includes co- 
ordination of design and color of 
equipment and combined adver- 
tising and merchandising pro- 
grams. Home offices of both com- 
panies are in Chicago. 


St. Regis Buys Cambridge 

St. Regis Paper Co., New York, 
has acquired virtually all of the 
capital stock of Cambridge Molded 
Plastics Co., which operates plants 
in Cambridge, O., and Richmond, 


; es 
— 
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Ind. It is planned to have the Cam- 
bridge company operate under its 
present management but the St. 
Regis Panelyte division will act as 
exclusive sales agent. 


Antonville Heads U.S. Plywood 
S. W. Antonville, v.p. of U. S. 
Plywood Corp., New York, has 
been elected president to succeed 
Lawrence Ottinger, who becomes 
board chairman and chief execu- 
tive officer of the company. The 
new president joined the company 
in 1921, two years after Mr. Ot- 
tinger organized the business. 
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TIRES 
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expanding Pacific Coast Markst 
in outdoor development and 


panel placement 


In outdoor plant maintainance 


and service 


For over 50 year Foster and Kieiser Company has led the way in 


outdoor advertisi@iaaaae 


More effective ma r ef coverage, Foster and Kleiser Company is the 


only plant 
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execution i 
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Company maintains Iau ee 
sentatives through of 
zation providing suc 


vertising. 


These Foster and Kleiser “ 


rsts"’ mean more sales for youinthona- | 
tion’s most dynamic mark Giannini ee 2 


0 develop showings keyed to the great Pacific 
t expansion giving comprehensive outdoor cover- 
rea’s numerous shopping centers. 

ent. Foster and Kleiser is the leader in outdoor 
Pacific Coast concern to have 
audits in major Coast cities. Research assures 
f panels to tap the traffic streams most effectively. 
plant maintenance and service results in more 


letin copy reproduction. Foster and Kleiser’s copy 
unsurpassed on the Pacific Coast. 

Foster and Klieiser 
your regional repre- 
many Coast branches—the only organi- 
Coastwide support of your outdoor ac- 


outdoor plant on the Paci fii nnnnnen nnnnnn nnn re 


Foster Kleiser ) 


—— COMPANY —- 


GENERAL OFFICE: 1675 EDDY STREET 


SAN FRANCISCO 


19, CALIFORNIA 


: COMPLETE GQUTDOOR ADVERTISING SERVICE IN OVER 450 CITIES 
WASHINGTON, OREGON, CALIFORNIA AND ARIZONA 


Marine Corps Says 
Outdoor Posters 
Help Enlistments 


NEw York, Sept. 10—Outdoor 
advertising has materially helped 
recruiting for the Marine Corps in 
this area. 

“Shortly after General Outdoor 
Advertising Co. gave our recruit- 
ing effort a shot in the arm by 
posting our Join the Marines post- 
ers at several prominent points in 
and around Manhattan,” Lt. Col. 
Carl W. Hoffman, in charge of the 
Marine recruiting office here, said, 
“we began noticing an increase in 
the number of applicants appear- 


| INCREASE RECRUITING—Outdoor postings 
| in 20 strategic points in New York City 
| have increased recruiting by the Marine 
Corps. Checks show 10% of accepted appli- 
cants were directly influenced by outdoor 
advertising and another 35% said it in- 
directly influenced them. Space is donated 
by General Outdoor Advertising Co. 


ing at our various recruiting sta- 
tions. 

“We interpreted the increase to 
the outdoor advertising. But to be 
sure, we asked recruits. 

“During July we started a pro- 
| gram of questioning each applicant 
|'to learn why he chose enlistment 
|in the Marine Corps. Of 526 ac- 
cepted applicants, nearly 10% had 
'been directly influenced by out- 
door advertising, principally by 
| the conspicuous 24-sheet posters. 
| Another 35% admitted that out- 
door advertising had indirectly in- 

fluenced their choice of service. 

“Since July, 53 is the first month 
|in recent years in which the Ma- 
rine Corps has enjoyed extensive 
| support from any outdoor adver- 
tising company in the New York 
area,’ Col. Hoffman said, “we 
compared recruiting results at this 
'station for three Julys following 
the outbreak of the Korean inter- 
vention. 

“In July, 1951,” he said, “345 en- 
listed. In July, '52, 357 enlisted. In 
July, ’53, 526 enlisted. 


“Anybody can see the signifi- 
ass of those figures,” Col. Hoff- 
man said. “The fact that the Kore- 
an conflict was drawing to a close 
this July,” he added, “had virtual- 
ly nothing to do with the increase. 
|On the contrary, many young men 
‘felt (incorrectly) that the close 
of the Korean fighting might mean 
'that they would not be required to 
choose any service.” 

' General Outdoor Advertising Co. 

is donating 20 posters at strategic 
points in New York to the Marine 
| Corps, AA was told, and will con- 
ltinue to do so for the remainder 
of the year. 


| Buys National Folding Box 


Federal Paper Board Co., Bo- 
sate, N. J., has acquired control of 
National Folding Box Co., New 
Haven, Conn., maker of cardboard 
| containers. Terms of the sale were 
|}not revealed. National has an au- 
ithorized capital of $4,000,000. It 
| will be operated as a subsidiary of 
Federal. Waldon D. Lynch, Na- 
tional board chairman, will resign, 
effective Oct. 1. 
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LAGER 


dated beer 


It's De-Bitterized!  & 


Hit em hard and fast with advertising 


that aims at SALES RIGHT NOW! 


Both Outdoor and In-Store Advertising has to work fast and sell hard... today more than ever 


So many products...so many brands...so many 
attractions in the big food markets that Out- 
door and In-Store advertising have to be out- 
standing to get any attention at all. 

We offer a complete creative staff of the 
top artists, display engineers, and experienced 
merchandise personnel combined with un- 
surpassed reproduction and manufacturing 
facilities under one roof for the production of 


all forms of POP (as well as outdoor posters). 


For POP Advertising and Posters that stop 
‘em and sell ’em, phone, write or call at our 
nearest sales and service office. 


Schmid? 


Schmidt ruwe® 


SAM FRANCISCO + LOS ANGELES 
OAKLAND « FRESNO * SACRAMENTO « HONOLULU, T.H. + SEATTLE * PORTLAND+ DENVER 
HARLINGEN, TEXAS « SAN ANTONIO * ORLANDO, FLORDIA + CHICAGO « NEW YORK 
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BRIEF—This is one of Lewyt’s new outdoor posters, showing in more than 200 cities. 
It plugs the company’s new theme, “Automatic 4-way rug cleaning.” 


Outdoor a Major 
Medium for Lewyt 


Vacuum Cleaners 


Company Uses 14,000 
Posters in 200 Cities 
for Model 66 Cleaner 


New York, Sept. 8—Outdoor ad- 
vertising has played a major role 
in the advertising strategy of the 
Lewyt Corp. ever since it brought 
out its vacuum cleaner some six 
years ago. 

Lewyt now uses more than 14,- 
000 outdoor posters in more than 


200 cities to remind vacuum clean- | 
er prospects that it was Lewyt who. 


pioneered one of the industry’s 
advances, “No dust bag to empty.” 

Local dealers have found the 
outdoor poster an effective, low- 
cost device which gives them 
blanket coverage of their imme- 
diate shopping areas, the company 
reports. In addition, Lewyt says 
that local newspaper ads (for 
which a cooperative expenditure 
of $3,000,000 is predicted in the 
next year) become much more ef- 
fective for the dealers when sup- 
ported by outdoor posters all over 
town. 


@ This year’s 


magazine as well as newspaper 


promotion. All advertising features | 
the new Model 66 with “automatic | 


four-way rug cleaning.” 

Last year Lewyt initiated its 
first outdoor program in Canada. 
A single-city trial posting resulted 


N BECKER Bros. 


the country for 


Westinghouse Electrix Corporation 


NEON PRODUCTS, inc. 


America’s largest and most experienced 
manufacturers of illuminated signs. 


600 Neon Avenue, Lima, Ohio 


in such an increase in dealer ac- 
tivity and sales that now Lewyt 
has a coast-to-coast Canadian out- 
door program in action. 

The outdoor campaign takes the 
form of a dealer imprint program, 
and the company believes it has 
the largest dealer imprint posting 
in the appliance field. Dealer im- 
prints help to personalize every 
poster, as well as tell vacuum 
cleaner prospects where to shop 
for their Lewyt. A dealer’s own 
interest in the product, the com- 
pany points out, is increased be- 


cause of his active participation in 
the program. 


® Realizing the speed at which 
outdoor posters are usually seen 
by passing motorists and pedestri- 
ans, Lewyt chooses simple, color- 
ful, hard-hitting designs. Follow- 
ing one of the principles of good 
outdoor advertising, most Lewyt 
posters contain fewer than eight 
words, and the Lewyt logo is 
prominently displayed. 

Hicks & Greist is the Lewyt 
agency. 
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Vocaline Sets Fall Drive 


Vocaline Co. of America, Old 
Saybrook, Conn., this fall will 
campaign for two new Vocatron 
intercom models. Ads will stress 
the portability of the Vocatron and 
the ease with which it can be 
plugged into any standard electri- 
cal outlet for immediate two-way 
communication. Ads will appear in 
Dun’s Review & Modern Industry, 
Electrical Merchandising, Manage- 
ment Methods, Motor, Nation’s 
Business, Office Appliances and 
Time. St. Georges & Keyes, New 
York, handles the advertising. 


outdoor program) 
will be closely coordinated with | 


repetition... 
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New TV Film Firm 


Formed in New York 


New York, Sept. 8—A motion 
picture producer, financier and a 
veteran TV program salesman last 
week joined forces to form a new 
company to distribute and produce 
television film programs. The or- 
ganization will be called Television 
Programs of America. 

Chairman of the board of the 
new company is Edward Small, 
Hollywood producer. Its president 


is Milton Gordon, a Chicago fi- 
nancier, who is financial adviser 
to United Artists. 

The third member of the trio is 
Michael M. Sillerman, formerly a 
sales executive with Ziv Television 
Programs. Mr. Sillerman will be 
executive v.p. of the new distribu- 
tion-production company, which 
is operating out of temporary of- 
fices at 729 Seventh Ave. 

Television Programs of America 
currently is negotiating for a num- 
ber of video series featuring major 
movie stars. 


Brush-Moore Shifts Four 
Brush-Moore Newspapers Inc., 
Canton, O., has promoted four ad- 
vertising personnel in three of its 
seven newspapers. Thoma H. 
Fleming, advertising manager of 
the Times, Portsmouth, ©.. has 
been named advertising manager 
of the Canton Repository. H. I. 
Bassler, present Repository ad 
| manager, will work with Mr. 
'Fleming while waiting a new as- 
signment. J. Kenneth Staats, ad 
/manager of the Star, Marion, O., 
succeeds Mr. Fleming as ad man- 
ager in Portsmouth. Donald T. 


for an idea... 


@ That's how people learn—bit by bit. Educators know 


that it takes a lot of repetition, over a period of time, to 


get information into people’s heads! 


But that’s the 


important pay-off. And repetition is the key to the power 


of outdoor advertising—because Outdoor has by far the 


highest repetition of any medium. 


After all, most folks spend a lot of time out-of-doors. 


For full information call your nearby GOA branch office 
today. Or write: General Outdoor Advertising Com- 
pany, 515 South Loomis Street, Chicago 7, Illinois. 


aa 


Grace, manager of general adver- 
tising at the Repository, succeeds 
Mr. Staats. Mr. Grace is succeeded 
by Dean W. Farmer, a member of 
the Repository retail display staff. 


‘Tribune’ Adds Magazine 

Beginning Oct. 4, the Chicago 
Tribune will supplant its Picture 
Rotogravure and Grafic Magazine 
Sunday sections with The Chicago 
Tribune Magazine. Rates for the 
new rotogravure magazine section 
begin at $3,615 for a monotone 
page and $4,550 for a color page, 
one time. The new over-all page 
size will be 104%2x127%”. 
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to finally sink in! 


Research reports that over 90% of the population is ex- 


posed to an average #100 


poster showing during its 


30-day period. In fact, the average person in this group 


sees such a poster 21 times during these 30 days. 


Here is real repetition, real selling impact! Why not let 


it work for you? Your local General Outdoor Advertis- 


ing representative will be glad to show you how. 


General Outdoor Advertising Co. 


inc 


© f. P & 
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LONG JOB-—Ghaster Outdoor Advertising 

Inc., Lima, O., says it took 363 man hours 

of work to erect this four-bulletin structure 
on the main street in Lima. 


NEW 
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This is New York! A hundred different markets in one ...a huge, Today your product musi get 
complex pattern of sales areas, some better for macaroni, from your distributors. Inj@ the . 

others for matzoths and still others for saverkraut. can be backed by a hea 
One basic requisite for the success of any sales operation A fully equipped an tra 

in New York is thorough knowledge of the market. Section by section, displays and secure the most value 
block by block, the Journal-American’s giant Sales Control Manual provides interest non-stocking retailers; report on b 

you with the necessary localized working data that lead to volume sales. and other helpful information. 
Part one ... desk top Sales Control... is by far the most valuable Part two... the extra sales pres 


guide to sales planning and efficient coverage of the New York area. backs your consumer pre-selling witl 


Know your market ... then 
EADER — al 
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get as much cooperation as possible The trends to self-service and automatic shopping demand that 
the Journal-American, your campaign you pre-sell more customers through consistent advertising. 
vy barrage of P-O-P merchandising. In New York, truly a market of millions, the Journal- 
trained staff of field men will build American reaches far more families than the two other home- 
ble shelf positions for your product; going papers ... 123,000 more than the second; 265,000 more than the third. 
on brand popularity, dealer attitudes Why not take advantage of the most powerful program for sales 
ever offered in America’s richest market? The combination of a well- 
ure of effective P-O-P merchandising coordinated campaign in the Journal-American and a sound merchandising 
aggressive dealer pre-selling. effort gives you New York’s only complete, most successful sales package. 
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La Choy Buys Garroway Outdoor Advertising Art Award Winners | 
La Choy Food Products, Arch- 

a O., has signed 7? sponsor 

of Dave Garroway’s “Today” over P ‘ 

the NBC-TV network. The fall Painted Bulletins 

campaign also includes color and 

b&w ads in American Family, Bet- 

ter Living, Everywoman’s Maga- 

zine, Family Circle and Woman’s 

Day. TV spots and business papers 

also will be used to push La Choy’s 

line of Chinese foods. Foote, Cone 

& Belding, Chicago, is the agency. 


America Lives Better 
because of... 


2? ADERTISING- 


CBS Promotes Hensley 


James P. Hensley has been ap- 
pointed an account executive in 
the San Francisco office of CBS 
Radio spot sales. He has been with 
KNX, CBS-owned station in Los 
Angeles, since 1950. He joined the 
station as a contact man for the 
food trade, and was made an ac- 
count executive for the Colum- 
bia Pacific radio network in 1952. 


ADVERTISING ADVERTISING—During the past year, 3,000 posters were used by the 

Advertising Federation of America to advertise advertising. George McMillan, 

former AFA board chairman, stands in front of one of the posters, serviced by General 
Outdoor Advertising Co. and featuring famous brand name products. 


Kittredge Joins Paper-Mate 


David B. Kittredge, formerly 
assistant account executive for Er- 
win, Wasey & Co., has been named 
advertising manager for Paper- 
Mate Eastern Corp., New York dis- 
tributor of Paper-Mate pens. 


IT’S ALL DONE WITH PAINTS—A painted bulletin featuring Southern Pacific Co.'s 
famous slogan was awarded the first prize in the painted display classification. 
Foote, Cone & Belding was the agency; Clyde Seavey of Shawl, Nyeland & Seavey, 
artist, and Link Malmquist, art director. A pair of shapely legs wearing Belle 
Sharmeer stockings won second place for Bullock’s Downtown department store. 
Foote, Cone & Belding was again the agency; Morgan Henninger, artist, and John 
Groen, art director. Wesson Oil & Snowdrift Sales Co. received the third award 
for its Wesson Oil poster. Fitzgerald Advertising Agency was the agency; Charles 
Heinzerling, artist, and Newton R. Howard, art director. 


Get the BEST in a Time Switch! 


Specify Sangamo for your lighted posters 
and electric signs 


All over the country, the posters and signs of those who know 
are equipped with Sangamo Time Switches. Why? Because 
Sangamo Time Switches control lighting with UNFAILING 
DEPENDABILITY. 


Every outdoor advertiser and sign company should have a copy 
of Sangamo Catalog No. 1010, which not only describes the 
very complete Sangamo Line, but tells how to choose the exact 
time switch to specify for any installation—figure just how much 
work it’s going to be to install—and its cost. 


the country for 


Commonwealth Shoe & Leather Co 


TASTY—A 26’ pig cutout dominates this board for Reitz Meat Co., Kansas City. The 

light-tipped wand in the pig's hoof moves back and forth between the Reitz name 

and the mustard-covered hot dog; as it touches the name the neon tubing surround- 
ing the letters turns on. Stalcup Inc., Kansas City, produced the sign. 


| 


For your free copy of this valuable reference on the various 
types of time switches, just mail the coupon below. 


NEON PRODUCTS, inc. 


America’s largest and most experienced 
manufacturers of illuminated signs. 


j7— ~SANGAMO ELECTRIC CO. SPRINGFIELD, ILLINOIS~—~4 


600 Neon Avenue, Lima, Ohio 


Please send me Catalog No. 1010 by return mail. 


a cities " aaa 
POSITION. 
COMPANY __ ee ee 
COOPERATIVE—Measuring 25x80’, this spectacular was erected on Wilshire Blvd., ADDRESS ____ —- 7 
Los Angeles, as a cooperative venture for American Airlines and Richfield Oil Corp. 
The giant plane is one-third the size of an actual DC6-B and the “Fly American” Sf eo, ee | le 


neon letters are 8'2' high. American uses three other roof locations in Los Angeles 
and Richfield employs six painted bulletins on a rotating basis. Pacific Outdoor Ad- $153-6 


vertising Co. made the co-op installation. eee aera aaa aaa aera reece 


en 
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PAINTED DISPLAYS 


SPECTACULAR | 
ELECTRICS 
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A MOTHER-PAL to her daughters, Mrs. Evans also 
manages to work part time as manager of a dry 
cleaning establishment, typical of the 39.7% of 
Negro wives who are employed. Her interest in 
her girls also extends into active PTA work. 


INTEREST IN THE ARTS is common to all members of 
the family. Mr. Evans studied three years at an 
art institute. Mother’s interest is literature. Both 
daughters study ballet. To the Evans family, a 
Negro newspaper is must reading. 


LIKE MANY NEGRO FAMILIES, that of Postal Clerk 
George J. Evans is a closely knit group. Life 
revolves around the home they’re buying. They 
invest a high percentage of their income in per- 
sonal and home commodities, own a “family car.” 


Do you recognize this family? 


E’RE NOT ASKING if you recognize the 

Evans by name or sight. We’re ask- 
ing if you recognize them for what they 
represent—a family unit in America’s 
fastest growing market. By “recognition” 
we mean, “‘Have you included them in your 
marketing and media plans?” 


Time was when the Negro was “the invis- 
ible man.”’ Some advertisers failed to see 


him as a market factor. Today’s Negro 
inspires a more realistic appraisal of his 
status as a market factor. There are 


BICYCLES FOR TWO very active daughters was a must 
purchase in the Evans’ home. Jeanne, 14, is “good 
around the house” when she isn’t busy studying or 
listening to her records. Patricia Ann, 6. is partial 
to the outdoors, and also sings on Sunday morn- 
ings in her Church's youth choir. 


15,000,000 colored Americans spending 
$15,000,000,000 this year. This is a market 
larger than greater New York! 


Four-hundred thirty national advertisers 
currently are reaching this market most 
effectively with schedules in API news- 
papers. They’re hitting prime consumer 
targets since sixty-one percent of all Ne- 
groes live in cities, and API papers furnish 
urban coverage of 26 of America’s most 
important Negro communities. 


The Evans family typifies the progress being 
made by Negroes. Their comfortable living habits 
on a modest income illustrate the evolution among 
the Negro population which has made it America’s 
fastest growing consumer market. 


“Coverage” is a timid word, however. Ne- 
gro newspapers influence the Negro com- 
munity, mold and move Negro families. 
Your buying invitation in these newspa- 
pers gets the special response API papers 
earn because of high readership (70% to 
100% for all pages, both men and women, 
a recent survey for one API newspaper 
disclosed). You capitalize on the exclusive 
nature of Negro newspapers, the only pa- 
pers written in terms of Negro interest— 
for and about Negroes. You buy extra im- 
pact, develop new’ brand preferences, 
strengthen existing loyalties. 


For a complete appraisal of America’s im- 
portant Negro market, ask for your free 
copy of the 98-page booklet, “Quick Selling 
Facts About The Negro Market.” 


ASSOCIATED PUBLISHERS, Inc. 


31 West 46th St., N. Y. 36, N. Y. 
JUdson 2-1177 


166 W. Washington St., Chicago 2, Ill. 
ANdover 3-6343 


BASIC MEDIA REPRESENTED BY API 


BALTIMORE, AFRO-APMERICAN 
BIRMINGHAM, M/iRROR 
CHICAGO, DEFENDE? 
CINCINNATI, LEADER 
CLEVELAND, CALL AND POST 
DALLAS, EXPRESS 

DETROIT, MICHIGAN CHRONICLE 
FORT WORTH, MIND 

HOUSTON, !NFORMER 

KANSAS CITY, THE CALL 


LOUISVILLE, DEFE 


PHILADELPHIA, 


LOS ANGELES, THE EAGLE 


MEMPHIS. TR) STATE 
MINNEAPOLIS, SPOKESMAN 

NEWARK, NEW JERSEY AFRO AMERICAN 
NEW ORLEANS, LOUISIANA WEEKLY TAMPA, FLORIDA SENTINEL 
NORFOLK, JOURNAL AND GUIDE 


RICHMOND, AFRO AMERICAN 
SAVANNAH, [#)8 


DEFENDER ST. LOUIS, THE A® 


SAN FRANCISCO, SUN REPORTER 
ST. PAUL, RECORDE® 


WASHINGTON. AFRO AMERICAN 
[AFRO AMERICAN 
CHICAGO DEFENDE® 


{AFRO AMERICAN 
THE TRIBUNE NATIONAL 


More Advertisers Use Negro Newspapers Than Any Other Medium Designed for Negro Families 


a ee Re ce ‘pee rey My oa 
ly eer gee eae eau a ee hee wees kK Ppa el br, 
ar’ Bog ke gens OS ghee en Ree ace ioe medica te as pe Ae Be ee tice mee eo Fat MOE tS Se cat IR See ee 
Fgpe Sehchs RUBE ioe ee Wen es oe Bee pu oi a ee Lae Pa pata hy a 06 Sis nr te Par ea ee oe, pt A Sake ae SS Ik “ 
re eared F Se SE aes Bazi Ec NR i a Secs Roe See a Same i haa ie ae en er 1 ; Fp: Wagmeaytunat a rat Sek ee 2 dey ps 
ar eee te ae ome Re Bie Se Pc. ree csi haee ET ig ga ac Nr ei acai a PS iY a's 
= oh cere acres Ae EE eae Pas a ts" in. Cees pes ier ees Set Pe els ae mS rt gs ace Oe Te © : A as ai e, 
if ss eee af Ss eee ee le ni phe BINS, eas ae % ea Ps ag ; ‘tga a aretha ~ ee oh ee hg Ss Ln ak ie SNe On lh Ave a PS eee Anke pen san ae ts Se Oe 
" a hee ee ae aioea a Be ee oe ne te Neal wk & i oe Spot ae eos Pigs eee was es : aac RRS Lora StS ee aoe Grats ahs Poh ela Wes Bae Aa cae be Cy aes i ee boa 2s 
a Ste. as . i eta ile ees a bee ee name ee ie ‘2 we a it oe 7 = 3 Fee Be a er ae x oh rene se ee ae 4 Wade ng Ben ant tear ee ae el eee ge eS Pee eee Bar’ oo eee oi > J 
Se : 2 ee ear Ef ~" { a Spee Oke Rg . ae eet. is ar oS es = : Sera eee ig NS fete Ss a gy 4 ENS cies ee ete a ie paerges. . %) »» 2 a 
- 5 ies Cae aged a) eS a eal as be ers Mahe if. a : eg E aie Sie Nag aS al Labo — s Pe Pee ok aaa eer S la. aes. 
- so se me fi oa. oe ee ee ; Sige aS ae eg e ; 5 eee Reo Me o : Pt ae ea as epee 
— ‘ Ge alge gies Werner. cgamaittay Sev Pee eee ’ Re - ie Seah hie heer ae = ats ses es 
— if pe aia ete elas che ys aaa aera oe ach Dee Be ae ee tae g sd = a SO Te pate ee oie 
5 : Faber ; Be ra ae Baas ia eatenemen hen * Shiie aye ie, ae yet ae Bee - ‘ i Soe eae 
4 ie " a oa ae. 2 Shoe as = i ee me eT OMe Pes vase 5 an sd ia Pe EIA 
r za ‘ : : Py > ae es Rey ~ Si, Dees Jae te heres Bn a i, sll ie pee it 
3 : ON ene as Baht kee aS ea a) oe eae ar as 
{ : Cae tl a ea 
See er 
» . iy 
/ 
hae? at, Saintes es Ngaio ae 1% 
; FE ae 7 ae Oe oe te 
A a Seti St eee oe Se : 
. : era a. ae ie Tico fea fh ROS ae ap 2 f ; 
— EE OS re pie ee Re EE oe e 
\ im © Se — ~— : Fi oii pink oiacs) waits baie’ ie Pe be pide? ae os : veg a ee. ee chit ea Ea 
F : ape eas ee a os AE F Z ~ oat ge | 2 ee Be oS Mey ck Oy Aes Set eS — me “oN Meee ee at. 21 rie ai 
y g a : ehh ep e de Ten: 4S Saas Sa Ie 2" a Stn ME BB ane’, : : 
‘ ae. . eee. e, : fei he eles 5 i a eprtee Dioner CS. oer MG, he aa — 
sit us : 7 Ne of earaet oe RES ae © t aah ‘goa ge len: nem eit Pay 0) ee) epee ae RE 
a i. ae | os a RET si & RE 1 ae Bs 270 an mee fe >. ee 
f yn". * zt ¥ , A wor Sy aed a ee a a i = - 
; 4 bs i 4 4 * cet in rm a 4 i as : ps = a 7“ ~ (an 
4 .% a ¢ 3 . ‘ ‘ a ome. Ns e _ i oa a eo” Se 
\ oo om i] is Ga: i re romee Bee Se Me 
\ reg ee” a “ta Es , a seas eed * ea ‘ 4 be 7 oa ae Z oe 
A > aa . ee En tie ae ho ae ~~ —— ar a (2 ie oe a 
\ ¥ dione Y . a wth — jo ‘ 7: as : -. “St g a 
‘ ia a oo fees . ae Re re 
Sag ad “= is ¥. rte a as | : inc: ies i 
me js iy - fe a ta Da Sats fas — Dee 
- em ' % a a |. 2 ae aa Oe eee, eek ge 
2 - rt q le as ee aor ee , 
7 _ ; : *) — - oe? |e ; : 
: | ‘ | - = i + OS wo 060UlUCE r ; : 
4 at « - * tA ow Sm % z : . ow 4 “ee. G e zg - 
a 4 ¢ qe" hy eee Py x i 4 i ee ae - i : a : - 
| . & ve & 4 7 es H . j ae hi its fF Fe . ai wy . : 4 
~/ "rer te aS o 4 ie . eS, Ee a 
4 4 rd oie » . : i f , . es n- efx = az a 
t CP .. e & , f | v ' >= a +e ee ae 7 a 
. Sahn “pe : Pe pe Fil : wy 
fw ; ’ ey Fee j 4 
5 : nN : By aah ' 5. Mae ae 
a : : \y i ees ee og 
i 4," = v2 yee b + f een ade le fad a Sia a ae 
= af (ae pire eae Tes Sa > ” . , : f sali eet ee { = , elie g Bice: ; d/ \ ve ‘ (aes, q 
ef SiR coe eas . ; 2 nN he « oe Se. 7 < eaieas 
i «Fae plete er ” ; b= tc eel ara é a ae i pie |} / Oe 
Y i Fe Ely. aaa : ae : , oh eee : He SE cengeebaaitis A Fi i ae 
— Fee ae = ot \%F -—~} ; ‘eae ey : ie heenws . j Bagi etl ti a ay eae 
! t eo ae 7 . : ita Fa tg ra _ . SOR ee ee ee ae ba 8 Die i ane 
a Ree Ye & , 4 * Pee _ g Soe ie Frees Cee Falnesihaga 
Jt. ee YF mat ee 28 ol : ; a ee ses 
— J , } . : Rea * eee 
7 - ~ igen #, es an 
eo < a al . € ae ae emer ate epee = 4 See 
whe ‘ . Dea Oa rane Pon apetgets ta 
E 4h i. a" ’ . Ries. = ee a Dy iii Maal 
ee Te ' a ; a SER ee ce Ss 
Bit sae eS * . gen De a eee 
: z 4 ’ Sad ee eae 
‘ a ‘ AR: fe eee “ae TN ee 
i - + ° % : : fae . Beh nts Pe 
; - : — le ee i Se ere be att ca 
f ' : 4 ‘i : ee See ay ea eae: nel 
; i = eae see. See aie 
i ‘ 3 ; 2 ee oe ee 
* ‘ ¢ ‘ : aie 24 teen ae 
‘ S : er ai , r satoners : Ze 4 uk Quay 
: pe ees ec le 3 eve i 
.™ nee “Zé * , y+ Saal we j Pee, Ss 
if , ale RS. cue : aoe 
: pach se ‘ ; “g es — ee INT he a ; 
} ¥y ah ; / j : , 5 . \ i hee Ag Spin a 4 
\ Y ; Sie Z R + a 2 ’ % , ironies Beye ® oO 
y as a He ts ’ sais ie 
} : iiatinailel A rs 
4 TS oo, ) na yg « ’ : oe4 
. Nig i ¥ 2 - ¢ 
" ear . i ex "yaa 3 ae y sl 
= 7 : + | he he. epi 
~ « 4 Py 2 ; P - a oi ., va Se . bie 
Le ? vs . : aes -# . ety os 
7 f P ~ #, ‘ ee tc it 
; . ‘ ‘ , : . : a ’ i 
/ "ag i; “” Cad : F} + ‘* « 
. “ 4 . se , fo . 2 ~ bh. y ‘ tas 
‘ & a Bie Bekes > ae » z . E , . : 
t : ast 7 or ’ ote ee ‘ . e a - . 
7 , sh 5 ate i ey % ih f { o , a - a 
4 a : Stk Segoe ae, ‘ ~~ . oreg . . t Mere 
a ’ - : see es e 4) << aw ine al wise ap ss tng a 
5 A ees sath ; eo w yaaa ey ee ri a ~ y 3 x 
P , : ee i = . < eT cle - ee. , st a f Gos 
4 i) oe ; i z, ae he ; se Mee Pe Pee ee ee 
A Ae i 7 . a a anand  & eae] —— eee ae 
, veal ee Ret i, 7 ti e JS BH ’ 4 ; i 4 meee — was 7 eS oi ae ‘ ‘ ase ee ; ee ae = . whem. ae me 
{ ae ; ae Boe i eS F die, is ie a Lee ba” Senne " 3 6 alll me ste Ls eee Le ae See hes 
yeaa So / a oe ae coe pen an ae ee: 3 ee : ge. Mae Been tS ec eae 7 . Ge Des ae ae eat ely a ee mikes 
H erat een i ie a @ e ka = : tt es Fai eh ol « “© fae vse <i Nese i aielss - OES Nh eae Pe ia es Se oe. tas ah ae 
‘ e eed cen oY A Ci TS We ee * hi 1S BR a GT ae i a Me , 7 4 ee Tied aie 
aaa : es eee Bee is Ces ane igs ny ‘ s 05 ice RN aan ae erat / Py. eace ae 
7 ae t "are Pied se Pes } : 4 —— p Pee” eT tai: , 3 i nee a i eee es Peer msi , : - aad be 
' hf’ a tor ep ae * REP PrN. A , Leah ae 2 i i ai le 4 A Bs . ee 
id dP eiiole tae i Oe Inga ee ie eS ri a ea ‘i ‘ ee Se oye 4 ANN. ss is Ie AA Ns Reta hn 
k ear aes pon x al oe tS ng a Sa " tee i ene ae gt Reo abcess yey s L seaeis: nA ha fro eee aes a NINE 
> ght Patten kelh = Eh ag ee = aap i f ‘ ral ; . % iat t 6 sie? ohne ei ee SSeS 
eee eet?! Ae Shee hd es 2) ee et ata ee Bee a =e od a mths sd a 
re ed po Se ta pes. ae Sake lS {i Sea a eS = BRE: : ak aaah s - / sn ah P Nee Oe pice é se $ 
: 4 ‘ ‘ Pree 3 ae Ppa 8 Mat pee Pas ees a, (SR cine, ia 4 f 2 gai a a jae? aera, aa oe . ie ig aes ales — Wipe 
, A. =e Berti he ig bo Sea ; Cpe 878, Poesia "iB age 2 ater tile aatt Be tee te fia eee eee ert - Bee a sas, 
‘B a Pr Bia. ccs ee eeu mene se Mais sce Sh satel pee oO een Pe 
>: H nai ae : Pras ehh a ea Ss Fe ae ss Rae Rm Bi «oy aR a a aoe fol ttt eee 
en Se ee Puen Osa te Mee one ee ee ES ne ee loc ao ac iat ae 
. Cee oe ‘ bs hg toe Rye te ee eee ares ermcret 
A F Vin ie pi ie J ; : wae re ots 
Pea ss Pie OT. ets 
. Pee 
aed 
ge at 
fax cM 
oe Ae : 
pea 
ay or 
a 
Ee is 
cc reie 
<e saeie 
I. cena i 
ee 
4 en 
Be ye 
“See 
ee 2 te 
aie = 
grat tine 
step oN 
oe 
i] ey Reig 
t Tiss) ae 
‘ Na 
; se 
oe te 
ee a 
Pre ical) 
he ae 
— ec ee: 
Sees 
ud > boii 
r \:. me 
Le ," a , aa ? . ais * VWwiiisi : pe By 
re ‘ e Raa 4 x a % +] — , es | Srait 
+ Sag . ea q gp. 4 et d ae 
OAS : oy <a al oie 
yet S , the. ae a >. al fo * i a ie mE. Feee, 
4 ee a a oy Ne? fe CEI es 
Re ; ee oe x ty ; ; 
’ é Pali Sa ts 
aa gl or, ee it ne ae e 
- . I Pea i ee r ¥ aah i : 
= # . = ye i E te, OE aie 
e - J ha “3 . : ° 
roy . ; ae Gas : 
, wen _ ; Pt eee a 
‘ pf Pe * a anh 
lll ms > Be ~ ; 
ae ame Se \ > an 
; a , e a 
y me Ae 4 SS a 4 
ae 7; ee 
as @- | 2e™ eS , 
~~ Sa : ¥ Po 
“f a 
| ee sm 5 
ie 
ee ae 
Seay 
” aah “ A a 9 3 * ee 4 eda 
NBA ey eee. ’ ee as : 7 1 enipg eae ‘ Seu eho | Be gees 
x oe ee Cre . Y ; 4 2 ‘ ap ; Ps A " ‘ * 
- { , i 1S os Bay te, x ir at aaa So Me hcmaes cueing Sean: . Os. ess: ee Fe, a o a : paso 
& ee ae ee wn N = ty % 


Oe 


7 
“ bo, -& . sie 
Fase 2 CR ig 


Baltimore! 


& 


“Boston= 


ere ete Sn ME Ck a ges TE rere ee RES. yes len eae we aes Ae ve Oe ON cr 6 Ee hs Ce at ee | CP fore nies) apie Si St, 4 WE Feet” "VP DS Stee. - “oe . a | a. eo 2 pcg aie Wax) a) ae 1. F 
hs 7 SN ee tae Se ogc hy 2 ee SR bs rie Se aan es a Pig ee Tete Ue he Sie oe ORL iy SN, aie eh nee daly tm Ame eC Ee ee fc RE 2 oS FO ge le 2 EP tal oa, Briere eMC atime hehe Tecoma Bo SSR > RRC i ER BO 
Se ees ame ete ee ence et: ces, ce ee ee lia pe eel Ree hee he ghainitice airs tears ee a OE Cee Tai Mea ioe ds ol RO A” aie eS Od et ae Bon’ 5 Oh PS rae tert WRN Soy Ree see, Cp mmas Seed apn AUS 
tahoe LP aes a Po oy ae ee tere, Pe tees a 5 one eck eo, pit ee N  e ee eee ‘Sle cages Ser ee, ena oh ei iti Gk Meena ecg eee Ree Ee Hye eat Baris ae fe allie, 7g Be , — ti NRA 1 6 he Usremcerteta, & ee dale Team ere Neat Mae cae sine: i, a: % 
San id a pare : Ba as ae ea Bee poner sae ae SE ee as cane. ane °S Nee PY an ee ae via weg, 8S oe ; i Cent gees a aes hy cas feo Wee toon wee eens pe Sear, Wi ee ee 2 
sag nit oa ea 3 oe dee _ : are i py te, (je ee, ‘ mt og ae coe oh DN F pie eae RN oo eer a 5 Be te ee a ee F % 
ips Se : « ' 5 ES at a me eck, a ; eae Be ec eon < é : Pe pega Fi Se Pt, An ge Oe oe eG Seka GG ba 9... Man 
eee ea “2 4 : 
Tt eae EE a oe i ‘ 
iy TS, ak. e % 
‘ 
‘ 
. 
: ‘ 
fy 
a ‘ 
: - | 
e. «a t 
Pa, s 7 y i Yi he , 
; GA . ‘ 
ie ' Teg ; Sone, Sea ae ee bo thy fA "Ge ieabig eS ea: OT : ee ; i 
fe eS ee es bast i Paste wos Nhat = pot + See een ee die ¢ ty la 3; a Ss ss we ar. 
ee MNS «Ree LPR oP jn eer ie als a ee eee i 4 
- EES Ge ahs Diag a: GE RS Maer esi ar Sak cae wee bs 
‘ B's ai Soe Sales eae: j ‘A oie fie aaa : Nols = Lis 
: eon , "5S PLN ie eT ye St ee ea rae Battin” at pcs “seg ; 
4 ee. eo ope seed Ne a +! gel airing ae - is 
ae eevee a ” a 24af : 
ee Be ’ p ig ere > ' 
: ar . gg er 4 a "| 
i: : i : oF » fa , E OEY ae oa iad 
“a4 ‘ + 4 Sz: es Bin aH 
¢ : tee re ‘ is ie _ 2 Se —— ; 
; pea a. Cl BR - ‘ 
: Z 4 a . ‘ ce geliia: ta i 
; i 7 is a 
yy i aeeee az ‘ j en" 
: an “ eC é ms 3 ae , 
Y i ie. a a ae ds . ae Spt 
nA i : o6 , ee te : a reas 
; an nes ae than ‘ ’ = é an 4 
' ‘ are ow roe Saad ; Pe a aia Kia, ie ae a ' ea : ; 
ree eT RE. Se aE ase a gies nacelle ile - - Sik es at ie . 
Reinet Cae ty ee Oe a ae ee Ree ie ee ee Serre ee AG i Tata de Na A Sa a 5 or Cnr as he 
Tier ats ie ool Pea Natit ree Te a Pur bs rg eee eat. wee Sse Wee ge tl ves M ge ag eo i as é eerie (Bony are ae = Sy ince eae ati eee N 
Pepe RO a hea A eT caer Pee ipa rn tach. pe a , = UR ree gS NG yOu i ae age 
aie re ee ee eG Aina: +. commeie aa ke <i Ss ee i 
Beige ‘ il aaRe INS DF BIR oc Bio ee AES ; a “ Pi i I es ie 2 net ear dee ci 
; S Js ea pats Se 2 ciate 0 24 RNS SCN Oe ae As e ‘ rey a eee ee deilemtane nat 
ie ge hee ie OWT aa yint . Pace Mane op Series uy bata Fe "eR Magee se eo Ni ee age eee ea en oo ST ocae LT Oe aan RRR. Sao UY RMR SNE 
ears ce Pee pti ca Se eae th, a te my I A RT Tee 
ss soft ack gy Sas woke eee Sc eee ; ges ax a aoe Be aie Be Eile ie ae eR ese S erat 
eet. % SU ees emery be eadisiries hd seat Ces got A a ea as a a ee fi tice ne eee Ph ate Cees ee Pee on ae 
a aris NE iy ene eee sapere) Fig ie uate ER TP Vic nc) ae: el a Ea a i ge | op 6 ern al Ue eee RSL, LT eC a te Na ieee oe" 
‘ sk oe an? si Fa Pt so ns ae ae eet oe pee Fg ee Shey rie Be Oa idler oh Spee ee Seca’ Saloatieg 
Lie Bee ce eee rene ie i ie es | : ee le ee eS, i X, aac Tog! SN eae tee ear. «7, 
ee ee aetna ne eo See ys ae ae # EZ _ a Pay ees oes Be ane ai fe tes or eee 
a: Fi ae ete ¥ wee cok Lage 6 sNews i joesene Oe Bi, Pe — Ma kee “Ts an Ss ee = 5 eR i 
at care ae Sener ge ne : Me sa CPU RNS Oe or Anes te sa teeth hetaatcy Se mline Serato ale 
= ie Reece seins, ON Ly ene Pil > j ee a hyip onan. Ft a Te gE oie 1 = ARS eS ai ARAM 
a a : ut tas y i —« ".. Sees ee Bes We cont rem aiange 2 ein (0 coin ene an a 
a sr oa re. saline i + aes EB SS : (dates bs ioe a i) app eB hs Cece = pare 
‘ Bae ae ry ~, a i - ea ee ’ Erg aaron OG! SAG ae ae A RS SN a St NR AS a PR aR “ 
Ate rh od ae rp e i OO Pw ee ee prises Figr cae RUS co ee CEA as le oe e 
aris : y psy, me . ae ig — tl Pe een RU fa! salt | eR Nt ae ea GE ate Ora Se? ee 
Ses 4 ff ae hei, Be eC Ree 5 aes pol tMee ie Nena = com se gta nS Legian Reaean Ee rtah. ditt wane ieayn ; 
Pasee j Jf ty, ce tii, a —<. . ere een | LMR oS: Spee 5, allege seagate Daa ie Bae cs 2 SS 0 7 2 
“2 + 4 te Pigg ee: ie ee; alll ei tg RM di Al Mid laa al Ea el aa ial ON mae Nee Se OTN ORE 
S CL. j : 2. og ee UU aoe ca See. eee Ss Koger Ot » 
: Ke a -, es Be i ne 
ee : ¥ a e eee: a a Oe Wn ti, oe ran ee i 
me Ty Aiea ei os ae a Se —_— BY 8 age rae ki ae et ter Lye een pee a ee ce Bees a area i 
" yser 7 4 ee oe “ey 5B Re eels 3 Sim ae to aa pe ua SA RN es (ag ats al és Brg gs 3. Pi 
a bate seer we 4 je Bo), alleeieae ama em . ce = ee ees a ene he oe Sy oe MERE Se Shy nt ee ag 
aaa ce . eee re eg ee TE ee ae ee a oe ee ere 7 
ee ths, ivf on ar oat YF ip ws ‘ “ga ae F, Caps renee De ei ee ne eee mee = — ea eee f 
he LD i te ne Se Phian, i IE Sere eae ee cea lll. .—ale 
: F “ d Boa: celal 7 eee ee Fifi ss rai my bane ile : jg Dy ee Re eee a ee ee 2 
4 ee on oe ia “4 : : F / ys 4 2 See > a. ‘ 2 | 
Hep yy ae /f - ian 4 Oe eee “ 4 —- 4 | 
ns ay sa bi: a ie i 5 i ode ‘ 
e Bane W ea We, Aled Bo i ce wee a ae ‘ ‘ P fs 
tag ag grey P Say We Reman! n . ts y i. igh: ‘ie te : Me be eats Bee 4 ‘ oe a ae ae a 9 iG E 
‘ aie a i a * me bi. é les : Aas: ad ee ; i nisi ie 
‘ ; ‘ : a a 4 aaa " # eae he 7 as ete i 5, seam ae CA) tater 
Bi y Gay . eat ™ i ‘. e an ‘ 2 ge eee é ie Soee ohana a es 
é pity : aa ae : ia: 7 . j = : ; je Pig ba Me ee “i : ae Beer he eae ates ig i sy. ae ap pase oo sere) ahs J 
Bey ee RST OS aoe u (iiiag ht aaa . @ a, 4 ee oR ee % Me ili y i wees ee ‘“ "a 5: Sn ee eae th ioet ee mW ep sees oc 
na i Ae eae eager crc a % . i= ike i ei ie ae aT ee i 
sf ae —" % ee. 7 a al ie , a thugs ne * i nik ia c an i 
ae ae Z eat Be th r _ A se ut Beg ia Wises ey, - “ A eo vate 
¢ . ee yi i. ~~ 7. ee a ‘a oF é “ 4 
. , * ee i ‘ he, ili a ’ ss P — i e 2 i 
Ne 3) a i ai, me sets <i peta , i D 4 i i i % iii ili bs , , 
Mpeg: i eee se ae ee ot ¢ ; > meet Re Oi coe ee See tape ae 
fis ‘ Par ee Lyitd Gi RO $ fs a ae ° _— ec pete % i as a ip 4 a pen ae 
Cares, “i i ee iat i tl i : ae y= A se ee 4 oe oie wees Re peat ls Wee 8 ; 
4 = = y y eS oi Vers a 4 3 * 2 -, Anta want — ak. i oe ee Pia x 
Sch ies wa - a hie ding vas mee aa 7 ay : peer Wes Rta F 
rae 7 oe is — or eon: it uy A bets ; = , Ce ee | eaten os, Pak wee Pra ah ime eect hi ‘ 7 
one ay aero oat yak Ayes : . i“ item ee 4 mes as a Sa eee. re i Me ; 
aes oe My i ae ‘ ea ) an ee _ sal go ae Steg gg 3 : 
eee ie ; £ — Peres o Ie ; ; ie i ‘* Nias. ae a a, Sion ige Coe ea a 7“ a5 a “ei e, oe ey ¥ z 
"e . ia noes 5 Ppa eh Pr ae hs... ‘a hee a, ena i@ on om 7 Beh re Ge Ce . 
eS, 5 Perey tan Marieke ‘ ill ‘ 9 gee eg eee kaw inte fe igs. ee ii, ot, eas % 
fe Pie : nok ae eae ey pitted a oe sabe in pate. see Wy, fy < oe 8 say “a ee 
Pe gs ides tae Noe a te ate le wale Gamal 2 online ERI co's Hee F 0 ice “ae “3 wie 
oe Be vrosr ones eS Kapil meee oe ie cj te 
meet ae ae See i ‘ < eee ogee f eu on e yi 
ae : ts : Caen j ie cree be oo ea 6 . 
i ; 4 meade emer oie | ‘ a Yao tae es : ei ‘ Se 4 
; : Ee Dae ae i p : ae bi f ee ebay” tar 
Pudeiti, Bebe hie, Ti). | ee eae ae Pw — Es +i “ibs ¥ cal Fe a t.. Eg oe j 
ro a aan x it Petes g . wai a Wi - ae : fey pa a ‘ j ia 3 ee 
ay : ee ed Rr | nw, ll " A pees oe ey 4 Aces 
eck, oe . <p et a . bala 
Fee ie emi: Meike atl a ¢ " " 4 a5 ; 
- Sea i ‘ ce ad 7%, % é z : : : } 
pirtog Lee esa Rss rae f - bh is “a Pe 
Ge eae Seopa ° si > me : Te Bs cali ; 
Pima st " 3 ate ‘gt } 4 , yee eee ae 
pppoe ee i 4 ao (seat ae ot pe 
[oe fe ea | ig : ae amd fhe mae ge aa : 
Ps a ‘ “a5 io us ‘ ti: ee Se 
rota, S * ‘ Bee usc rams ae ; : ; 
eT , rs | PS oy , Sree WE ee parte 
Piette ry Crde ae.) a EP oh gia ? Ne at i ee ar ee 
oe r ge — iO Scie ames ke oS ea bes nie oar Ys, 
eae. a?” 4 a ee thy Pe Meme n ra a 
fest = er ian, ae Peden ty ; — mas Fe, des: "age ; : - 
: é i ed en wis. ailpeik Nenad . seavane “ gs igs, ls is en eat we an sae 
a Puts | ee ee want id pe re eee, ae ~. m “y Pas ; 
: ~. -" ie oe ” 4 oa Me # whey . 
4 ie ae . ie 
SAS Se SK eae eS : id vi oo" eee - 43 hag ‘ 
: ae oe elegans nee See tt SS — ee . 
ae, aa i s; Wii : ‘i batts 
spans oe at ace ee ‘ ae id a, 
aot ee Rot ae ee Sh eee Bi, ae Pe 
Oe een nae \ = j wee 
ae; ue : isi / Pee j 
a Rae ———— i pie 
pete: ae 4 —— rae paces mee 
ea) 2 . oe ‘a (sue — (owes se $ ie pet: 
eral “ rae? a "a eae, aaa 35°" cai: oa , 
star % . : dn: f se a + (erece ee d er a Ke soins ee . 
: oi, he . P ae en. 
7 ? — we We syle sunsillean We es: As 
; shi P ~ ; . i, =) 3) Seed eh 
oie ae are t 7 Mae . P : . sg ES i » Lee 4 
ae ys o er r ss ; eal 
a . Oe ~~ ee ” , 
ae » AG fe oN 
a '; ‘ae 
: - ie “ " ; Sa * 
ena . oe x * * cotta ee ee itl Fi ? il 
: ae ee g wait ‘ 
a : <S ee : f aro ah yaa ¢ Wes ae . 
ni ake lacs nas “ ‘ nae ae gg Fae . 
Roar s ie went : gl te AY sb at oh Wy 
. ~ oe Fy: os sae 5) ite . . rs P - 
a ES, ‘ non ee pigene a oral Py BY ‘ 
mui ys anne ; pose } 
* 4 nee : Pe ee Bo oa le 4 . 
| ’ ae ee , 
; Sa Ne al 1 ot ae ee i : 
Lae hare A pty ; ee : na 
- Kas Fatih eae ipa : 
ee oe res, aes b ? — : 
teste: "ae Pas Be aga ct! ’ ner iy P 
ed oe 6 Bd aN y rem Soctuniiemenimmmememmmaaeeee 
See. a * vam Chevron B " 3 : . . 
ie Lg A 4 _ . 
8 Bie Rian ee nee . ee) 
Pace ae aes , ‘ om ‘ 
St ae NOE ra “ oe : 
et ree . . Hy Sie 
aes 4 R * tlhe ee : 
(oie ie 7 % , 
2 ’ , : E " 
oe a 13 Se 
Pete - Mi si ae 
BE ? a as 
o a8 a a 
ae ¥ eS & a 
2 s + a 
4 i a 
. ! “ oC 3 * 
ne ’ rice! = eS 
J “ 
Fi ‘ eer a 
: ; Ba <i ths i 
. _ . la ll Bre 
~*~. " on pe a =i, (ieee) a mee 
re OE, i ee i : a 
Ff ies a : 
’ ye ne 
i . ’ 7 ae 
4 3 = ® 
‘ : al ’ 9 
* ®, a) a4 " ae LT rt 
\ . Ga ; , [. 
\ j ——) 0 
‘ ; . - Ey 
5 ate 4 ‘ <¥ ., 7 
oa ss / ‘ ‘ : = 
: - =e i .. tau 7 
ie — iat aes cs oe, a ; 
ions : Peat: mele ae © , J an “3 
oe EE en” 
eines, i | Cee es : i 2 ior ego ee So 
| Fee Ne . es megiaee 4 ; 
‘ a | tie ae % bho hwy eto 3 on: 
vas : ee E 4 a, BE ; a 
= y Hi . # = a a ; aad 
et ewer eo ~~ . i 
P “octet ai silat ae bn nh 
‘ ae gin ad . ¢ ~ i 
a % 4 : z 7 bi y 7 2 i‘, Sag r es < - P ; : ; a ] 1 f 4 aM ’ 
foes a es Go Pic Re Re ee PAIR anh ye ati Teen tt em fe ton. aide ete gs < ie ORT DEL ail oar ese SE ae ed Wey ee et pe Gale ani : aie Ah i ee Sica kiss hey ee Se 


hi ltt 


Se eS a ae > 


i 


= —— 


ALES... by Markets 


INDIVIDUALLY — SECTIONALLY — NATIONALLY 


You can make your sales moves in your 


strongest or weakest markets, or make counter moves 


in markets where competition is toughest. 


You can plan big plays for Chicago or Detroit alone. 
Or you can move in New York, San Francisco and Boston at the 
same time. Or you can make a master move for sales 


and sweep the board from coast-to-coast. 


You can make an infinite number of plays and 
moves in Pictorial Review. It’s flexible, whether your sales 
problem’s national, sectional or local—in 


any one or all 10 major markets. 


DISTRIBUTED WITH 
THE FOLLOWING 
SUNDAY NEWSPAPERS: 


Pittsburgh Sun-Telegraph 


Represented Nationally by Detroit Times 
HEARST ADVERTISING SERVICE Chicago American 

959 Eighth Avenue, New York, N. Y. Milwaukee Sentinel 
Offices in Principal Cities New York Journal-American 


eo) 


Boston Advertiser 
Los Angeles Examiner 
San Francisco Examiner 


(©) © © © Seattle Post-Intelligencer 


Baltimore American 
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Shell Gets Fast 
Service on Signs 
for New Gasoline 


NEw York, Sept. 8—A stepped- 
up production schedule for vast 
amounts of outdoor advertising 
material resulted in what one sup- 
plier called the “fastest production 
job in 51 years,” when Shell Oil 
Co. accelerated its distribution of 
gasoline with TCP earlier this 
year. 


TELL AND SELL YOUR STORY 
WITH GENUINE PHOTOGRAPHS 
8x 10's = Post Cards = Tip-ons 


Miniatures Portfolios—. Business Cards 


THE GROGAN PHOTO COMPANY 
FTN. Bahis St, Danville, Miinots 

» EC MICAGO OFFICE : 
WEbstir 9 3219 


122 ey Mich yan Aue Prone 


FAST JOB—This is one of the many different types of outdoor material that suppliers 


turned out in record time to tell 


Shell Premium gasoline, with 
the new ingredient, was introduced 
in 16 cities on May 26, with a grad- 
ual increase leading to full na- 


about Shell’s new TCP gasoline. 


tional distribution scheduled for 


completion by the end of August. 


However, when demand caused a 


|speeding up of the blending pro- 


ec RES ih ISR ae 
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cess, the new product became 
available throughout the country 
about 60 days earlier than had 
been expected. 


| This speed-up put a terrific 


strain on the suppliers producing | 


, the outdoor point of sale material. 
What most production men esti- 
mated to be a six-week job was 
completed in ten days, at the end 


‘of which time there had been) 


/tuaned out 18,000 pole signs 2x8’, 
'each mounted on 75-pt. weather 
resistant cardboard; 22,000 cloth 
_ banners 10x3’; 20,000 pump spin- 
/ner sign panels and 25,000 metal 
| parts to go with them; 60,000 pump 
| stickers; 19,000 sets of six window 
streamers each, and 7,100 car 
bumper strips. 

The two items that presented the 
most difficult production problems 
were the pole signs and banners, 
because of the cardboard mount- 
ing, grommeting and hand sewing 
involved. These. along with the 
| spinner panels and pump stickers, 


This 
is 
interest 


1S 
HNTHUSIASM! 


sie | 
AMERICANWEEKLY 
creates HNTHUS [ASM 


Growing! Growing! Growing! ...The American Weekly, with its Sept. 13th issue, 


hit an all-time high in advertising revenue for a single issue— 


and current estimates indicate a gain of over $4,000,000.00 for the year! 


*Enthusiasm is interest raised to the buying pitch! 


| 


| a 


| 
| 


A PROBLEM—These pole signs presented 
a tough production problem, due to the 


cardboard mounting, grommeting and 


000 of these in its new gas promotion. 


were produced by the Chicago 
Show Printing Co. 


® Work began June 3, when 600 
of the company’s 850 employes 
were taken off other jobs and put 
on the Shell orders, working dou- 
ble shifts. Sheets were printed, 
lacquered, dried and made ready 
for mounting within six days, 
about half the time that had or- 
iginally been estimated for the 
making of plates alone. 

Typical of the ingenuity with 
which the task was accomplished 
was the means used to speed up 
the lacquer drying. A continuous 
web belting was run through ovens 
135 feet long, normally used for 
the manufacture of Mystic Tape, 
made by the printing organization. 
As the Shell sheets were lacquered, 
they were fed directly on to this 
continuous belt. Drying time was 
thus cut to five minutes, instead 
/of the usual 12 hours. 


|@ To get the job out on time, the 
entire staff pitched in. Artists, en- 
gravers, and other skilled crafts- 
/men, for instance, helped in setting 
200,000 grommets by hand. 

' The Bryan-Elliott Co. New 
York, which handled much of the 
outdoor promotional material, 
“carried out a virtually complete 
factory reorganization” to meet 
Shell’s needs, according to a com- 
pany spokesman. In the middle of 


YES, BUDDY........ 
YOU'RE BIG BUSINESS 


You servicemen and your families 
spend 7 BILLION dollars on con- 
sumer goods yearly. Smart adver- 
tisers sell to you with ads in the 
network of weekly service news- 
papers. 

GREATEST SERVICE COVERAGE 
Lowest Cost PER 1,000 READERS 


Market data book yours for the 
asking at nearest office. 


ARMY TIMES - NAVY TIMES - AIR FORCE TIMES 


ARMY TIMES 
PUBLISHING CO. 


3132 M. ST. N. W. 
WASHINGTON 7, D. C. 


Branch Offices in: NEW YORK - LOS ANGELES 
PHILA DELPHIA- SAN FRANCISCO- CHICAGO 
LONDON «- PARIS + FRANKFURT - TOKYO 


Sa 


hand sewing involved. Shell is using 18,- 
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processing a moving display, con- 
sisting of a large hand with three 
lollypops swinging back and forth 
behind it, when the TCP orders 
came in, the company found it 
necessary to replace all the word- 
ing with overlays. 

This was done on the hand por- 
tion of the display by using paper 
fasteners punched through two 
thicknesses, exactly die-cut to fit 
the portion to be covered. For i 


lollypops, new lettering was silk 
screened in Day-Glo colors on 
Kleenstik, and applied directly | 
over the old wording. 


@ The day after this work was)| 
started, the same company re-— 
ceived an order for 7,100 car bum- 
per posters, to be silk screened in 
three colors, 
shipped in 10 working days. And 
24 hours later came a request for 
19,000 sets of window streamers, 
composed of six streamers to the 
set, in as many different com- 
binations of Day-Glo color. Bryan- 
Elliott screened, cut apart and col- 
lated these 114,000 pieces, fastened 
the sets together, and shipped them 
to more than 900 different destina- 
tions in less than three weeks. 

To get this huge amount of point 
of purchase material to all its local 
destinations, three air-forwarding 
concerns were used. Biggest rush 
was to the Pacific Coast, where 
product distribution had been com- 
pleted by June 16. About 62,000 
lbs. of materials were shipped 
west by air from New York and 
Chicago, some by chartered planes. 


Parker Joins Wallace Witmer | 
William H. Parker, previously | 
an account executive for Gerald T. 
Le Fever & Associates, Little Rock 
agency, has been named to the 
staff of Wallace Witmer Co., Mem-_ 
phis newspaper representative. 


Ramey to Timken-Detroit 

_ Sherman T. Ramey, formerly 
advertising manager of American 
Hospital Supply Corp., Chicago, 
has been named advertising man- 
ager of Timken-Detroit Axle Co., 
Detroit. 


GE Promotes Jack Beldon 

Jack S. Beldon, with General 
Electric Co. since last March, has 
been promoted to manager of mar- 
keting of the air conditioning divi- 
sion, Bloomfield, N. J 


Hoefer, Dieterich Joins 4 A’‘s 

Hoefer, Dieterich & Brown, San 
Francisco, has been elected to 
membership in the American Assn. 
of Advertising Agencies. 


AIR FORCE DAILY | 
RIGHT! JUST FOR YOU 


AIR FORCE PERSONNEL 


and your families in Great Britain 
Europe and North Africa. Circu- 
lated from London 5 days a week. 
Parallels the sweep of AFEx (Air 
Force Exchange) System through- 
out England, Europe and North 
Africa. Reaches American con- 
sumers abroad. 


Get advertising rates from nearest 


office. 
AIR FORCE DAILY 


an 
ARMY TIMES PUBLISHING CO. 
publication 
HOME OFFICE 
3132 M ST. N.W., WASHINGTON 7, D.C. 
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102 Park ST. W. 1, LONDON 
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Branch Offices in: NEW YORK + LOS ANGELES 
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EYE CATCHER—The Imperial bottle oa this Hiram Walker & Sons display is outlined 
with white neon tubing and its plexiglass label has back lighting. Face of the crest 


is done in gold leaf and paint. Walker & Co., Detroit, handled the installation. 


| de 


You Cover— 


i 4 
13.4 QUAD-CITIES § 
WHEN YOU USE THESE NEWSPAPERS! i 
Read by 57% of a2 all Quad-Citians 


ROCK ISLAND 


. alee 


Binet 


Notional Representative 


grommetted and ~ 


Millions of nickels in juke boxes tell 
the story of the Italian Influence on modern 
American life. They go to pay for repeated 
playings of American hits based on Italian 
Originals. 


More and more American hit tunes, 
such as those pictured above, are adapta- 
tions from Italian press songs. In their 
Original form, WO was first to bring 
them to American airwaves. What is today 
a nationwide hit may have been familiar, a 

ear and more ago, to over two million 
talian-Americans to whom WOV directs 
its Italian-language broadcasting. 


In every phase of American life, 
Italian creativeness makes its daily con- 
tribution. From music to motor cars, from 
fashions to films to food, Americans have 


eagerly accepted the good things the Italian 
Influence brings us. 


In New York, with the greatest Italian 
opulation of any city in the world, the 
talian Influence makes its first and most 
penetrating impact. WOV will show you the 
way to turn this Influence to the profit of 
the product you advertise. 


Representatives: 
John E. Pearson Co. 


730 FIFTH AVE., NEW YORK 19- ROME STUDIOS: VIA di PORTA PINCIANA 4 by 
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Aubrey, Finlay Names Kuehn 


Kenneth M. Kuehn, previously 
a copywriter and account execu- 
tive on agricultural accounts with 
Campbell-Sanford Advertising Co., 
Chicago, has joined the copy staff 
of Aubrey, Finlay, Marley & Hodg- 
son, Chicago. 


Condon Joins Gil Sayward 


Nicholas M. Condon, for the past 
10 years in the advertising depart- 
ment of the Miami Herald, has 
been named senior account execu- 
tive and sales supervisor of Gil 
Sayward Associates, Fort Lauder- 
dale, Fla., agency. 


The 
CHICAGO AMERICAN 
has 40% of its 
city circulation 


home delivered _ 
largest evening 
home delivery 
in Chicago 


‘Wall Street Journal’ Boosts 2 | 


The Wall Street Journal has) 
named two new regional advertis- | 
ing managers. Frank Griswold, | 
who has been Pacific Coast adver- | 
tising manager since January, | 
1951, has been appointed adver-| 
tising manager of the midwestern | 
edition in Chicago. Jack Beiden- | 


_kapp, previously on the Los An-| 


'geles staff, succeeds him in San 


| Francisco. 


_Stewart-Jordan Names Blum 


| Stewart-Jordan Co., Philadel- 
phia agency, has named Charles 
Blum as a consultant in agricul- 
ture and horticulture. Mr. Blum is 
founder and president of Charles 
Blum Corp. His 46-year-old agen- 
cy will continue to serve a special 
group of clients, many of which 
have been the Blum agency’s ac- 
|}counts for 35 years or more. 


Coggin Appoints Brandon 


| N. W. Brandon, formerly cre- 
ative director and account execu- 
tive for Noble-Dury & Associates, 
Nashville, has joined Coggin Ad- 


| vertising Agency, Nashville. 
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EMENT STORM SASH! 


’ 


625 Williamson Bldg. 
Cleveland 14, Ohio 


520 N. Michigan Ave. 
Chicago 11, Ill. 


4433 Crenshaw Blvd. 
Los Angeles 43, Calif. 
22 Marietta St. 
Atlanta 3, Ga. 


Final results of a survey (just completed) among drug and 
toiletries company presidents, sales managers, ad managers, V.P.’s, district 
managers, prove once again that no advertising publication matches 
DRUG TRADE NEWS’ coverage of the important media-influencing 


executives. 


Take presidents for example ... the majority are DRUG TRADE 
NEWS readers . 


.. by a wide margin! 


SPPPPRTeTre. DRUG TRADE NEWS 
Ae eee ee Advertising publication A 
Recess banceen Advertising publication B 
rere rer Advertising publication C 
rere Te Advertising publication D 
ewer ee Advertising publication E 
ead vnc ened Advertising publication F 


Here is positive proof that if you are not now using DRUG 
TRADE NEWS, at least 50° of drug and toiletries company presidents 


are not getting your story! 


Make sure these presidents, along with all the other company 
executives who influence media buying know about your market and 
medium... put DRUG TRADE NEWS first on your list of publications to 
sell the important drug and toiletries market . . 


field in expenditures in consumer media. 


Like presidents, the rest of the top management team rates 


ON 
REACHING THE 
TOP 


Take Presidents For Example 


DRUG TRADE NEWS tops. See the next ad of this series. 


DRUG TRADE NEWS 


330 West 42nd Street, New York 36, N. Y. 


. second only to the food 


MEDIA’S BEST MEDIUMTO SELL MEDIA’S BEST CUSTOMERS 


ee sey 


THEY HAVE KID SALESMEN—Frank Russell (right), president of F. Cc. Russell Co., 
with Paul McCormick, his director of advertising and public relations. They‘ve 
recently set up a sales training program for boys and girls. 


Rusco, Fixer of Broken Windows for 
Sandlotters, Now Pays Them to Sell 


(Continued from Page 2) 
in four colors. The agency is Gib- 
bons-O’ Neill. 

The publicity-conscious Mr. Rus- 
sell saw to it last March that its 
19,000,000th window was installed 
_in the Baseball Hall of Fame at 
Cooperstown, N. Y. Then the 10,- 
090,000th theme was _ pushed 
through print ads, window stream- 
ers and TV spots for local dis- 
| tributors. 


_@ Recently, Mr. Russell, who is 
the owner of a Horatio Alger 
Award for achievement in busi- 
ness, launched a “Junior Sales- 
man Training Program” for boys 
and girls between 12 and 16 years 
old. 

Youngsters who want to earn 
pocket money and learn to sell 
may get in on the program by 
visiting their Rusco dealer or their 
school’s vocational guidance in- 
structor. They'll get a_ training 
manual, a guide called “Fifteen 
Points for Effective Selling,” a bi- 
ography of Mr. Russell and an 
identification badge. 


s The program specifies that each 
junior salesmen gets 50¢ for every 
attempt at a sale, whether success- 
ful or not. A successful sale brings 
him $1 plus a percentage, later in 
the year, of gross sales. The two 
leading junior salesmen in each of 
137 Rusco distributors’ areas get 
a $25 savings bond. Three national 
winners receive $100 in bonds and 
a trip to the company’s Cleveland 
or New York offices. 

Putting youngsters on the Hora- 
tio Alger highway “is an invest- 
ment in the future of our country,” 
said Mr. Russell. And it also is a 
publicity gambit calculated to do 
Rusco windows no harm. Last 
April, when a “Mrs. Philadelphia” 
was named at a time when Rusco 
staged a special exposition in that 
city, Mr. Russell went to a city 
court judge to have her title sus- 
pended for 24 hours so the girl 


could appear as “Miss Rusco— 
1953.” 


® Mr. Russell believes the combi- 
nation window market is current- 
ly at about 12% saturation. “I don’t 
see how the market will be sat- 
urated in my lifetime,” he said. 

He thinks double windows will 
be the rule, not the exception, in 
five years to get the best results 
out of heat in winter and air con- 
ditioning in summer. 

“Air conditioning,” he said, “is 
|a great help to the storm window 
| business.” 
| The best market for his product, 
he is convinced, lies in the South. 
“Our windows save fuel, but the 
spur in the South is air condition- 
‘ing. One month recently, people 

in Charlotte bought twice as many 

Rusco windows as Boston. Our 
North Carolina business is bigger 
than all of New England.” 
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INTRODUCTORY—To introduce its new 
20 Ib. saw, McCulloch Motors Corp., Los 
Angeles, is using four-color pages in Oc- 
tober issues of Life and The Saturday 
Evening Post. Two-color insertions in sev- 
eral other consumer magazines have also 
been scheduled. West-Marquis, Los Angeles, 
is the agency. 


Princess Pictures 
to Make Full-Length 
Films for Television 


New York, Sept. 9—Television, 
which hitherto has had to take 
feature length films after motion 
picture theaters have had a crack 
at them, is coming into its own. 


Princess Pictures has announced | 


its intention to make feature mov- 
ies—some of them in color—for 
television. These movies, to be 
produced both as full length fea- 
tures and in 54-minute versions, 
will be offered to theaters follow- 
ing their TV showing. 

Princess Pictures is headed by 
Burt Balaban, former Paramount 
Television and Paramount Pictures 
executive. Princess Pictures’ films 
will be distributed by Vitapix 
Corp., a film syndicate owned by 
a group of independent TV sta- 
tions. The films will be distributed 
to shareholder stations, and also 
will be made available to outlets 
in other TV. markets. 


® Vitapix, of which Frank E. Mul- 
len is president, also has been as- 
signed movie distribution rights 
for theaters. 

Mr. Balaban emphasized that his 
films, the first of which is expected 
to be ready in January, can be run 
by the stations as one-hour pro- 
grams or as feature length movies. 


One of the first productions may | 
star Melvyn Douglas and Ruth) 


Roman. Several screen star names 
have been lined up. 

None of the Princess Pictures or 
Vitapix principals seem concerned 
by the fact that theater owners 
might not be interested in ex- 
hibiting a movie after their po- 
tential audience has been cut down 
by people having a chance to see 
it free on TV. They point out that 
many good movies are re-released 
and that there has been much talk 
of showing TV’s best film shows, 
such as “I Love Lucy,” in motion 
picture houses. 


Two Appoint McHugh Co. 
Phil D. McHugh Co., Los An- 


| 


ges THE fthenayt sw mod) Introductory Drive 


Set for New Cutex 
Chip-Prooft Polish 


STAMFORD, CoNnn., Sept. 9— 
Northam Warren Corp. will intro- 
| duce its new Cutex Chip Pruf nail 
| polish Sept. 15 with advertising in 
_70 newspapers in 45 markets, sev- 
‘en national magazines, and a spe- 
‘cial sampling program. 


| 


59¢ Stay Fast Cutex lipstick the 
customer will be given a free bot- 
tle of the new Cutex Chip Pruf 
nail polish in a harmonizing shade. 
The sampling promotion will run 
through Oct. 15. 

The theme of the national cam- 
paign featuring hand care prod- 
ucts will stress “Hands Up for 
Beauty” and will stress the im- 
‘portance of good grooming. 

Special point of sale materials 
have been prepared for the promo- 
tion including window streamers, 


counter cards, bin cards, banners 
and new window display material. 
Magazines to be used include 


87 


Colonial Dames Campaigns 


A saturation spot schedule on 
key radio stations in five West 


Life, Photo-Play, Screenland, Sev- | Coast cities has been launched by 
enteen, Silver Screen, Today and)|Colonial Dames Inc., Hollywood, 


True Story. 


through the Hollywood office of 


J. M. Mathes Inc. is the agency.| Geoffrey Wade Advertising. Bulk 


Smith Promoted to Ad Head 


William Smith, western adver- 
tising manager of Hospital Man- 
agement, a Clissold publication, has 
been promoted to advertising man- 
ager. 


‘of the spots will feature Colonial 
‘Dames Cynergic oil, one of the 
‘products in its line of cosmetics. 
‘Spots will run at the rate of ten 
‘per day on KLAC, Los Angeles; 
‘KGO, San Francisco; KXOA, Sac- 
‘'ramento; KRSC, Seattle, and 
KUGN, Eugene, Ore. 


| With the purchase of a regular 


} 


| 


| 
| 
| 


| 
| 


| 
| 


geles, has been appointed to han-: 


dle advertising in newspapers and 
radio for Washington Carpet Co., 
Los Angeles. The agency also has 


been named to handle advertising | 


for the Los Angeles division of 
Columbia College, featuring pro- 
fessional training in_ television. 
Newspapers, radio, TV and other 
media will be used. 


Carrier Shoe to Reynolds 


J. D. Carrier Shoe Co., Toronto | 


maker of casual shoes and Duty) 


Oxfords for nurses, waitresses, etc., | 


has named E. W. Reynolds Ltd., 
Toronto, to handle all its advertis- 
ing. Plans are being made for pro- 
motion of Duty Oxfords this fall. 
Daily newspapers, car cards and 
display materials will be used. 


Bedeviled by 
high costs? 


One place you may be able to save far more than 
you realize is in printing costs. 
For instance, if your company uses folders, booklets, 


and similar sales materials, a big share of every printing 

bill is probably for fine enamel paper. But what brand? 

That’s the key question, because today enamel 

papers of identical quality are no/ all the same price. 
Consolidated Enamel Papers average 15 to 25% 


below the cost of old style, 


premium-priced enamels. 


The sole reason is the modern, one-step enamel paper- 
making method Consolidated pioneered. It eliminates 

several costly operations still necessary to other makers. 
The resulting savings are yours for the asking. 


free escape ! To prove that Consolidated Enamels cut only 


under identical conditions 


letterhead today? And let the cost 


& 


PRODUCTION GLOSS * MODERN GLOSS * FLASHGLOSS + PRODUCTOLITH + CONSOLITH 
CONSOLIDATED WATER POWER & PAPER CO. 


If the results aren't equal or superior in every way, you 
haven't lost a thing. So why not drop us a note on your 


costs, not quality, we'll be glad to send you a generous supply 
without obligation. All we ask is that your printer run them 


with the paper you're now using. 


devil take the hindmost. 


ENAMEL 
PRINTING 
PAPERS 


* Sales Offices: 135 S. La Salle St., Chicago 3, Ill. 
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Advertisement’ 


What happens when 


Omaha ? 


MAHA might be described as the city where the Amer- 
QO ican Dream is realized in its most practical forms. 
The busy center of the nation’s breadbasket, Omaha is 
the biggest cattle market in the world, and also a major 
food-processing center. Staples like butter and bread are 
such stuff as its dreams are made on. 


Practical Omaha sees the future in terms of insurance 
(38 companies have home offices here) and one of the 
nation’s most ambitious plans for civic improvement. 


The Omaha planning commission keeps eternally 
busy expanding industrial, real estate and railroad facil- 
ities, airports and television stations. It is now working 
with the Army on the Missouri River Valley Project, 
which will eventually protect a sixth of the nation 


hits 


against floods like the 1952 disaster. 

In Omaha, as in city after city across the nation, 3 out 
of 5 citizens are readers of LIFE*—making up the largest 
audience of any magazine. 

On these pages, you see some examples of what hap- 
pens to institutions, industries, business and people 
when LIFE hits Omaha. 

You see how packer, hunter and hotel owner—fashion 
expert, hospital patient and army engineer—each feels 
and responds to LIFE’s personal, powerful way of re- 
porting the news in pictures and text. 


*From: A Study of the Household Accumulative Audience of 
LIFE (1952). by Alfred Politz Research, Inc. A LIFE reader is 


any person who has read one or more of thirteen issues. 


What happens to PEOPLE... 


MARY SCHULTE, of Norfolk. Neb., 
learned to walk again after polio 
struck. LIFE’sstory (2/23/53) about 
Mary’s treatment at an Omaha hos- 
pital evoked nationwide response. 


ARTHUR STORZ’S hunting lodge 
was in LIFE (9/18/50): “1 got let- 


ters from all over the U.S., an amaz- 


ing reaction. LIFE’s interesting 


articles are most widely read.” 


FLOOD CONTROL engineer, General W. F. Pot- 
ter: “LIFE’s story on the Missouri Basin flood 
alerted the people, brought public attention to the 
fight being waged against such unnecessary losses.” 


What happens to INDUSTRY... 


UNION PACIFIC R.R. President A. FE. Stoddard: *In addition to con- SWANSON & SONS Food Com- CUDAHY PACKING CO. Presi- INDUSTRIAL BUILDERS Fd Fos- 
sidering LIFE an excellent advertising medium for reaching the people pany Directors G. C. and W. C. dent Louis F. Long: “We get LIFE — ter and L.Smetana appeared in LIFE 
who travel and ship, I find its coverage of western news of immeasurable Swanson: “When we were in LIFE, — at home and always enjoy it. Ithasa in 1947. Says Foster: ‘When impor- 


assistance in keeping up with events in the 11 states served by the U.P.” we quickly felt its impact on sales.” great influence on the community.” tant things happen, LIFE is there.” 
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CATTLE SAY OMAHA as surely as steel 
says Pittsburgh and automobiles, Detroit. No 
other city in the world markets so much beef. 


A 4 “i [a 7 om. 


THREE-GENERATION family of Busekists appeared in LIFE (7/7/53). Says Stephen BOYS TOWN Director, Father Nicholas H. Wegner succeeded famed Father Flanagan in 


Busekist: “I never knew the world was so big until we appeared in LIFE. We heard from 1918. He says: “It really helps these boys to read LIFE, because it gives them such a vivid 
war-torn countries asking for something to eat or wear. One son and a daughter started picture of the world. Visual education through LIFE’s pictures is interesting and eflective, 
correspondence with people in Holland and the Philippines. It was quite an experience.” geographically and historically. [It always seems the first magazine our boys want is LIFE.” 


What happens to BUSINESS... 


MUTUAL OF OMAHA Pres. V.J. BRANDEIS STORE Ady. Mer. EPPLEY HOTELS CO. Pres. F. Fp- HINKY DINKY Stores Pres. J. M. 
Skutt: (with Dr.N.L. Criss) “LIFE’s Jenny Feldman: *Tie-ins with LIFE pley: “LT read LIFE every week, and = Newman: “Food products adver- 
scope keeps me up on events in all have built up our fashion prestige. know that our guests do. too. LIFE tised in LIFE move quickly off our 


states wherewe have branch offices.” and do a tremendous job of selling.” readers learn more. and see more.” shelves. If it’s in LIFE, we stock it.” 


LIFE, 9 Rockefeller Plaza 
New York 20, N. Y. 
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Collins Joins Marsteller 


D. R. (Spec) Collins, formerly Gabriel Massimi, formerly with | 
a v.p. of Aubrey, Finlay, Marley Chapman-Nowak & Associates, 
& Hodgson, Chicago, has been Syracuse, has joined the copywrit- 
named a v.p. in the Chicago of- ing staff of VanSant, Dugdale & 
-seelh of Marsteller, Gebhardt & Co., Baltimore. 

eed. 


Names Gregory & House 
Holmes & Associates Moves Gregory & House, Cleveland, has 
Jack T. Holmes & Associates,| been appointed by Lucky Plastics 
Fort Worth agency, has moved into Inc. to handle advertising for Rain 
larger quarters in the Continental Dears, transparent snow and rain 
Life Bldg. boots for women and children. 


Massimi to VanSant, Dugdale | P]qyskool to Repeat 
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jand a watch as well as other| 
awards. 


Philly TV S h ow for | Success of the show in Philadel- 


. _phia was indicated by the fact) 
Children in Chicago 


\that, although set for the post-| 
Christmas season of January-Feb- | 

Cuicaco, Sept. 9—Playskool Mfg. ruary, traditionally the lowest 
Co. will bring its “Pioneer Play-| point in toy sales during the year, 
house” TV package, which was so| stores repofted selling more than 
successful in Philadelphia, to Chi- three times the volume of the pre- 
cago, beginning Oct. 9. vious year’s peak. 

The program, scheduled for a, Plans for the Chicago promotion 
13-week cycle over WBKB, Satur-| include window decals, streamers, 
day mornings 11-11:30, will repeat counter cards and other promo- 
Lincoln Logs building contest for-| tional material. 
mat introduced in Philadelphia. Friend-Reiss-McGlone, New 
Bob Atcher will emcee the show| York, is the Playskool agency. 
and fill in with tales and tunes of 
the Old West between the Gene! Laborie to Donahue & Coe 
Autry film serial, “The Phantom! a, part of a merchandising and 
Empire,” main feature of the show. marketing services expansion, 

|Donahue & Coe, New York, has 

® The Lincoln Logs building con-| appointed G. Walter Laborie as di- 
test uses five youngsters between /|rector of merchandising and sales 
six and 11 who build log projects, Promotion and Jacob Rosenthal, 
before the cameras. These children, | With the agency for the past five 
whose applications to appear are | YC4"S; as director of marketing 
7 oo : and research. Mr. Laborie was for- 
submitted through cooperating toy | merly with Lever Bros. Co. where 
and department stores, compete for he was successively general pro- 
top prizes of a Roadmaster bicycle motion and general sales manager. 


PENNSYLVANIA'S 3rd MARKET 


(SCRANTON and WILKES-BARRE) 


The Scranton Times 


The true Scranton-Wilkes-Barre area is exactly the same as it has always been. For 
statistical purposes the U.S. Census Bureau recently divided it into two county areas, 
but this did not change the geography. These counties are so closely allied that it is 
almost impossible to tell one from the other. There is no boundary line distribution- 
wise as the major chains and wholesalers will testify. 


The City of Scranton is larger than Wilkes-Barre. The two areas combined, 620,000 
population and 176,000 households, definitely makes this the THIRD MARKET in 
Pennsylvania, and actually the 24th Metropolitan County area in the country. 


~"Teaasrom mong 


ao ®% 
The Scanton-Wilkes-Barre 
Metropolitan Area 
Population Excluding 
~ Hazleton 


not under the influence 
of Wilkes-Borre papers 


620,000 


.- (U.S. Census Report 1950) 


The SCRANTON TIMES Delivers 
79.8% COVERAGE 


in the Scranton City Zone 


66.2% COVERAGE 


in the balance of Lackawanna Co. 


For more than fifty years the Scranton Times has 
been the leader in Scranton in editorial content, 
circulation and advertising acceptance. Because of 
this dominant position we repeat, you cannot sell 
Pennsylvania's Third Market Without . . . 


—_ 


GUMAN PRETZEL PROVES ALLEN-A “BITTOS” WON'T BIND G8 BAG 


COMFY—AIf Carlson goes through some 
intricate contortions to show that Dittos 
(Allen-A Co., Piqua, O.) give freedom of 
action and comfort in this page for Life, 
Sept. 21. Doherty, Clifford, Steers & Shen- 
field is the agency for Dittos. 


Capper Reports on 
Laundry Equipment 
Used by Farm Wives 


ToPEeKA, Sept. 10—Washing ma- 
chines, dryers and new laundry 
products appeal as much to farm 
housewives as to city women, ac- 
cording to a Capper Publications 
study. 

Questionnaires were filled out 
by 2,149 farm women, a 47.8% re- 
turn. The sample consists of every 
300th name on Capper’s Farmer 
subscription rolls. Questionnaires 
were mailed to the sample last 
March, 

Tabulation of returns produced 
these findings: 

Washing Machines. Wringer and 
spinner types still are favored by 
a majority of farm families, de- 
spite recent gains made by auto- 
matic washers. Ninety-one per 
cent of those surveyed who use 
washing machines now use the 
non-automatic type. Thirty-nine 
per cent of those reporting would 
buy a non-automatic, 26% would 
purchase an automatic and 35% 
naven’t decided which type they 
would buy if purchasing a wash- 
ing machine today. 

Maytag, Speed Queen, Kenmore 
and Dexter are the brands of 
washing machines with highest 
ownership among surveyed fami- 
lies, 


w Clothes Dryers. Only 6.5% of 
the sample uses clothes dryers, 
with Bendix, Hamilton, Westing- 
house and Kenmore the most pop- 
ular brands. Of those who do not 
own dryers, 28.3% reported that 
they felt they need one. 

Irons. Electric clothes irons with 
heat control are owned by 90.8% 
of the survey panel, with General 
Electric, Sunbeam, Westinghouse 
and General Mills the leading 
brands. 

A smaller number—21.9%—use 
electric steam irons. Slightly more 
than 50% of these irons were man- 
ufactured by General Electric, 
with General Mills, Presto and 
Steam-O-Matic the other most 
popular brands. 


@ Ironers or mangles are used by 
15.9% of the families responding 
to the survey. Ironrite, General 
Electric, Thor and Kenmore lead 
in brand ownership. 

Other findings show that 67.8% 
of the families own water heaters, 
with electric the most popular 


x 


Times 


type. Water softener systems are 
\installed in 13.8% of the homes 
land 21.6% of the families buy 
/packaged water softeners. 

Tide (37.0%) and Oxydol 
(15.9%) account for nearly half of 
all soap or detergents used for 
household laundry in the survey 
sample and Ivory (22.3%) and 
Lux (20.6%) are the most popular 
products for washing silk, rayon 
and nylon. 
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Waxes furniture 


Dominion Brake Shoe Elects named general manager of Hamm 


rewi ‘o.’s West Coast opera- 

Thomas E. Akers has been elec- rent, Ryet Ng onsrese A for 
d chairman, Kenneth T. Fawcett, | ; : tei haat 

— . |the sales and distribution setup 


president, and Maynard B. Terry, ' throughout the West and will be in 


v.p. of Dominion Brake Shoe Co.,| complete charge of the brewery in 


Toronto maker of air compressors gan” Francisco, which will begin 
and paint sprayers, a subsidiary production next spring. 


Washington Apple 
Commission Plans 
$500,000 Campaign 


WENATCHEE, WasH., Sept. 8—The 


Washington State Apple Commis- 
sion, promotion agency for a crop 
that returned growers $75,000,000 
last year, has allocated slightly 
over $500,000 for advertising and 
merchandising of the 1953 crop but | 
has decided to keep the assessment | 
on growers at the same figure as. 


without rubbing! 4 | 


of American Brake Shoe Co. Mr. 


Akers, formerly president, suc-!| 


ceeds Maurice N. Trainer, who 
continues as president of the par- 
ent company. 


_Alicoate Heads Film Sales 


John C. Alicoate, formerly man- 
ager of Advanced Television Pic- 


KDYL Names Grange to Sales 


Russell D. Grange, formerly 
salesman for Kraft Foods Co., has 
joined the sales staff of KDYL, 
Salt Lake City NBC affiliate. 


JUST ASK FOR MARIE: 


last vear, 3¢ a box. FIRST OUTDOOR—S. C. Johnson & Son, Racine, Wis., which started national adver- ture Services, has been named to Roy Wate Gash ard ask thn 

The commission has earmarked _ tising for its Pride furniture polish last January, has started its first outdoor cam- head the sales division of Guild Sassi icine on your next mult 
$325,000 for direct media adver- paign for the product in 178 markets. The drive is running for four months. Films Co., New York, producer of| (aaa oh. nddressityy, ot 
tising, $165,000 for expenses of the television films. minting job. Quick picksup and de- 
program and field staff, $14,000 for Schwab Drives for Watches monds and watches. Newspapers 


livery, faust and accurate work, plents 
of experienced personnel, charies 


its share of the cost of the North-| A. G. Schwab & Sons, Cincinnati, and point of sale are being used. | Hamm Appoints Goodwin Biwayn ie line, Se | Si. ali ; 
west Horticultural Council, and up| is launching the largest drive of Leonard M. Sive & Associates, Cin-| Herbert A. Goodwin, formerly Seine lik. Mike See aucceastul: yPat 
ne to $30,000 for National Apple Week its 75-year history for Faith dia- cinnati, is the agency. ‘with Blatz Brewing Co., has been 
os promotion. ra 
. The decision not to increase the 
= assessment on growers recognizes 
that the national apple crop, 
a i though estimated to be larger than | 
; last year, is below the 10-year 
average. The Washington crop ap- 
j pears to be of “manageable” pro- 
portions, as one official of the 
commission expressed it. 
. # The apple commission, which | 
has long pioneered in research, 
4 } notably on packaging and shipping | 
oma containers that will deliver a bet- | D ¢ $ MO l uM E 4 
- ter quality product to consuming | 
centers, voted to drop its research | 
ut department so that the department | 
a might establish itself as a private, | 
Ps industry-wide research organiza- | 
ry tion. 
vad , Dr. Earl W. Carlsen, who has_ 
os been director of research for the = 
st commission, has formed Fruit In- 
- dustries Research Foundation. The | 
foundation will do work for a i 
number of organizations in fruit 3 
nd growing, shipping and marketing, oa 
by including the apple commission; 7 
e- . the Washington State Fruit Com--- 
i mission, promotion agency for soft 
wed fruits; and private container and) 
send equipment firms. Dr. Carlsen heads s . ° 
8 83 Morning Hoopers-KRNT is First... 91.1 
the research department in the. ees 8 . 0 
apple commission operated on a 
Id budget of $40,000 plus a special ae ee 
To federal grant of $35,000 for grade 
ey and pack studies. . « 
h- Pacific National Advertising Aft Ho ers - KRNT iS First 4g 4 
i Agency, Seattle, handles the com- ernoon Op s 8 . 0 
pd mission’s advertising. AUDIENCE SHARE 
‘ Nabisco, Lipton Tie In | 
National Biscuit Co., New York, * 7 s 
and Thomas J. Lipton Inc., Hobo- | 36 9 
ken, N. J., have tied in once again Evening Hoopers - KRNT iS First eee e 0 
of on a “Soup and Cracker” promo- 
rs, tion for October. Throughout the | AUDIENCE SHARE 
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p- bisco’s Premium saltine crackers | 
1ot will contain a 10¢ coupon, good to- a » % 
rat wards the purchase of a three-| Vi 
pack carton of either Lipton’s orning ernoon venin ad 
, chicken noodle or tomato vege- ’ ’ 
ith table soup. Advertising will in-| . s . | 
} To clude announcements on Arthur) ones that Can talk Hoo ers 
ral Godfrey’s radio and TV shows on) Station inl Des Mi * 
ise CBS and television spots, maga- | 
ng zines, outdoor and truck posters. | ~ 
McCann-Erickson handles the ad- | 
vertising for Nabisco crackers and ' . “ 
a Young & Rubicam directs Lipton’ | Ss SURE... youre right when you buy KRNT for 
“a soup mixes promotion. d t f i PY d ct! You get 
; or your clients proaucrT: 
— Westinghouse Boosts Richards ro we OF Y P ; 
ost maa tae teed tame te the All-Time, Big-Time buy on KRNT, the station 
ards from _ assistant promotion | . i . 
manager of WBZ and WBZ-TV, with the fabulous personalities and astronomical 
by oe to an — ‘ a 
. promotion manager o an \ e 
ng WBZA. He succenis John G Stall, | Hoopers! You'll go places with the “Know-How, 
ad who has been transferred to the ”" bil 
oe" Pittsburgh station, Go-Now station! 
3% , 
ws, Walker Promotes Booker . 
lar Sarewel 2. Geter, Ghia de BETTER BUY that highly Hooperated, sales results 
es So GeGae ue teen’ besmnened : 7 et 
vn gg Be hy Wg premeditated, CBS affiliated station in Des Moines. f 
the distiller. He is succeeded by 
dol David Kohl. 
of 
for Lynch Joins Cummins 
yey Raymond R. Lynch, formerly SOURCE: JUNE, 1953. C. E. HOOPER AUDIENCE INDEX 
ind with McCann-Erickson, New York, 
lar has been named an account execu- 
yon tive with David Cummins & Asso- | 


ciates, Glen Rock, N. J. 
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N. Y. Sales Execs Find Advertisers 
Switching Agencies at a High Rate 


New York, Sept. 9—Advertisers 
are changing agencies faster than 
ever, and it looks like the tempo 
of switching is going to stay high. 

These findings are part of a 
study of the experiences of 101 
advertisers, including 68 manufac- 
turers, 14 wholesale and retail 
companies, eight printers and pub- 
lishers, six public utility and serv- 
ice companies, and five firms in 
finance and insurance. Annual ad 
budgets of their companies ranged 
from $50,000 to several million a 
year. The study was made by the 
“New York Sales Executive,” a 
weekly published by the Sales 
Executives Club of New York. 

In the last three years, the study 
found, 34.3% of these companies 
changed agencies, and 32.6% of 
them had switched in the previous 
seven years. Moreover, 31.7% of 
the advertisers currently seem “to 
be eyeing their agencies specula- 
tively.” 


s During the first half of 1953, 
11.1% of the companies changed 
agencies. Nearly 67% of the adver- 
tisers had changed agencies in the 
last ten years, and 82.9% had made 
changes in the past 20 years. Only 
10.1% “kept the same agency 
through this period. 

Why do the advertisers drop 
their agencies? Mostly (72.5%) 
because they’re dissatisfied. In a 
minority of cases (17.7%) the 
switch followed a pitch from an- 
other agency. The remaining 9.8% 
said They changed because of a 
combination of both factors. 


® Advertisers gave the following 
specific reasons for changing agen- 
cies: (1) Lack of creative think- 
ing, (2) copy failed to produce de- 
sired results, (3) inexperience in 
advertiser’s product line, (4) per- 
sonality difficulties, (5) inade- 
quate merchandising know-how, 
(6) insufficient research services, 
(7) lack of facilities to handle in- 
creased volume and complexities 
of an enlarged account, and (8) 


lack of attention to a small account 
in a big agency. 


# It is the advertising manager, | 
according to the study, who has’ 
the big role in starting the change | 
of agencies. The _ president, ad 
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manager, v.p. and sales manager— 
in that order—have important 
voices in the final decision. 

In making the agency change, 
78.6% of the advertisers said they 
interviewed from one to four agen- 
cies before making a choice. The 


top reasons for considering the 
agencies were (1) the caliber of 
top agency people, (2) experience 
in the advertiser's field, (3) qual- 
ity and quantity of services of- 
fered, (4) past successes, and (5) 
proven ability to create new ideas. 

In choosing an agency, the ad- 
vertisers gave special considera- 
tion to seven factors: The experi- 
ence and quality of the agency’s 
top personnel; ability of the agen- 
cy’s people to work harmoniously 
with the company’s sales and ad- 
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vertising departments; their ca- 
pacity to originate and carry out 
new ideas; the agency’s successful 
experience in the advertiser’s field, 
its ability to appraise the results of 
its work fearlessly and honestly; 
the stability of the agency’s past 
and present accounts, and the 
proper size to give the account the 
attention it needs. 


® Among the advertisers, 41.2% 
rate their present agencies as “ex- 
cellent.” Another 49.4% report 
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them to be “good” (satisfactory 
but not outstanding), and 9.4% 
rate them “fair” (not as good as 
expected). The present 15% agen- 
cy commission arrangement is 
satisfactory to 75.2% of the ad- 
vertisers, 18.5% question certain 
features of the arrangement, and 
6.3% find it unsatisfactory. 
Advertisers questioning the bill- 
ing say it is fair enough when bill- 
ing to trade papers and the agency 
provides additional services, but 
they feel it is too high on large 
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Advertising Age, September 14, 1953 


‘Iron Age’ Finds Few Industries Pessimistic 


consumer programs, while not suf- 
ficient on industrial programs of 
great detail. Others think in some 
cases it leads to over-selling by the 
agency. 


s Advertisers who find the ar- 
rangement unsatisfactory say that 
it’s basically unsound for an agen- 
cy to be paid by a third party in- 


stead of by the principal because it | 


creates too great a temptation to 
book space without considering its 
value to the advertisers. 


NEw York, Sept. 9—Inflation is 
not a dangerous factor in the in- 
dustrial economy. 

Intensifying competition, high- 


initiative salesmanship and deter-— 


reported by Iron Age based on 
a recent survey of 13 dominant 
industries in the steel and metal- 
working industries. 


mination to hold the line on prices | = Sales outlooks for nine of the 13 


will prove to be effective deter-| 
rents to price increases. 


By year’s end, steel making op-| 


erations should have eased down | 
to about 90% of capacity. 
These are among the highlights | 


‘surveyed industries were listed as 


good, with two reporting fair and 


two dim. 

A slight but gradual decline in 
‘steel production is expected in 
1954, the survey shows. Bottom 


estimates for ’54 steelmaking were, 


85° of capacity. 

Appliance sales are expected 
to dip in the latter part of this, 
year and rise again in the first) 
half of ’54. 

Declining defense orders inspire 
varying degrees of pessimism in 
the machine tool industry, which 
has felt a cut of almost 45% in 
order backlogs from a year ago. 


Emphasis is now on the civilian) 


market. 
Detroit expects a good level of 


 WSPD-TV pea, 
‘Toledo, Ohio — 


93 


production and sales for automo- 
biles in ‘54. 

Farm equipment manufacturers 
are not optimistic. Retailers expect 
‘sales to be 5% to 10% below ‘52 
and plan to keep inventories at a 
minimum. 


® Television set producers see 
continuing high output. This year’s 
production may top 7,500,000 sets 
against 6,100,000 in '52. New sta- 
tions to be opened and a large re- 
placement market make TV's fu- 
ture excellent. 

The stampings industry wit- 
| nessed a 2% to 5% decline in busi- 
ness in the second and third quar- 
ters but the outlook is generally 
good, the survey found, because 
consumer industries will maintain 
high production. 

Gray iron and malleable foun- 
dries are crying in distress. Steel 
warehouse sales have been run- 
ning from 8% to 25% ahead of the 
first seven months of ‘52. 


8 MIDWEST 


STATES MIDWEST UNIT 


SUBSCRIBERS 


171% 


U.S. 
AVERAGE 


STATES 


VALUE OF FARM PRODUCTS SOLD 


(Average all Farms) 


In the MIDWEST 
Farming is 


Bie Buemese! 


saanesen that are more 
than twice as high as those 
of farmers in the other 40 
states make the 8 Midwest 
states your best market— 
and Midwest Unit Farm 
Papers your best media. 
Write us for a copy of the 
new special study by the 
U. S. Census Bureau and 
compare your sales with 
facts on income, invest- 
ment and production. 


SO DAK 
1OWA 


NEBRASKA \ 


Sales Offices: 250 Park Ave., New York 17... 
59 East Madison St., Chicago 3 . . . Russ Build- 
ing, Son Francisco 4. . . 1324 Wilshire Bivd., 
Los Angeles 17 ... 505 N. Ervey Street, Dallas I. 
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Art Metal Names New Agency office equipment, visible systems |its advertising, effective Oct. 1. 
Construction Co., and filing supplies, has appointed Morey, Humm & Johnstone, New 


Art Metal 


Jamestown, N. Y., maker of stee] Comstock & Co., Buffalo, to handle York, is the present agency. 


Displays Moved Efficiently 


Move your displays to sales meetings, con- 
ventions or trade shows the efficient way 
... by North American Van Lines. Door-to- 
door delivery in padded vans reduces hand- 
ling and crating. Read interesting booklet, 
“How to Move Trade Show Exhibits.” Write 
for it today. 

Move household goods of transferred personnel, 
office or plant equipment... just call your local 


NAVL Agent. Get ‘‘Survey Service’ estimate. 
No obligation. 


Contact Display and Exhibit Dept. 


North American Van Lines, Inc. 
Dept. AA9, Ft. Wayne, Indiana 


e 
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Advertising Age, September 14, 1953 


Ad Research Foundation Bibliography Lists 


New York, Sept. 9—The Ad- 
vertising Research Foundation 
has issued its 40-page “Introduc- 
tory Bibliography of Motivation 
Research,” listing a representative 
selection of 177 books, articles and 
pamphlets on the subject. 

It is the first in a series of re- 
ports prepared under the supervi- 
sion of ARF’s committee on moti- 
vation research, headed by W. H. 
Wulfeck, executive committee 
chairman of William Esty Co. The 
bibliography was compiled by 
George Horsley Smith, associate 
professor of psychology at Rutgers 
University. 

Although titled an “introductory 
bibliography,” it is probably the 
most comprehensive published to 


|date on the subject, and contains 


material of interest to both the 


| layman and the technician. 


'a In issuing the booklet, ARF 


points out that while it is not a 


Recent study reveals that in the Farmer-Stockman... 


Men wont keep out of 
Wanons Section! 


Truth will out! A recent study* among Farmer- 
Stockman farm readers reveals a phenomenally high 
women's readership of our women’s section . . . and 
a surprisingly high percentage of MEN READERS, 


too! 


What's so appealing? Turn page after page and you'll 
discover lots of pictures, recipes, cooking suggestions, 
household hints . . . plus plenty of features such as 
the Women’s Correspondence Section (survey shows 
hubby likes ’em all). 


MAN! You just can’t blame the men for not keeping 
out of this popular Farmer-Stockman women’s sec- 
tion which represents over one-fourth of the editorial 
content of each issue. 


Neither can you blame advertisers for staying in this 
women’s section, month after month! Whether they’re 
selling food products, appliances, or the many other 
commodities which are used in the home... adver- 
tisers are finding the women’s section of the Farmer- 
Stockman a magic carpet to sales success in the rural 
Southwest! 


403,384 SUBSCRIBER FAMILIES 


ee eee re 221,412 
| Eee 123,734 
| eee 24,315 
eee 20,565 


a eae ee 4,772 
New Mexico ....... 4,529 
Other States ....... 4,057 

WE 4 ie3.0 anaes 403,384 


the Farmer-Stockman 


——— ee eee ee 


COMPLETELY NEW 
'S3 FORMAT 
GIVES ADVERTISERS 
SUCH ADVANTAGES AS: 

STANDARD PAGE SIZE 
LOWER 4 COLOR RATES 
-. LOWER PAGE RATE OK 
HIGH READERSHIP 


| Affilicted with The Oklahoma Publishing 


Serving the Rural Southwest for 42 Years 


LAHOMA CITY, 


OKLAHOMA @ DALLAS, 


“Complete details sent upon request. 


TEXAS 


Company—The Daily Oklahoman, Oklahoma City Times—WKY and WKY-TV 
Represented by THE KATZ AGENCY, INC. 


| 177 Sources of Motivation Research Data 


complete bibliography, since such 
a report might easily contain sev- 
eral thousand titles, the listings 
included in the booklet provide 
a good cross-section of available 
literature on motivation research. 

Books, articles and pamphlets 
_are grouped according to the fol- 
lowing subject classifications: Bas- 
ic processes, applied psychology, 
social influences, research tech- 
niques—both general and specific 
—and qualitative interviewing. 

Other reports which ARF ex- 
pects to release this fall include a 
“Guide to the Language of Dy- 
namic Psychology as Related to 
Motivation Research,” and a “Di- 
rectory of Motivation Research 
_Specialists.” The guide will con- 
tain more than 500 terms selected 
|from the social sciences which 
contribute to the analyses of moti- 
vation. The directory will provide 
information on the nature and 
scope of organizations active in the 
field of motivation research, as 
/well as data on the qualifications 
of personnel and the areas of spe- 
cialization. This is expected to be 
issued in October. 


| 


® In addition to Dr. Wulfeck, the 
committee on motivation research 
includes Thomas E. Coffin, man- 
ager of research, National Broad- 
casting Co.; Joel W. Harnett, as- 
sistant to the advertising director, 
| Look; Melvin S. Hattwick, adver- 
tising director, Continental Oil Co.; 
| A. Edward Miller, director of mar- 
keting research, Life. 

| TT. J. Patterson, advertising di- 
/rector, Family Circle; John Shep- 
herd, research director, Fletcher 
'D. Richards Inc.; Frederick C. 
Stakel, advertising manager, Alu- 
'minum Co. of America, and Herb- 
ert A. Vitriol, v.p., Grey Advertis- 
ing Agency. A. W. Lehman, ARF 
managing director, and Dr. D. B. 
‘Lucas, ARF technical director, 
/serve as ex-officio members. 


de Forest Award to Hall 


The first annual Lee de Forest 
award has been given to Joyce C. 
Hall, president and founder of Hall 
| Bros. Inc., Kansas City maker of 
Hallmark greeting cards. The 
award is given for continuing con- 
tribution te the educational, cul- 
tural or social significance of 
broadcasting, either in radio or 
television. This year’s award was 
based on Hallmark’s sponsorship 
of “The Hall of Fame” on radio 
(CBS) and television (NBC). 
Specific mention was made of the 
presentation of Gian-Carlo Men- 
otti’s ““Amahl and the Night Vis- 
itors” and Maurice Evans’ “Ham- 
let” on TV. 


Cigar Production Gains 


Total number of cigars manu- 
factured in the U. S. during the 
first six months of 1953 was 3% 
above the first half of 1952, the 
Cigar Manufacturers Assn. of 
America reports. Tax paid ship- 
ments during this same _ period 
were about 2% above, while tax- 
free shipments were down 16%. 
Excise taxes collected on cigars 
during the first six months of ’53 
were 2.5% higher than during the 
corresponding period of ’52. 


Quinn Heads Marketing 


Industrial Publishing Co., Cleve- 
land, has appointed Thomas F. C. 
Quinn, formerly v.p. of VanSant, 
Dugdale & Co., Baltimore, director 
of marketing for its eight publica- 
tions, Flow, Flow Quarterly, In- 
dustry & Welding, Industry & 
Welding Quarterly, Occupational 
Hazards, Applied Hydraulics, Pre- 
cision Metal Molding and Commer- 
cial Refrigeration & Air Condition- 
ing. 


Knox Gets Potato Chips PR 


The National Potato Chip Insti- 
tute, New York, has named Robert 
Knox Advertising, New York, to 
direct a public relations program 
to promote consumption of potato 
chips. 
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FOR THE LADIES—A special campaign in 
women’s sections of metropolitan Sunday 
newspapers is being used this fall by the 
Chevrolet Motor Division of General Motors 
Corp. in “recognition of the influence of 
women in the purchase of a new automo- 
bile.” Campbell-Ewald Co. is the agency. 


British Need Faith 
in Advertising, Says 
London Agency Chief 


Lonpon, Sept. 8—Faith in ad- 
vertising is the big difference 
between American and British ad- 
vertisers. 

So says a London adman who re- 
cently returned after three months 
with a New York agency. He is 
F. A. Nicholson, managing direc- 
tor of Legget Nicholson & Associ- 
ates. While in the U.S. he served 
as “guest president” of Robert Orr 
& Associates. 

Mr. Nicholson summed up his 
views of British and U.S. adver- 
tising in World’s Press News as: 
“The first lesson British advertis- 
ers have to learn from their Amer- 
ican counterpart is Faith in Adver- 
tising. 

“The most outstanding differ- 
ence between the American and 


1953 


British advertising picture,” he! 
continued, “lies in the attitude of 
the producer, or factor, towards 
advertising, his advertising depart- 
ment and his advertising agency.” 


# Mr. Nicholson told his British | 
readers that the American manu-_ 
facturer believes in advertising 
and employs an ad manager for | 
his knowledge of advertising. The | 
ad manager, he declared, is not} 
“just a clerk to spend his time’ 
checking invoices.” 

U.S. agencies demand complete 
confidence and detailed informa- 
tion on client’s costs and profits, 
he added He followed the state- 
ment with this needle aimed at 
British advertisers: “In America, 
any first-class agency would refuse | 
or resign an account if such confi- | 
dence were denied them, and they | 
wculd not start to formulate an_ 
advertising policy or campaign | 
without complete information and | 
the full cooperation of the client.” 

An enthusiastic advocate of U.S. 
marketing technique, Mr. Nichol- 
son declared that the U.S. stand- 
ard of living results largely from 
the “insatiable appetite” of Amer-_ 
icans “for what they consider the 
good things of life—an appetite the 
American producer stimulates 
skillfully and constantly.” 


® He advised British manufactur- 
ers to aim at the skilled worker 
market “where often large families 
earn high wages and enjoy com- 
munal low living costs.” 

“When are the manufacturers of 
{so-called luxuries] going to at- 
tempt to divert some of the spare 
cash from betting and other non- 
productive items to the purchase 
of their merchandise?” he asked, 
then asserted: “The day they do 
will mark the beginning of a pro- 
gram of genuine full employment, 
of high production, wages and con- 
sumption; of lower costs, resulting 
in easier export trade and a climb 
towards a standard of living not 
far short of that enjoyed in Ameri- 


” 


Ca. 


Houston World's Fair 


in 1956 Planned to 
Be the ‘Biggest Yet’ 


Houston, Sept. 8—This Texas 
city is planning to put on a World’s 
Fair in 1956—“the greatest 


Hawkins, president of Greer, 
Hawkins & Allen, the agency 
which has been named to handle 
advertising for the event. 

According to W. Ed Allen, v.p. 
of the agency, a complete depart- 
ment will be added to handle the 
World’s Fair program. 

“As presently foreseen, adver- 
tising problems to solve are di- 
vided into several related cate- 
gories,’’ Mr. Allen said. 


@ These are: 

“1. Local promotion, principally 
in Houston. 

“2. Exhibitors’ sales, 
and trade advertising. 


material 


“3. Support advertising for the 
sale of World’s Fair revenue bonds. 

“4. Announcements of available 
concessions, with specifications. 

“5. Advertising for additional 
labor needed in the Houston area 
during the construction period. 
| “6. Furnishing of advertising 
‘material to exhibitors for use in 


World’s Fair ever staged any- their advertising. 
|where,” according to S. Wendell | 


“7, National advertising to bring 
visitors to the Fair.” 
Frank L. White, formerly bu- 
'reau chief for the Associated Press 
in Manila, has been named direc- 


‘tor of publicity for the fair. 


# The corporation handling the 
fair has been chartered by Texas 
as a philanthropic organization 
and all net profits will go “to rec- 
ognized national and local educa- 


search organizations.” 


| The corporation will retain con- 


trol of the property—935 acres of 
‘land adjoining the San Jacinto 
|State Park—as permanent assets 


lof the community—educational, | 


scientific and commercial exhibits 
of continuing interest, an interna- 
tional trade center, museums, 
swimming pools, athletic fields, a 
large covered stadium and other 
recreational facilities, according to 
officials handling the fair. 


Consolidated Names Shapiro 

Consolidated Home Furnishing 
of Philadelphia has appointed Ed 
Shapiro Advertising, Philadelphia, 
to handle its advertising. Local di- 
rect mail and newspapers will be 
used. 


jin Akron Ohio 


. 
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One big newspaper (evening 
and Sunday) at one low 
cost! That's the AKRON 
BEACON JOURNAL with 99%% 


tional, charitable and medical re- 


coverage of Akron's metro- 


politan area. 
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ROBERT GAIR C 


cvvude a syle trend Wn Smart achaging / 


Think of your product as a jewel, give it an appropriate 
setting by Gair, to catch the eye and captivate Consumers 
in this Age of Self-Service... perhaps a glistening trans- 
parency of rigid plastic, lined with luxurious foil like the 
Martex carton shown above. Or some other imaginative 
creation now made possible by the skill and facilities of the 
Gair organization. 

Challenge us to show you a package that will walk your 
product right off the dealers’ shelves. 


Write for Brochure on Gair Cartons 


y 
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OMPANY, INC. + 155 


EAST 44TH 


PAPERBOARD 


STREET+NEW 


FOLDING CARTONS 
SHIPPING CONTAINERS 


YORK + TORONTO 
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Katz Agency Names Mangam 
Frank Mangam, formerly of the 


'Maxon Resigns Samson 


Maxon Inc., Detroit, has re- 


Chicago Tribune, has joined Katz signed the account of the Samson 
Agency, radio? TV station repre- folding furniture division of 


sentative, as a member of the TV’ 
sales staff in Chicago. 


Shwayder Bros. Inc., Denver, ef- 


fective Jan. 1, 1954. 


More Cheer 


Per Hear 


‘Twas Meier who said 
"Radio isn't dead, 
Like gold it still glitters in spots; 
We'll keep them yelling 
For whatever you're selling 


The mothers, the fathers, the tots.” 


advertising 


1220 LINCOLN BANK TOWER e@ FORT WAYNE 2, INDIANA e@ A-2218 
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QUARTER QUEEN—Miss Anti-Enzyme plays delightedly with al! the quarters being 

stocked by Bristol-Myers Co. in anticipation of its 25° offer to introduce its Ipana 

anti-enzyme toothpaste. Consumers will be offered 25° in coin for trying out the 

new product this month when a newspaper, magazine and radio-TV campaign 
is running. Doherty, Clifford, Steers & Shenfield is the Ipara agency. 
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Here's premium readership — an 
all-Arizona Sunday magazine 
supplement with all-Arizona 


coverage —at regular ROP rates! 


Profit from complete family 


... greater page domination with 
5-column-by-200-line format . . . use of 
additional color . . . all in Arizona Days 
and Ways, new Sunday magazine supple- 
ment of The Arizona Republic. It’s the 
hottest advertising buy in America’s fast- 
est growing retail market! Phone your 
nearest Kelly-Smith Co. representative 


=a for complete details today. 


ay) Taree conan tc 


@ For the first time, 

The Arizona Republic 
offers color in 

Arizona Days and Ways 


readership 


Black and one additional 
color now available in 
1000-line units in the 
Arizona Days and Ways 
Sunday Magazine 
supplement only. 
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Victor Distributors 
Offered Cash Prizes 


CAMDEN, N. J., Sept. 9—Figur- 


|ing that the best way to get dis- 
|tributor salesmen to support a 
/project is to make it worth their 
| while to do so, RCA Victor is stag- 


ing a $10,000 contest to inspire 
distributor cooperation in promot- 
ing the company’s radio and TV 
programs. 

Keyed to the theme, ‘““What’s the 
big idea?” the contest will run 
through October. It is open to 
salesmen and sales promotion 
managers of all RCA Victor dis- 
tributors. Cash awards will be 
handed out for “outstanding use 
of promotional material supplied 
by the manufacturer and for the 
development of original promo- 
tions and other audience-building 
support ,for the company’s air 
shows.” 


we Network programs to be sup- 
ported in this promotion are the 
“Dennis Day Show” (NBC-TV) 
and the “Phil Harris-Alice Faye 
Show.” 

There will be weekly awards to 
salesmen in each distributorship 
and a $1,000 grand prize at the 
end of the contest. There also is 
a $1,000 top prize for sales pro- 
motion managers. The lucky win- 


ners will be selected by the com- 
‘pany’s advertising agencies—Al 
'Paul Lefton Co. and J. Walter 
Thompson Co. 

Simultaneously, NBC will stage 
contests of its own to boost interest 
in the returning programs. These 
will be for managers of the net- 
work’s radio and TV affiliates, 
which carry the programs. 


ws The network suggests that the 
stations team up with RCA Victor 
distributors for special promo- 
tions—displays, newspaper, radio 
and TV ads, etc. The station men 
|will be asked to originate their 
jown “big ideas” for getting the 
'shows off to a fast start this fall 
after their summer vacations. 

| The radio and TV station man- 
i doing the best iob may have 


his choice of an RCA 21” TV con- 
sole or room air conditioner. 


CRUISE OFFERED FOR 
COLUMBIA DISC SALES 


New York, Sept. 9—It figures. 

The problem facing Columbia 
Records was how to promote a 
new Paul Weston album, called 
“Caribbean Cruise.” The album 
was made up of south of the bor- 
der melodies. 

Columbia’s_ publicity director 
suggested a contest with awards to 
‘the distributor salesman who 
stages the best promotion for the 
record collection. The contest be- 
gins Sept. 15 and closes Oct. 25. 
As raw material for the promo- 
tion, the manufacturer is provid- 
ing salesmen with streamers, point 
of sale displays, etc. Columbia of- 
ficials will select the winners. 

The prize? You guessed it. A de- 
|luxe, all-expense Carribean cruise 
‘for two. 


Parton Leaves ‘Herald Trib’ 
to Join Picture Press Inc. 


James Parton has resigned as 
assistant to the president of the 
New York Herald Tribune to be- 
come v.p., treasurer and partner in 
Picture Press Inc.. New York, ef- 
fective Oct. 1. Picture Press spe- 
cializes in preparing books and 
brochures on industrial and in- 
stitutional subjects. 

Mr. Parton joined the newspaper 
in 1950 as director of promotion. 
Since 1951, in addition to his post 
as assistant to the president, he has 
| been chairman of the Herald Trib- 
une forum and a member of the 
board. The newspaper has not yet 
| selected a successor. 


Lannan & Sanders Moves 


Lannan & Sanders, Dallas agen- 
cy, has moved into the Interurban 
Bldg. 
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Hickerson Cooks Up Long Copy, New Idea to 
Help ‘BH&G’s’ New Cook Book to Outsell Old 


New York, Sept. 8—Better 
Homes & Gardens recently pre- 
sented J. M. Hickerson Inc. with 
an arresting advertising problem. 

Having sold nearly 5,000,000 
copies of their original Cook Book, 
the editors of Better Homes & Gar- 
dens are bringing out an entirely 
new cook book (AA, Aug. 10). 
They asked the Hickerson agency 
to come up with fresh copy and 
new ads for the September issue 
of BH&G and the Sept. 13 issue of 
This Week Magazine, that would 
get the new cook book off to a fly- 
ing start. 


“Reduced to its simplest terms,”’ 
Mr. Hickerson told AA, “the prob- 
lem is how to outsell a cook book 
that’s already found its way into 
nearly 5,000,000 homes. 


e “The first step called for an in- 
troductory ad that could help get 
the new cook book off to a flying 
start,” he said. “To accomplish 
this, all thinking around the theme 
of ‘a new cook book’ was discarded 
as inadequate. 

“Instead,” he explained, “the 
theme was built around the words 
‘a new idea of what a cook book 
should do for you.’ In short, this 
had to be presented as a major 
event in the world of home cook- 
ing. The new cook book has five 
advantages to justify this theme. 
But they have to be explained in 
detail. That means long body copy, 
Mr. Hickerson said with satisfac- 
tion. 

“And the man who deserves the 
credit for one of the best copy jobs 
of its kind that I’ve seen in all of 
my years in the agency business is 
Vic Luhrs, who has been on our 
copy staff only since last Decem- 
ber. Before that he was with Bost- 
wick Laboratories in Bridgeport. 

“Because we had to have long 
copy,” Mr. Hickerson continued, “a 
way had to be devised to induce a 
large number of people to read 
the long copy. 


s “Vic Luhrs tackled this with the 
opening one-sentence paragraph: 
‘Women of America, how do you 
feel about this idea?’ 

“The reader is then asked for 
an opinion on the story ahead. She 
is invited to participate in a sort 
of silent discussion with the copy. 

“A quick summary of the five 
advantages is then presented. But 
they are presented in the form of 
five challenges,” Mr. Hickerson 
said. “They are five challenges 
that a cook book must meet in 
order to be truly modern. It must 
help the homemaker keep down 
food costs. It must help her save 
time and work. It must feature 
recipes that modern America likes. 


It must offer more than just rec- 
ipes. And it must be so constructed 
that it becomes your personal cook 
book. | 

“Invariably,” Mr. Hickerson 
said, “when a person is presented | 
with challenges he or she is in- | 
terested in reading on to find out 
how the challenges are being met. 

“So, the remainder of the copy 
proceeds to meet the challenges 
one by one. The theme of each 
challenge becomes the headline of | 
each of the succeeding five para- | 
graphs. The final paragraph is the | 
call to action. 


a “But one of the best parts of the 
ad,” Mr. Hickerson said, “is the 
explanation to owners of the old 
cook book in a relatively short 
piece of copy at the bottom of the 
page surprinted on a tint block. 
“*You must wonder,’ this copy 
says, ‘how the new cook book 
could possibly be better or more 
handy. Be assured that it is. All 
the features that made the old 
cook book outstanding are still 
there and greatly improved. There 
are 38 new features and 50% more 


|recipes. Twice as many illustra- 


tions and all are new.’ Then sev- 
eral of the specific new features 
are detailed. 

“That’s the story behind the 
ad,” Mr. Hickerson said. “And I 
want to repeat: I think its one of 
the best pieces of copy of its kind 
I’ve ever seen, and I’m mighty 
proud that one of our copywriters 
did it.” 

Additional advertising for the 
new BH&G cook book is being 
scheduled for other publications, 
but no definite dates have been de- 
termined at this time. 


Jerome Seehof Joins Cohen 


Jerome F. Seehof has joined 
Harry B. Cohen Advertising Co. 
New York, as a copywriter. He 
was formerly with Biow Co. and 
Dancer-Fitzgerald-Sample. 


ding Metropolitan Market... 


That's Green Bay, Wisconsin, the 
pay-off market! Fat urban pay- 
checks and husky rural milk re- 
ceipts make a_ field-day for 
Green Bay merchants. And the 
Green Bay Press-Gazette — with 
a whopping 35,700 circulation— 
blankets this rich area! Get your 
share of the HUNDRED MILLION 
DOLLARS (1951 est.) retail sales 
splurgel Write, wire or tele- 
phone TODAY for the facts! 

Phil McClosky, Mgr. Gen. Adv. 

GREEN BAY PRESS-GAZETTE 

Phone ADAMS 4400 


In The Country 


RANK, 1952 


% THE CANTON REPOSITORY 


Canton, Ohio Is 


Thea bab” 


Largest City 1N THE NATION IN 
RETAIL GROCERY LINEAGE 


Astonishing, isn’t it — that a newspaper in the nation’s 88th largest city 
commands such respect in its home community that it stands 5th among 
American newspapers in retail grocery lineage! The reason isn’t surprising: result- 
conscious retail advertisers place space where it does the most for their business. 
Place your food promotion where the local grocer places his . . . 


in THE CANTON REPOSITORY. 


ea 


VEW SPAPER 


1 Miami Herald 
2 Chicago Daily News —- E 


~M 


3 Houston Chronicle KE 
| Kansas City Times — M 
> Canton Repository — E 

6 Memphis Commercial Appeal — M 
7 Fort Worth Star-Ti legram 

8 Buffalo News 


-E 


9 San Diego Tribune-Union 
10 Dallas 'Times-Herald — E 


LINEAGE 


—~M&E 


-E&M 


x 
th 


2.316.790 
2,306,077 
2,225,098 
2,016,872 
1,859,774 
1,809,281 
1.793,126 
1.790.819 
1.774.154 
1.767.630 


The Canton he 


A BRUSH-MOORE NEWSPAPER 
Represented Nationally by Story, Brooks and Finley 


RETAIL GROCERY LINEAGE IN OHIO 


NEWSPAPER 
Canton Repository — E 
Akron Beacon Journal — E 
Cleveland Press — E 

Toledo Blade-Times — E-M 
Columbus Dispatch — E 
Dayton Journal News — M-E 
Youngstown Vindicator — E 


pository 


LINEAGE 
1,859,774 
1,672,930 
1,630,810 
1,551,629 
1,356,138 
1,325,899 
1,316,706 
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New York, Sept. 10—Those 
ever-present pallbearers of radio 
should take a look at a special 
A. C. Nielsen Co. study released 
this week to the company’s sub- 
scribers, 

The researcher’s findings were, 
for the most part, the sort to re- 
vive wilting broadcasters. For ex- 
ample, Nielsen reports that nine. 
out of 10 radio homes use their | 
sets in a week, and, of these, the | 
average home listens 234% hours a_ 
week, or one full day in seven. 

This survey covers radio listen- | 
ing in the Nielsen national sample | 
for the week of March 1-7, 1953. 
Daytime breakdowns are for Mon- 
day through Friday. Evening fig- 
ures are for seven days a week. 


@ The data were collected to an- 
swer such subscriber queries as: 
“How large is radio’s audience to- 
day? How many homes listen to 
radio during the daylight hours? 
Do the same homes listen in the 
morning and the afternoon? How 
many homes listen in the morning 
and afternoon? How many homes 
listen during the evening hours? 
How long do they listen?” 

The study, which measured lis- 
tening volume, not individual pro- 
gram ratings, showed that 92.1% of 
all radio homes, (about 44,756,000 
by the latest count) listened to ra- 
dio some time between 6 a.m. and 
midnight during the average week 
as of last spring. 

This would give radio almost as 
big a volume as ever, with the in- 
crease in the number of radio 


98 
Ni ls St d Fi d a f 10 R di |the afternoon ‘ared slighted bet- tuned in both times. The average Cornelius Elected a V.P. 
1é en u y In S 0 a 10 |ter than the morning. Of those nighttime listening home had the 
o afternoon, the « verage had the set more than one-fifth of all evening born and manager of the agency’s 
Homes Listen 23-1/2 Hours a Week — azz sermon nours a broadcast time spares Sek ee Se 


homes nearly offsetting percentage 
drops, a Nielsen spokesman ex- 
plained. 

Or, as the Nielsen presentation 
puts it: “This equals 41,220,000, 
radio homes, as against 41,306,000. 
radio homes listening in the same 
period last year and 41,903,000 to- 
tal radio homes in the U. S. two 
years ago.” 


es Of the nearly 45,000,000 total 
U. S. radio homes, 76%— or 34,- 
000,000 in the morning audience; 
52.1% had their sets turned in. 
from 6 to 9 a.m. and 67.2% from 
9 to noon (local time, for the most 
part) while 43.3% were tuned in 
some time during both of these, 
three-hour periods. The average 
home in the morning audience lis- 
tened 6.27 morning hours per, 
week. | 

Some 8.8% of the homes fell in 
the early-morning group—that is, | 
they tuned in only from 6 to 9 a.m. 


| 
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BLACK BOX 
method of | 
Screenless Printing 


in Full COLOR... 

for Black and White) 
at unbelievably low cost? 
... that still 


gives you the most faithful 
reproduction possible? 


Get the facts! 
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John C. Cornelius, executive v.p. 4 F 


: | - : 
homes tuning radio during the set going 9.20 hours a week, or of Batten, Barton, Durstine & Os- 


a 


The findings indicated that most ted a v.p. of American Boy—Open i = 
; : The average home reached by radio homes go for both daytime Road. Mr. Cornelius was co-owner : = 
—while 23.9% listened only from|daytime radio during the study and nighttime fare, with 77.1% of American Boy before its merger : = 
9 to noon. period spent more than 12 hours tuning in during the daylight and /@St spring with Open Road. al 
The afternoon audience poten-|a week listening to daytime radio dark hours. On the other hand, the i ho 
tial for the country was put at/|entertainment. Nielsen found day-only (12.6%) and evening- Winslow to Wehner =... 
33,612,000 homes (75% of all ra-|10.2% of the homes in the morn- only (24%) groups are sizable Winslow Co., Newark, N. J. ®.. 
dio homes) because that many/|ing-only group and 9.3% in the enough to make sponsors sit up manufacturer of electrical instru- i ph 
were tuned in during the March |afternoon-only group. and take notice. ments, has appointed Wehner Ad- , de 
metering period. Of all U. S. ra- vertioins Agepty, naween, a a i pe 
dio homes, 64.8% (20,002,000) lis-|m Nighttime radio's audience Baer Co. Names Levinger nt lage ton pr ccm pat pet i 
tened between noon and 3 p.m./ (tuned in one or more times dur- H. R. Levinger, paetrirm sales re gree oo" ieee aes Girect } 
— ong ger yeey! was in ry ing the metering week) was Manager - the gt Bm od and | ; i ir 
audience for the 3 to 6 p.m. period, | counted ore than 35,000,000 | @ccessory divisions of Keleket X-_ 
and 54.5% had the radio going| homes. of the total U. S. radio | T2Y Corp., Covington, Ky., has Krengel Names Tracy, Kent i ~ 
sometime during both three-hour| homes, 75.1% were tuned in be- | bees named an account executive; Krengel Mfg. Co. New York i rat 
periods. sean 6 and 0 oan. ond Se heel ms, Ge Baer Co., Cincinnati. The maker of marking devices, has the 
a pr 6.0'70 /agency has acquired additional of- named Tracy, Kent & Co., New du: 
In terms of length of listening, tween 9 and midnight, while 58.4% | fice space at 800 Broadway. York, to handle its advertising. 


read every issue 


«»» NEW EDITORIAL STUDY RELEASED 
TO HELP ADVERTISERS 


In a desire to give advertisers specific comment and opinions direct from 
readers themselves, the editors of Power Engineering have released a new 
editorial study. As you know, many preference studies have been made 
over the years on what magazine power men read .**. but they stop here. 
Power Engineering. in their never ending search to improve readership. 
employed the Research Department of Charles Rumrill & Co. to make a 
personal interview study of Power Engineering’s editorial content. 


Here are the Highlights: 


1 Over 80% of Power Engineering readers either specify or directly 
influence the buying of both equipment and supplies. 


2. 81% read every issue of Power Engineering and 42% take the 
magazine home for detailed study. 


3. 79% mark articles or advertisements for the attention of others. 


4. 34% named a specific article that was especially veluable in 
their work. 


5. 41% named a specific advertisement that was particularly valu- 
able in their work. 


6. Power Engineering readers pass their copies along to an average 
of 3.4 other engineering readers 


7. Three times as many power engineers named Power Engineering 
as the most helpful as compared to the next magazine. 


8. 94% stated that articles are written in an understandable, easy- 
to-read manner. 


9. The average reader picks up Power Engineering 5 times before 
he is finished with it. 
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Major Firms Introduce Entries to Hi-Fi 
p. @' Field at Chicago Sight and Sound Show 


range in motivations were those of | facturers, although they bear the 
Crosley and Hallicrafters. Crosley name. 
The manager of the Crosley ex-| Zenith’s set, with a futuristic de- 


hibit explained his company had sign, incorporates television and is 


entered high fidelity strictly for priced at $1,250. 


; Ss { Cuicaco, Sept. 10—The noise of What made this exposition most 
Z i kettle drums, c ymba ls, blaring interesting was the fact that sever- 
von trumpets and shrill violins clashed al major electronics producers in- 
er in the corridors of the Internation- | troduced their own entries in the 

' al ‘Sight and Sound Exposition high fidelity field, heretofore al- 

which ended its three-day run here most the sole domain of small, 

_ today. Undaunted by record-break- specialized manufacturers. 

| ing 100-degree heat and the caco- 

: * | phony, several thousand high-fi- Presenting their own high fidel- 

r i delity enthusiasts managed to ity sets or components for the first 

ii. { crowd their way through two floors | time were Radio Corp. of America, 

1g. i of exhibits. Zenith Radio Corp., Admiral Corp., 

2ct As was expected, it was more|Crosley Corp., Motorola Inc., Gen- 
| sound than sight that attracted the eral Electric Co. and Hallicrafters 
crowds, and exhibitors estimated | Co. 

} that most visitors came looking or| The attitudes of these manufac- 
rk }y rather listening for the latest in|turers toward high fidelity, and 
las 1} the fast growing high fidelity in-| why they entered the field at this 
PW dustry. time, seem to vary. Typical of the 


the prestige and that, while there | 


is a definite market, it is small. 
At the Hallicrafters exhibit, it was 
explained that high fidelity de- 
mand is growing fast and that it is 
‘becoming a big-money market. 

| 


@ In all cases, each manufacturer 
seemed to have only one set aimed 
‘directly at the high fidelity en- 
thusiasts. Crosley had a handsome- 
ly designed set consisting of a cab- 
inet with a coaxial speaker and a 
|separate cabinet with player and 
FM tuner, priced at $900. However, 
only the cabinet and tuner are de- 
signed by Crosley, the other parts 
‘being bought from other manu- 


Hallicrafters is offering to sell 
components—like amplifer, pre- 
amplifier, FM and AM_ tuner, 
speakers and player—separately, 
to be assembled, or in a cabinet for 
about $800. 


s General Electric, which already 
had one foot in the door with its 
highly regarded variable reluct- 
ance cartridge and its extended 
range and coaxial speakers, this 
year comes out with a full line of 
electronic components, plus a loud- 
speaker enclosed, thus enabling 
the hi-fi fan to assemble an all- 
GE set. 

Other manufacturers have fol- 
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MONEY BACK—Mennen Co. will offer this 

package in October, telling consumers 

they'll get a refund if not satisfied. Grey 

Advertising Agency, New York, has sched- 

uled daily newspapers and Sunday roto 

sections in 43 top drug markets to support 
the offer. 


lowed suit, most of them offering 
a complete set in a cabinet. For 
the most part, like Crosley, only a 
few of the components are made 
by the company whose name they 
bear. 

This measure is dictated by the 
fact that because of engineering 
and manufacturing difficulties for 
these specialized parts, it is cheap- 
er and better to buy the parts from 
the manufacturers who have al- 
ready been turning out these com- 
ponents for a number of years. 


NARDA TV Blue Book Out 


The 1954 edition of the official 
“National Appliance & Radio Deal- 
ers Assn. TV Blue Book” will be 
off the press Sept. 15, published by 
National Appliance Trade-In 
Guide Co., 2132 Fordem Ave., 
Madison 1, Wis. The book features 
suggested trade-in values on more 
than 4,000 television sets made by 
more than 50 manufacturers. Sin- 
gle copies are available at $5. 


WLAF to Bow in LaFollette 


LaFollette Broadcasting Co., La- 
Follette, Tenn., has been granted 
permission by the Federal Com- 
munications Commission to con- 
struct a radio station. It will use 
the call letters WLAF and will 
operate on 1450ke with a power of 
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Johnson Publishing Co., Inc. 
1820 South Michigon Avenue, Chicago, Ill. 
New York Office: 55 West 42nd Street 
Los Angeles Office: 1127 Wilshire Blvd. 
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Spokane Admen Speak Up for 
Whitworth College Ad School 

To the Editor: The Aug. 17 is- 
sue of ADVERTISING AGE editorial 
on degrees in advertising disturbs 
several of us here. It unduly criti- 
cizes our good friend, Don Belding, 
for his lack of patience and cau- 
tion, and seemingly casts a slur on 
these three progressive western 
colleges which have inaugurated 
advertising courses granting a de- 
gree. 

The “horns of the first-class di- 
lemma” which you profess to be in, 
we have crawled out of by setting 
up a school of advertising at Whit- 
worth College. In examining the 
curricula of all the leading col- 
leges in the U.S., we found that 
advertising courses are a_ step- 
child of either journalism or eco- 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


nomics. It was our thought (and) 


this was also adopted by AAW) 
that a college course granting a 
degree in advertising with practi- 
cal on-the-job training in conjunc- 
tion with it would help us arrive 
at a profession and give us the 
yardstick for employment of young 
people in advertising. It would 
also make it possible for a gradu- 
ate to become a producing worker 
in media or agencies or affiliated 
advertising work because of this 
education and the practical on-the- 
job training or internship during 


|the junior and senior years. 


We realize that schools that are 
in the forefront in advertising are 
not offering degrees in advertising 
and this we think to be a pity. 
While this movement started in 
the West, we hope it will eventu- 
ally cover all sections of the coun- 


“KINGSBRIDGE” 


is the solution! 


When New York lost Grand Central Palace as 
an Exhibition Hall ... IRE chose Kingsbridge 


Armory for 


THE 


RADIO ENGINEERING SHO'W 


March 22-25, 1954 


Because it offers: 


e Direct Subway Service to the door. 
e All exhibits on one huge floor. 
e 1/3 more space than on four floors at Grand 


Central Palace. 


No pillars, largest arch roof in U.S.A. 
Two big lecture halls on floor below. 
Keeps a great show in a great city! 


Exhibits are being booked for 1954 on a waiting 
list basis only, with complete sell-out certain. 
Starting with the big Hotel Exhibition in No- 
vember, five shows have selected Kingsbridge 


Armory. 


THE INSTITUTE OF 


RADIO ENGINEERS 


Exhibits Office: 1475 Broadway, New York 36, N. Y. 


—s 


try with instructors and courses of 
the highest quality. We spent over 
two years in planning the curricu- 
lum for Whitworth College and it 
was adopted unanimously by both 
educators and advertising people. 
We have used patience and caution 
in setting up the curriculum and 
the idea. 


We can see no reason why ad- 
vertising should be a stepchild of 
either journalism or economics. It 
should be a school in its own right. 
It ill behooves you, who have 
supped at advertising’s tables, to 
preach for caution and patience 
when an opportunity like this 
arises to promote schools of ad- 
vertising that will be of immeasur- 
able help and value to all con- 
cerned. 


THOR MYHRE, 

Hayward-Larkin Inc., Spo- 

kane, Wash. 

Mr. Myhre is unduly sensitive. 
No criticism of either Mr. Belding 
or of colleges offering degrees in 
advertising was intended or im- 
plied. 


To the Editor: It is indeed dis- 
appointing that a periodical of the 
eminence of ADVERTISING AGE in 
the advertising field can so loosely 
and superfically take an editorial 
position on the matter of advertis- 
ing education as you did in your 
Aug. 17 issue. 

The “dilemma” you express and 
which you hope will ultimately 
solve itself, constitutes one of the 
major problems in advertising 
education. Advertising’s failure to 
specifically probe the education 
requirements for business or pro- 
fessional status is, I think, one of 
the principal reasons at present 
why advertising education reflects 
serious deficiencies. 

I make this statement with the 
background of over two years’ 
work on the part of a responsible 
advertising education committee 
here in Spokane and with the 
benefit of very comprehensive files 
—so far as advertising education 
throughout the U.S. 

Generally speaking, the work 
has not reflected a too widespread 
response on the part of education 
institutions to provide sound ad- 
vertising training—whether for 
business or “professional” appli- 
cation. 

You must know of the very seri- 
ous effort, on the part of the Four 
A’s to encourage and improve ad- 
vertising education. You should 
know that the body which is the 
Advertising Assn. of the West, 
representing 11 western states, has 
been seriously at work on this 
matter for more than two years. 
Also, what Mr. Belding expresses 
represents soundly the thinking of | 
that body. 

Admittedly, the advertising field 
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dicates that they are far from a 
strong position in curriculum so 
far as the undergraduate. I should 


| Say—I am sure to your satisfaction 


—that City College of New York 
is pre-eminent in it’s example of 
advertising training and has pro- 
vided a great deal of guidance and 
inspiration to the two years’ work 
which preceded establishment of 
the school of advertising at the 
Whitworth College here in Spo- 
kane. 

On the other hand, we are pres- 
ently aware of no other similarly 
constituted effort in any eastern 
school, excepting possibly Florida. 
The matter of improved advertis- 
ing education is responsibly deemed 
throughout the U.S. today as one 
of the highly desirable current 
goals for advertising, whether it 
performs as a business or as a pro- 
fession. 

Your off-the-cuff editorializing 
on the matter, while containing 
some merit such as the suggestion 
that advertisers and educators can 
get together, in the main, is an 
editorial that does not reflect much 
more than a quick-trigger treat- 
ment of an important, highly pon- 
derable and very serious matter. 

ARTHUR L. MADSEN, 

Chairman, Educational Com- 

mittee, Spokane Advertising 

and Sales Assn., Spokane, 

Wash. 


Lasker Phrases Have 
Agency Man Contused 


To the Editor: There is an old} 


saying to the effect that “fools rush 
in where angels fear to tread.” 
Well, here goes nothing. Some time 
ago you published a rather lengthy 
and drawn out story about a gen- 
tleman and pioneer of advertising 
by the name of Lasker. This con- 
tinued through many pages of AA 
for endless months. Now, I see that 
it is being put out in book form 
and extra juicy discounts are pos- 
sible if one purchases 6 or 7 thou- 


" P Ria ee 


sand of them. Many agencies are 
making it must reading and dire 
consequences are threatened if the 
reading is not done on schedule. 

There is no doubt in my mind 
that Mr. Lasker must have been a 
great man, but I never knew him. 
In this I seem to be unique. Every- 
one else seems to have known him 
and what’s more, worked for him. 

When the story first began I 
read each instalment, although I 
can truthfully say that some of the 
groups of words which ended with 
periods oftentimes didn’t bear 
much resemblance to sentences. 
These particular groups of words 
I reread several times often out 
loud, and still I couldn’t under- 
stand them. This, I reasoned was 
why I wasn’t setting the adverti- 
sing world on fire; therefore I con- 
tinued to force myself to chew and 
digest these meaningless phrases 
until not another word would go 
down. Then I stopped. 

According to Mr. Lasker, copy is 
the thing. In this I agree, but for 
Mr. Lasker’s sake I think it is just 
as well that he made his name 
when advertising was in its infan- 
cy because I shudder to think what 
would happen to him if he were 
trying to make a living at it today. 

I realize that I have blasphemed. 
I know that I have probably de- 
fied the gods, but through doing so 
perhaps some of those who know 
what Mr. Lasker was driving at 
will let me in on it. Then I, too, 
might arrive and become the suc- 
cess that all of those who knew 
Mr. Lasker are today. 

THOMAS F. ECCLESTON 

Thomas F. Eccleston, Adverti- 

sing, Brockton, Mass. 

. rs = 
Says Soluble Coffee Users 
Don't Switch Brands 


To the Editor: The facts are all 
wet—as stated in the article on 
soluble coffee (AA, Aug. 24). 

People have forgotten the good 
taste of coffee. They switch brands 
in their search for a good cup of 


does contain both the elements of 
drastically confusing the matter of 
“business” and “professional” sta- | 
tus...If these two constitute a 
dilemma, the solution to the dilem- 
ma is a direct and intensive new 
exploration of these two distinct 
and individual facets of advertis- 
ing. 

Your editorial 


statement pre- 


/'sumes with, I think, characteristic 


eastern jaundice, the contestable | 
supposition that “schools that seem | 
to be in the forefront in advertis- | 
ing education” offer no degrees in| 
advertising. 

Our research on the matter indi- 


‘eates that eastern schools and some | 


| 


‘our research on the question in- || 


western schools, generally re-| 
garded as successful in such edu- | 
cation, are more active in offering 
degrees of this nature at the mas- 
ter’s degree level. The extent of 


“Take a memo for crime prevention 


week. Put Newark, Essex County on 


the ‘A’ schedule.” 


NEWARK, NEW JERSEY 


ee Represented nationally by O'Mara & Ormsbee, i | 


Nl eee eege e sh SpE (ca ARM as PT Sea SEL Roe A ra OL eeeEM EGR ERS TG ie BR en tg, Gr elcome Me ees <5 ge) 2 tae is Nicht Se sere cata NC ON at Oat 9 ty aCe ity emia Ry Mla oS aera 
Be 3) clea le une te yee eae Po UMM aR Rc yee arc eR Sy hy Be IN EVI agen Oa os aac ee eat a Ca ke SS “ae Meas I ae ral Reg R= cee 
ir ue mime came” roe aren ates eh * EERE oo 5 Meg fea 8 ome. Me! Amare Ob E GY De ee Ra PAC Ty ove galery oe, WS ei ieee ete ear a) te emi est ee ee Bh Ut ake 
ne ee pte Wee ag ee Neat tei 34 ae Tapes ~ a gee ee RS ise eo oat aes a tae 5s yal Tat 3 te es fi. ent F . : & aa : aCe ee var a a a = ba Le tee ze ese c ea Fe ¥ ai e ig sg ” ca = ES ce sree 2 if es 
é a tage a: me 9g aM RE cai De ico ee ea ee ee eee Pe a a ae ee 
ish ty si ’ ; 2 ; = * ; pas pes ant es cosecoeee ect) ae «ti aie) Sea tae 
HENS ia: = ower , ee 
WE Ts ; Sa Sas A a _ y So en 
SO 228 hh, 
i] 
100 ee At 
} { co 
| 
Ww 
: j co 
7 { wi 
it 
ee co 
be 
to 
Be 
F I of 
th 
2 | to 
f co 
co 
th 
! Re 
- } sa 
aa _ | oon 
a of 
One br 
bce! is 
Lan Me 
sae 2 ic 
oe la 
ne at 
‘ ma BA RST a tl etal ES a a re ee in 
eee pe 
“Ne : 
ies | y 
= { fe 
; Bi 
' | be 
* 
ei ° . | 
Ri pe 
poe =" ee 
3 ‘ : : . : ° we a. tae & van 
Fy aritae wie Seed i F! . > rs - . oa 
oN Pes i Nee sie dies D " <a “ad =~ ox 
ee Sierras et init + ~. ¢ 
a He aire ey - Bi Sl 
ae ee eee anid ee ad = 
a Jo deca. 5 sll t 
Sri . is ¥ oat Sat f if ed . 
fo ay ae ‘ ae BS pe. ‘ i, igpe oe a _ 
z : . BERT OES r , 
E a a ee j a ee . | 
i SA as TRIO 5, wenn a 
ri as ae ee _ ceed — ‘ ait gute sare Sate + ae Pa | ” j 
re ; pee wOey eet ae oe ak is pike eae Soames Jae " 
ee (OAS TERE Da ah Balan eae 
aa : nth i 3 i gait ep gMt = ae aie j i | sa 
Mes: bal he ee eis Kits 1 ; [AS STS, | EET ET Rb ALTE TERESA WES AER 
prices Be teauste ¢; | i ib she, th e, : ta : | ; 
eon ieee Bs | | si 
rhe. “SS OP - of”. fo) he . | ‘ 
i ‘ a nena ao “ i > ote | 
Se wtcot tates. * 1° gh, * TS ft, 
Mim : eee ae “a Be : as 2 - . ‘ : 
haw ae .t . 4 ns % i % oo= as ‘ | “eo, (a . ie A 
ag ! ye . “ chad i / ff 
ae bent “eR on ” -f y . 
ee a? & g —<—— ju 
ans ig | . 
ian e >? # 7 — S » Is 
is \ mM | 
oe | 4 ‘ 
oi 
© ' j | 
3 : 
‘ ' (z \ { s an) 
*, a! ’ com i A : 
eee ). a ay 
a @ ft 
% 2 e 4 ~~ = 
és # = - ie . . 
| = cok ‘ 
; | 1 9 as Seat —_ - f 
. # gh fe " a ¢ . 2 < Me 
f ya | e : 3 4 , 
ae ‘s \ Pea p ; cf i ec oA 2 Al 
- ; Meas ee b 
—— | way f ae a a ad 
ae  } oe co 
ees ° *% : <5 | ’ 
: ca | g N oa 
ane — \ Ss — Ta) ae SC 
Brie 
; 4 ° 
Ww 
nc 
| | ee co 
10 
ee a 
ee Ci 
| Re 
| fF 
| | in 
to 
ad 
in 
ee ca 
as a ‘ ar 
_ Pe Pe . is 
| Daiky and Sundew th 
eee ee es m 
| gu 


i] 
} 
( 
‘ 
} 


Advertising Age, September 14, 1953 


coffee. Most of them don’t know | your Aug. 10 item, we respectfully Ace. We have a small pro! 


what amounts of soluble coffee to request a published correction of | though. 


use to make a food coffee. 

We have been users of Borden's 
coffee for nine years. Occasionally | 
we will try another brand because | 
it is less expensive, but it’s just as | 
costly (if not more so) as Borden’s 
because more coffee has to be used 
to get the desired flavor. 

Many of our friends are using 
Borden’s coffee after having a cup 
of GOOD coffee in our home... 
these people do not switch around 
to different brands. 

Proper proportions of soluble 
coffee in water will make better 
coffee (Borden’s will, anyway) 
than your regular ground coffee. 
Regular coffee lacks the body it 
had before the war. 

The article proves nothing. 
These same people (or percentage 
of people) who switch from one 
brand of soluble coffee to another | 
is the same percentage (or the) 
same persons) who switch in regu- 
lar coffee brands. 

These stupid people list Nescafe 
as “coffee.”’ This country is truly 
in a sad state of affairs when Nes- 
cafe is referred to as coffee. 

You may kindly pass this infor- 
mation on to the Cleveland Press. 
I know many users of soluble cof- 
fee—the coffee they are using is 
Borden’s, and they stick with it— 
because it is good coffee. 

FLORENCE SNYDER, 
Bedford, Ohio. 


W64S Ads Suit This Reader 

To the Editor: In your July 27 
issue (am slightly behind in my 
reading, because of the vacation 
schedules), I note that a reader 
signing his letter “F. P. B.”’ attacks 
the Warner & Swasey advertising 
in vitriolic terms, no less. 

If “F. B. P.” was surprised to see 
an accolade on W & S advertising 
in your magazine, I was equally | 
surprised to read his comments on 
said advertising. 

Personally, I think their adverti- 
sing is damn good. 

C. ALLAN CAVEY, 
Los Angeles. 


Another Classified Artist 
To the Editor: Sending this in 
just to let you know that imagina- 
tion is not dead here in the effete 
East. [The ad is from the Long 
Island Daily Press. ] 
DODGE °33 
LOOKS LIKE JUNK, RUNS LIKE 
JAGUAR. $28. 
137-23 97 AVE., JAMAICA, EVENINGS 
F. C. WERTHEIM, 
President, Axtel Products 
Corp., Roslyn Heights, N. Y. 


Polled Hereford Still Bears 
Rogers & Smith Brand 

To the Editor: ADVERTISING AGE 
of Aug. 10, Page 68, carries an item 
headed ‘“‘Polled Hereford to Cary- 
Hill.” It ends by saying (about | 
American Polled Hereford Assn. | 
advertising): “Previously, Rogers 
& Smith, Kansas City, had the ac- 
count.” 

Well, sir, that story JUST AIN’T 
SO! 

The correct story is: ‘“Polled 
Hereford still bears R&S brand, 
was not rustled by Cary-Hill. An- 
nouncement of change by this ac- 
count in ADVERTISING AGE of Aug. 
10 was in error. The American 
Polled Hereford Assn., Kansas 
City, continues the employment of 
Rogers & Smith, Kansas City.” 

We realize that releases concern- 
ing account changes probably come 
to you in some volume and without 
adequate time to verify in every 
instance. And because the Ameri- 
can Polled Hereford Assn. folks 
are fine, pleasant and courteous, it 
is quite possible that Cary-Hill 
thought they had some encourage- 
ment. But somebody “jumped the 
gun.” 

Because of the last sentence in 


the erroneous story. 


Vice-President, Rogers & Smith 
Inc., Kansas City, Mo. 


| Simoniz HiLite ‘Terrific’ 
for Furniture—Not Floors 


B. G. WASSER, 


lem, | 


101 


I talked to our lab people and} uct’s future. However, my faith 
asked if they could clange the was restored when I tapped a new 


We take advantage of every sin- product to conform with your bottle, tried it on my desk, and 
‘gle claim that we can make for headline, but typical of technical) realized all over again, what a 
| this product—and it has a number | guys, they balked and said, “Welterrific furniture polish HiLite 
of fine features that lend them-)| won't do it! You'll just have to get really is. After all, a product can’t 
e e selves to strong advertising claims. | a retraction on that release.” 
For example, HiLite does give a 
crystal-hard shine that lasts three 
months. It “heals” ordinary surface 

To the Editor: We certainly ap- scratches. It resists smudging and 
preciated the fine news release on! spilled liquids. But—it isn’t meant 
Simoniz HiLite that appeared in| for floors. And that’s not what you 
the Aug. 31 edition of ApverTiIsiNG| said in your headline! 


‘do everything. 

Frankly, I was disappointed. As| I was wondering if you would 
you probably have already judged, mind telling people that HiLite is 
I am a strong booster for HiLite. a furniture polish—not a product 
When I found that the product meant for floors. 
had a basic weakness in not being Frep A. STROUD, 
desirable for application on floors, Brand Advertising Manager, 
it left me a bit leary of the prod- Simoniz Co., Chicago. 


“more comment 


than any other 
vertising 


Over a year ago, Haymarket Mills of 
Nashville started a small announcement 
schedule over WSM-TV to sell their stone 
ground Haymarket Corn Meal. Since then, 
the schedule has been increased several times 
through Buntin-Smith and Associates. Here, 
in the words of an official at Haymarket 


Mills, are the reasons for the increases: 


t 


‘,.. these announcements have provoked more 
comments from dealers and consumers than 
any other advertising we have used. Our jingle 
is a familiar tune throughout this area. It is for 
these reasons that our television schedule has 
been increased from time to time. WSM-TV 
now receives more of our annual advertising 


budget than any other medium.” 


If you want to grind out a similar success story 
for your product, better put WSM-TV to work 
for you. Irving Waugh or any Petry Man can 
give you, show you, many success stories to 
match this one. 


Channel 4 


WSM-TV 


Nashville 
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Igleheart to Head GF 


Austin S. Igleheart, president of 
General Foods Corp., New York, 
has been named chief executive 
officer of the company, replacing 
Clarence Francis, who will relin- 
quish that position but continue as 
board chairman and head of the 
executive committee until March, | 
1954, end of the company’s fiscal | 
year. GF’s board has requested Mr. | 
Francis to continue as board chair- 
man beyond his normal retirement 
date, which would have been Jan 1. 


Business Is Better Than Ever... in 


ROCKY MOUNT 


NORTH CAROLINA 
1952 


1951 
 , kndosbepdaeud 45,639,000 - 49,193,000 
Effective buying income. .29,949,000 - 36,697,000 
Family income ........... 3,640 - 4,645 
Get your share of available sales in this rich 
market by using the one medium that offers 
complete, effective coverage. 
THE TELEGRAM 
Evening and Sunday 
Write for new market data folder now available. 
Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


INTERNATIONALISTS—Josiah B. Thomas (left), v.p. and general manager of Read- | (65% ) of 195 salesman it queried 
er's Digest International Editions, and Fred Spence, operations v.p. for the inter- to find out what its salesmen real- 
national division of Grant Advertising, enjoy a chat during an outing given at ly thought about industrial adver- 

Pleasantville, N. Y., for Grant's foreign office people. 


Koppers Survey 
Shows Salesmen 
Like Advertising 


| PrrrsspurcuH, Sept. 8—Advertis- 
ing in general may be the indus- 
_trial salesman’s best friend, but 
‘specific advertising in business and 
technical publications—oh, broth- 
er! 

That’s the attitude of salesmen 
for Koppers Co., according to a 
|Survey just completed and report- 
ed by Ralph Winslow, Koppers’ 
|director of public relations. 

A total of 96 Koppers salesmen 
| Feported they found business and 
technical publication advertising 
“most helpful” in their work. 

Koppers Co. got replies from 127 


tising. 


Another new fact book about 
the world’s greatest market 


NEW YORK MARKET ANALYSIS 


VOLUME TWO: POPULATION AND HOUSING 


| NEW: YORK MARK 


POPULATION 
ano HOUSING | 


NEW YORK MARKET ANALYSIS _- 
Population and Housing 


— 
ET ANALYS 


eae 


ae hs ls 


ow 


Here is a precise, detailed, revealing picture of 
the population and housing characteristics of the 
world’s greatest market. 


This is a closeup of the scores of separate, 
distinct neighborhoods that make up the great 


metropolis. 


It shows, in color maps, family income in more 
than 2300 census tracts that make up the 116 
districts of New York City. 


Each page contains a map of one of the 116 City 
districts or one of the 21 suburban counties, 
together with Bureau of Census figures on pop- 
ulation by sexes, age groups, family income, 


number of households, type of dwelling. 


Prepared by three of New York’s leading news- 


papers, this 160-page study was more than six 
months in the making. It supplies the answers 
to many of the key problems that advertising 
agencies, manufacturers, jobbers, distributors 
and wholesalers seek to solve in this most prof- 
itable of all markets. 


Write now for your copy of this valuable aid 
to sales planning in the New York market. On 
company letterhead, please, to the research de- 
partment of one of these newspapers: 


The New York Mirror 
235 East 45th Street, New York 17,N. Y. ; 


The New York News 
220 East 42nd Street, New York 17,N.Y. 


The New York Times 


Advertising Age, September 14, 1953 


229 West 43rd Street, New York 36, N.Y. 


“We had our fingers crossed 
when we started the survey,” Mr. 
Winslow reported. “Our salesmen 
must move goods in carload lots 


or obtain large contracts. They’re 
not trafficking in small items, and 
we don’t expect them to feel the 


impact of advertising as readily as 
the salesmen for soap and cigarets 
or other consumer merchandise.” 


es Koppers was surprised—and 
pleasantly so. 

In addition to the 96 (75%) who 
favored business and_ technical 
publication advertising as most 
helpful, 84 Koppers’ salesmen 
(66%) favored direct mail, while 
83 (65%) voted for company sales 
literature. 

The much-maligned institution- 
al advertising designed to build 
greater company recognition got a 
healthy boost from Kopper sales- 
men, when 74 (58%) suggested 
the company do more of it. 

Besides industrial products, the 
company sells domestic coke in 
the metropolitan New York area 
and also merchandises a line of 
moth preventives through drug 
stores, and this was reflected in 
some scattered replies favoring 
other media such as newspaper 
(14), television (10), motion pic- 
tures (8), radio (3) and window 
displays (3). 


ws The company asked three other 
questions of its salesmen. 

“Do you consider your compa- 
ny’s advertising an important tool 
in helping you make sales?” 

Some 95% (121) of the replies 
indicated that the company’s ad- 
vertising is an important sales tool. 
There were only six negative re- 
plies. 

“Do you feel that you could do 
as good a sales job if your com- 
pany did not advertise?” 

Says Mr. Winslow, “We would 
not have been too surprised if a 
salesman who had just closed an 
order for several hundred thou- 
sand gallons of a product felt that 
he and he alone had consummated 
the sale, with advertising playing 
very little, if any, part in the 
transaction.” 

However, the vote on this $64 
question far exceeded Mr. Wins- 
low’s pessimistic expectations. A 
total of 118 salesmen (93%) said 
they could not do as good a job if 
the company didn’t advertise, and 
only nine rugged _ individualists 
said they could. 


a The final question asked if 
salesmen found when they made 
an initial call on a new prospect 
that the prospect was familiar with 
the company because of its ad- 
vertising and/or publicity. 

In answer, 81 (64%) reported 
they “often” found the new pros- 
pect had heard about the company, 
while 46 (36%) said “sometimes.” 
No salesman reported that he had 
approached a prospect who had 
“never” heard of Koppers. 

To keep the survey on an objec- 
tive basis it was arranged to have 
an impartial New York firm con- 
duct the fact-finding from begin- 
ning to end. The salesmen were 
asked not to sign the question- 
naires and were promised that the 
replies would be used for tabulat- 
ing purposes only and would not 
be forwarded to their employer. 


SALISBURY 


NORTH CAROLINA 
MARKET 
MEDIUM 
COST 


Sell the heart of the rich and prosper- 
ous Carolina market through its only 


|newspaper—THE SALISBURY POST. 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices” 


in all principol advertising centers 
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CALIFORNIA BOOSTER—Bank of America is using a total of 15 bulletins like this 


in Southern California to boost leading 


have been installed on a three-year basis with periodic changes in the cutout illus- 
tration and featured industry. Foster & Kleiser Co. maintains the series. 


prewar figures, Mr. Mair said The 
trend follows that in the U.S. in 
|that the greatest circulation in- 
creases have been in the smaller 
/ communities. 

Another PAA project is a study 
|/under Traffic Audit Bureau aus- 
pices of monthly variation in traf- | 
fic. Three moderate-size towns | 
away from main highways and 
/not in resort areas have been | 
picked for the study. Findings are | 
expected to be published early | 
next year. 


California industries. The basic bulletins 
® Promotionwise, PAA has added 
a slide film, “Your Outdoor Neigh- | 


Use of Outdoor 
in Canada Taxes 
Plant Capacity 


Toronto, Sept. 8—Demand for 
outdoor space continues to outrun 
capacity in Canada. 

Mace Mair, general manager of 
the Poster Advertising Assn. of 
Canada, told AA billings this year 
are expected to be about 9.5% 
higher than last year. 

“In spite of general increases in 
plant capacity, poster space in 
Canadian metropolitan centers and 
in many key fast-growing areas 
has continued to be subject to wait- 
ing lists,” he said. 

A system of priority reservations 
has been established to process re- 
quests for space. Existing advertis- 
ers have been given options on the 
space they used last year. Options 
usually are taken up by Dec. 1 for 
the first six months of the next 


year and by March 1 for the final | 


half. 


@ In the past year, plant changes 


throughout Canada have been con- | 


siderable. While the total number 
of plants has decreased slightly, 
primarily through mergers in met- 
ropolitan areas, the number of 
panels has increased. 

Many locations have been| 
changed in rapidly growing com- | 
munities to maintain complete | 
coverage under the changing con- 
ditions, Mr. Mair said. 

Eleven new national advertiser 
accounts were added to outdoor so. 
far this year. Most of these are in| 
food, appliance and automotive 
fields. One of the “new” accounts 
is the return to poster advertising 
of W. Clark Ltd., Montreal canner 
of pork and beans, which has been 
absent from the boards after us- 
ing the medium many years. 


s Progress of Canadian audits also 
has continued. Last spring, PAA 
issued a comparison of 1953 and) 
1941 cost per 1,000 circulation in 
91 cities. The study shows that the 
average cost per 1,000 increase 
over the 13-year period is 31%. 

Audits to be completed this fall 
are expected to provide data on 
75% of Canadian plants. The as- 
sociation is working toward a 
100% audit. Such complete figures 
have not existed since before the 
war. 

Special effort is being made to 


TORONTO, CANADA 


Capital City of Ontario — Canada’s Richest 
Province — Having One-Third of Canada’s 
Total Population ang 42% af Retail Sales— 

Blanketed by the 


TORONTO DAILY STAR 


— 400,000 circulation (largest im 
Canada) 

— 80% coverage of Toronto 

— 50% coverage of 45 prosperous 
Ontario centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
metoually Roprese med 37 


WARD-GRIFFITH CO. 
The Ward Griffith Co meintaine offices 


an oll princspal advertising centers 


bor,” to present the story of poster | 
develop a sweep of audits in sep- advertising and its effects on a 
arated areas. Current audits cover |Canadian community. The film 
80% of the population reached | follows the theme of the OAAA 
through posters. |production of the same name. 
| Showings of PAA’s older slide 
8s New audit figures continue to | film, “When Canada’s Front Door 
show a trend toward a heavy in- Opens,” have continued. 

crease in circulation compared with| The association also publishes | 


the bi-monthly “Impact” to keep 
poster users up to date on Cana- 
dian marketing conditions. Last 
May the association sponsored a 
session of the Assn. of Canadian 
Advertisers’ annual meeting. 


Two Appoint Hutchins 


SoLite Furniture Corp. and 
Wood-Mor Products Inc., both of 
Rochester, N. Y., have named 
Hutchins Advertising Co., Roch- 
ester, to handle their advertising. 
SoLite makes aluminum folding 
furniture and Wood-Mor manufac- 
tures screw machine products. 
Both are under the same manage- 
ment. 


Walker Joins Broadcasters 

Marjorie Walker, formerly with 
ABC in Hollywood, has joined the 
staff of the Southern California 
Broadcasters Assn. as assistant to 
Managing director Norman Nelson. 
Before joining ABC, Miss Walker 
was with Glenn McCarthy Enter- 
prises, Houston, Tex. 
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Howard Swink Adds Two 


Howard Swink Advertising 
Agency, Marion, O., has added 
Peter Larkin and Clyde Duncan 
as copywriters. 


DAYTONA BEACH 


Wlorida’s Year ‘Round Resort Covered iy 


DAYTONA BEACH NEWS-JOURNAL 


- Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 
tourist ularity. 

2. Over $98,723,000 effective buying in- 

come. 

3. Over $83,353,000 retail sales. 

4. A quality market index of 127. 

5. 1952 total advertising 13,711,789 lines. 

SEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN 

Represented by V. J. OF dr. tn Jack tlle 


— 


Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co, maintains offices 
in all principal advertising centers 


Are your sales keeping pace 


with the spectacular growth of 
The Denver Post’s Market ? 


bo! 


Since 1946, metropolitan Denver’s population has increased 32.2% ... from 473,000 
to 625,300 . . . a rate of growth almost 3 times as fast as the national average. 


This growth reflects more than the post-war boom in babies. Actually, it is the 
inevitable result of such diverse and basic factors as Denver's adjacency to the natural 


resources essential to an atomic age .. . Denver’s new importance as a major oil center 
. .» Denver’s unique position as the transportation and distribution hub of the Rocky 
Mountain Empire . . . Denver's ability to offer space, labor, climate and security advan- 
tages to the nation’s gradually dispersing industries .. . Denver’s recognized attractions 


as a place where people can really live. 


You can profit from this spectacular growth. You can reach and sell this expanding 


western market with the economy of single medium coverage. In metropolitan Denver, 
9 out of 10 of your prospects read The Denver Post. 


CIRCULATION 
ees 


A. B. C. Publisher's Statement 
September 30, 1952 


Represented Netionelly by Meleney, Regen & Schmitt, inc. 


THE DENVER POST 


| Tha Veet of the Rechy Woumiaim Empie 


fO1TOR AMO PUstISMER 
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Arndt Names Mrs. Farren 

John Falkner Arndt & Co., sl 
adelphia agency, has named Mrs 
William A. Farren as acting media 
director. She succeeds Clarence R. 
Palmer, who retired Sept. 1. 


WPMT.-TV Begins Telecasts 


First TV outlet in Portland, Me.,' 


—WPMT-TV—started operations 
Aug. 30 on u.h.f. Channel 53. The 
station is owned by Portland Tele- 
casting Corp. 


ELIZABETH 


NEW JERSEY 


One of the nation’s top 60 industrial areas 
which is dominated by the 


ELIZABETH DAILY JOURNAL 


There are approximately 900 di- 
versified industries in the Elizabeth 
Journal trade area who employ over 
69,000 workers. Over 277 new in- 
dustries have located in Elizabeth 
during the past 5 years. 

Represented Nationally by 


WARD-GRIFFITH CO, 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
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Admen Call Anti-Enzyme Claims 
Premature; Some Dentists Okay Use 


Meanwhile, Toothpaste 
Makers Go on Calling 
It ‘Miracle Ingredient’ 


By Lawrence Bernard 

New York, Sept. 9—What’s an 
anti-enzyme? 

“Purely a phoney” is the term 
the advertising director of one of 
the largest toothpaste companies 
uses to describe the new miracle 
ingredient that supposedly is going 
to turn the dentifrice market top- 
sy-turvy, and his company is in 
the enzyme battle. 

Actually, this adman doesn’t use 
the appellation for his own prod- 
uct. He’s referring, rather, to those 
dentifrices that have long had 
enzyme-inhibiting properties, as 
most do, and are quickly “climb- 


| 
‘same thing five years ago,” 
‘points out. 


ing on the publicity bandwagon. 
“We could have advertised the) 
he) 

“The acid story is al-| 
most as old as toothpaste.” 


@ What he means, in case you’ve 
managed to avoid reading about it | 
lately, is that dentists long have 
known that acid is the cavity cul-. 
prit. Acid is formed in your mouth | 
when the sugar you eat is acted 
on by enzymes, i.e., an organic 
substance that accelerates chemi- | 
cal changes. Some time after the 
enzyme action comes the drill ac-| 
tion in your dentist’s chair. 

The theory behind the current 
anti-enzyme craze is that any in- 
gredient that will interrupt the en- 
zyme process will halt the forma- 
tion of cavities. But here’s the 


Prominent Users of Strathmore Letterhead ‘iin = 107 of a Series 


QUALITY carries the ball! 
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World’s Champion Professional! Football Team in 1945 and 1951, 


the Los Angeles Rams enjoy the enthusiastic support of thousands 


who crowd Memorial Coliseum every season. Their fine team spirit 


and hard, fair play have won not only a loyal following but Con- 
ference Championships in 1945, 1949, 1950, and 1951. With a roster 


of past and present players and coaches that reads like a football 


Hall of Fame, the Rams have a reputation for playir 


ig good football, 


exciting football, and above all, sportsmanlike team football. 


Knowing that only the best components can make the best team, 


the management of the Los Angeles Rams seeks the best in every 


detail. The Rams put quality behind their team by using Strathmore 


Letterhead Papers for all business correspondence. 


A letterhead can express the spirit and coordination of a business 


“team” 


, too, A letterhead on Strathmore always says quality, and 


indicates integrity and good taste. On your next letterhead order, spec- 


ify a Strathmore paper for its outstanding character and appearance. 


Strathmore Letterhead Papers: 
Brilliant, 


Bond, Alexandra 


Strathmore Parchment, 


Bay Path Bond, 


Strathmore Script, 
Strathmore Writing, 


Thistlemark 


Strathmore Bond. 


Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 


STRATHMORE 


MAKERS OF FINE PAPERS 


Strathmore Paper Company, West Springfield, Massachusetts 
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Motorola 


Better See Your Motorola Dealer 


Better See 


Clock Portables 
Clock Radios 


Better See 


{otorola TV 


Double-Power 
Picture 


SUGGESTION—Motorola Inc.’s ‘Better see’’ theme is stressed on these two 24-sheet 
outdoor bulletins which were designed by Kling Studios, Chicago, and produced by 
Continenta! Lithograph Corp., Cleveland. 


clinker. 


Almost all toothpastes on the! 


market today are detergents, and 
detergents all 
hibiting action. The big question is, 
But for how long? 


® The fact that enzyme inhibitors 


have always been present in most, 


dentifrices makes it a simple mat- 
ter to switch copy themes and tout 
this latest “discovery.” 

Example: There’s a page by 
Bristol-Myers in the Sept. 7 issue 
of Life (AA, Aug. 31) which says, 


“25¢ to you for trying this new | 


anti-enzyme _ toothpaste.” The 
product is Ipana AC (ammoniated 
chlorophyll). Before last-second 
copy changes were made, that 
same ad read, “25¢ to you for try- 
ing this new double-protection 
toothpaste,” and the “double-pro- 


tection” referred to the fact that 


Ipana was “ammoniated to reduce 
decay, chlorophyll 
breath all day.” 


s Another example: Block Drug 
Co. is in the midst of its $1,000,000 
introductory drive for anti-en- 
zyme Amm-i-dent. The trade ads 
shout: “Amm-i-dent toothpaste 
on your shelves—your store—right 
now has anti-enzyme action.” Fact 
of the matter is, not only is “anti- 
enzyme action” present now but it 
has been ever since every dealer 
ordered his first shipment of 
Amm.-i-dent back in 1950. The en- 
zyme inhibitor in Amm-i-dent is 
an ammonium ion, and urea, pres- 
ent in the product when it was 
first introduced. 

The distinguishing enzyme fea- 
ture between other dentifrices and 
Listerine Antizyme and the soon- 


to-be-launched Colgate with “Gar-| 


dol”—distinguishing in so far as 
the real news in Dr. Leonard S. 
Fosdick’s research is concerned— 
is that the latter two products both 


contain enzyme inhibitors which, 


the Fosdick researchers claim will 
function for hours instead of min- 
utes. 


@ Enzyme action in most deter- 
gent toothpastes is limited in most 
cases up to one hour. The new 
compounds in the Colgate and Lis- 
terine toothpastes, as reported by 
Northwestern University research- 


ers, will carry on their enzyme 
inhibiting actions for hours. “All 
day immunity,” says Listerine, 


referring to Antizyme as “the 
continuous action toothpaste.” It 
seems certain that Colgate will 
emphasize length of action in its 
coming campaign. 

Noteworthy is the fact that 
Block Drug reports that sodium 
n-lauroyl sarcosinate, one of the 
compounds favorably reported on 
by Dr. Fosdick, will be incorpora- 
ted into anti-enzyme Amm-i-dent 
in about three weeks (AA, Aug. 
31). Bristol-Myers’ new WD-9 in- 
gredient, referred to as an “anionic 


have enzyme-in- 


to stop bad! 


, detergent,” is effective in prevent- 
ing the formation of cavity-causing 
|acid, Dr. Fosdick reports, but ani- 
onic detergents will not remain 
|active for any great length of time 
or after washing with water, the 
‘research says. 
® By no means does this imply 
that Listerine and Colgate have 
the “full speed ahead” signal from 
the dental researchers. Admen in 
at least one of these companies 
will tell you—not for quotation, of 
course—that the American Dental 
Assn. is right on the beam when it 
labels cavity-immunity claims as 
“premature” (AA, Aug. 24). 
Chances are that most consum- 
ers will react to the new claims in 
the same manner that a clinically 
minded dentist did when queried 
‘by AA. He said: “No matter what 
these anti-enzyme dentifrices can 
/or can’t do, they certainly can’t do 
any harm and they may do some 
| good, so why not use them?” 


a Colgate-Palmolive-Peet Co. last 
week took business paper ads to 
announce that “all shipments of 
Colgate dental cream from our 
plants are now of the new Colgate 
dental cream with a new, exclu- 
sive miracle ingredient... Watch 
for news of the sensational adver- 
tising campaign featuring new 
Colgate dental cream with the new 
miracle ingredient.” The ads coyly 
refrained from any further details 
about the “miracle ingredient.” 

In some cases, anti-enzymes are 
the new dentifrice ingredient of 
the year, but in many more cases, 
anti-enzymes are the advertising 
ingredient of the year in the $125,- 
000,000 toothpaste business. 


Promotes Harold Howenstine 

Harold D. Howenstine, on the 
staff since 1952, has been promoted 
to manager of sales promotion and 
publicity for Indianapolis Life In- 
surance Co., Indianapolis. 


You Can't Miss With 
THE GAZETTE 


in Haverhill, Massachusetts 


George McLaughlin, 
Advertising Manager 


will furnish ef- 
fective merchan- 
dising help for " 

your product with the HAVERHILL 
GAZETTE and its 100% coverage 
of Haverhill, Massachusetts trading 
zone population of 110488. 

Request more facts. It pays to use 
the Gazette. 

Nationally Represented By 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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Advertising Age is my silent partner 


Advertising Age 1 


AE Deart Dew | ian Pate §=TV Sponsors Speoding 
nto tee =, wwe Poreee More for Same Shows 
he ale Seen 


Says — DAVID H. BARNOW 


General Sales and 
Advertising Manager 


BELTONE HEARING AID COMPANY 


“For many years Advertising Age has been my ‘silent 
partner and consultant,’ so to speak, in weighing many decisions. 
It has also inspired new thinking in the 
matter of sales, sales training, and advertising, 
so important to us at Beltone. Advertising Age and I 


are old friends.”’ 


DAVID H. BARNOW 


A native Chicagoan, Mr. Barnow went to the 

Northwestern University School of Commerce, served as agency supervisor 

for Connecticut Mutual Life Insurance Co., and received the 
coveted Chartered Life Underwriter Degree from the 
American College of Life Underwriters. Since joining Beltone, he has 
become vice president of the American Hearing Aid Association, 
and is immediate past chairman of the board of governors of 
the Hearing Foundation. Married, and living in 
Chicago, Mr. Barnow is the father of three growing boys with 

whom he shares his hobby—photography. 


Advertising Age 


lo important people 


200 E. ILLINOIS STREET 
CHICAGO 11, ILL. 
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CBS-TV Boosts Morton 

Maurice Morton has been ap- 
pointed director of business affairs 
for CBS Television in Hollywood. 
He has been associate director in 
the department since joining the 
network in 1951. Before that he 
was an independent producer of 
television and radio shows, and for 
12 years with William Morris 
Agency as an agent in the radio 
department both in New York and 
Hollywood. 


In CANADA 


31% of the sales made 
in retail stores are 


made to Families reading 
The STAR WEEKLY | 


ask for information 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Lo. maintains offices 
in all principal advertising centers 


‘September issue of 
Marketing. 


ple who have had experience with 


Scribner Counters Wiggers’ Blast 
Against 15% Agency Commission 


Cuicaco, Sept. 8—The long-. 
smoldering controversy over the 
15% commission system for ad/§ 
agencies flared up again in the 
Industrial 


Fanned into flame last April by 
Raymond P. Wiggers, then ad 
manager for Frank G. Hough Co.,, 


|Libertyville, Ill, the controversy | 
‘in its present phase is highlighted 


by a vigorous attack against Mr. | 


Wiggers’ position led by Harvey A. | 
| Scribner, 
'Gray Inc., Chicago agency. 


president, Russell T.) 
Most critics of the 15% commis- 
sion, says Mr. Scribner, “are peo- 


few agencies. I believe I am cor- 
rect in saying that this is the case 
with Mr. Wiggers.” 

(Incidentally, since writing his 
criticism in April, Mr. Wiggers has | 


moved over to ‘he agency side of 
the fence as v.p. of Glenn, Jordan 
& Stoetzel, Chicago.) 

(Curious, AA contacted Mr. Wig- 
gers to find out whether his atti- 
tude has changed now that he has_ 
entered the agency end of the 
business. He said that fundamen- 
tally his attitude has not changed, 
but that last April he was merely 
“letting off steam’ about the 15% 
commission, which he considered 
a problem. Since then he thinks he 
has found a solution and is pre- 
paring an article for Industrial 
Marketing in answer to Mr. Scrib- 


(AeA ease ae 


- ~ 
> i le Si i AR Ain A i Oita a> att E> SE le A Sa at, SE. ES. Sa Sa ae. Ga ee de ae ee 2 


cwerervernr eer eee ees Serer 


7-CROWN SPECIAi—Passaic, N. J., is the location for this 60’ long board for 


ner.) Seagram's 7-Crown whisky. The number “7” is 17’ high and outlined in red neon 


In his original criticism, Mr. 
Wiggers leveled five arguments 


tubing. A similar installation was recently made in Paterson, N. J., by Federal Adver- 


tising Corp., Paterson, which produced this one. 


against the 15% commission. The 


five arguments with Mr. paniaamaiad upon publication commissions;honesty of the account executive 


rebuttals are: 


fcr their income. Such a condition 


... develops an unbalanced attitude 


1. Most agencies depend primar- places an unfair burden upon the between publications and other 


625 Williamson Bldg. 
Cleveland 14, Ohio 


520 N. Michigan Ave. 
Chicago 11, Ill. 


4433 Crenshaw Blvd. 
Los Angeles 43, Calif. 


22 Marietta St. 
Atlanta 3, Ga. 


REACHING THE 


Take Presidents For Example 


ON 


TOP 


brokers, 


Final results of a survey (just completed) among grocery com- 
pany presidents, V.P.’s, sales managers, ad managers, district managers, 
prove once again that no advertising publication 
FOOD FIELD REPORTER'S coverage of the important media-influencing 


executives. 


REPORT 


ER readers ... by a wide margin! 
Nak eee kk ka FOOD FIELD REPORTER 
Sarre ree Advertising publication A 
re Advertising publication B 
a Serre rr Advertising publication C 
SS taksakebac Advertising publication D 
er ree Advertising publication E 
Seer seer e Advertising publication F 


Here is positive proof that if you are not now using FOOD 
FIELD REPORTER, more than half the grocery company presidents are 


not getting your story! 


of publications to sell the giant grocery industry. 


Like presidents, the rest of the top management team rates FOOD 
FIELD REPORTER tops. See the next ad of this series. 


FOOD FIELD REPORTER 


MEDIA'S BEST MEDIUM TO SELL MEDIA'S BEST CUSTOMERS 


Take presidents for example... the majority are FOOD FIELD 


Make sure that these presidents, along with all the other gro- 
cery company executives who influence media buying know about your 
market and medium... put FOOD FIELD REPORTER first on your list 


330 West 42nd Street, New York 36, N. Y. 
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promotional media. 

| Says Mr. Scribner, “The ad- 
_vertising manager should govern 
‘his own complete program and 
make sure that both the list of 
|publications is properly selected 
‘in line with the plans of the com- 
pany and that the direct mail and 
all of the other sales promotional 
efforts fit into the program.”’ Where 
this is not the case, any mis-oper- 
ation of the agency rests entirely 
on the ineffectiveness of the ad- 
vertising manager, and it is the 
manager that is to be censured, not 
the agency. 


s 2. The existence of many unnec- 
essary business publications is pri- 
marily due to the hard-to-resist 
temptation of increased agency 
income. Taking away the 15% 
| commission would automatically 
reduce the number of publications 
|in a quick “survival-of-the-fittest” 
/movement. 

Granted, replies Mr. Scribner, 
but “the acceptance and use of 
| these publications again rests di- 
rectly in the lap of the advertis- 
,|ing manager and in many cases 
the dealers whom the advertising 
manager’s company supports. To 
Stop this sort of thing is simply a 
'case of telling the agency that the 
advertiser does not care to use 
jany or all of the publications in 
| question. The 15% commission has 
‘absohitely nothing to do with the 
picture.” 
| 3. Advertising managers have 
| developed a suspicious attitude to- 
| wards agency publication recom- 
| mendations. 
| If so, says Mr. Scribner, “they 
must also have developed suspi- 
‘cion on other practices in which 
\their agency indulges. If this is 
the case, it is up to the advertising 
manager to find a new agency.” 
| # 4. Under the present system, new 
and small business finds it almost 
impossible to obtain the type of 
promotional assistance it requires 
|since one agency after another 
‘turns down a prospective account 
because its tentative publication 
schedule brings in too little im- 
mediate revenue. 

Mr. Scribner’s reply to this ar- 


LYNCHBURG 
VIRGINIA 


\“Metropolitan” Lynchburg retail 

_sales—38% HIGHER THAN THE 

'U. S. AVERAGE! 

Only the News-Advance covers this 

basic Virginia market of over 

50,000 city zone population. 

ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 
Nationally Represented by 


WARD-GRIFFITH CO. 


The Word-Gr tfitn Co maintains offices 
in at. Orncipel aavertising centers 


Saran + cae ~ 4 se kia He is mee Oty ae: ghee eka tei me : ‘. 
‘hing S : ‘ - his” . ia Sa ee oe te eh pest lg: Re eae uy tnt ; p eee . nt Nea ath 
Se es ies ee at eae GE i oe 2 Pees So eaeee ee ere SS Ok i» yee 
eon ’ ’ pe : d a maar PS tpi eee ee: Rasa ice oe fe ee Se j se . ee ae Scams 
|| 
= Advertising Aye, September 14, 1953 Ad 
2 Rene er rear an 
Se ; ey 1 at i ' 
Age, . ; se Ft pea eS g bs : a 
ea P ieee 
a Seagrass Sey She 
= 
a ‘4 Crown i 
eet, sae S09 GTR S ome cn Sew } 4," 
eed 2 eg “a fee 
Pr eee rD _ : ¥ i ~~ a _ = 
ce —— = Pte id Ki te NS so 
: ——————————— . Ae ey Ee : : i Sy Sy Site ir Bi 
. — <0 Se ae oe Mee ER, ‘eset : 
ie: a 4 — in, Pie, * 
r Tee _ § i 
i) i &- Behe 
Po one : an — Bi 
| a ce Mire | tt Su Se. 5) OZ 
ae Car. ee ~~ sage a 
ide a! ee es Se 7 
ag a cie 
eer ssieseeesisiniteeereneteeheeecetianatiiomennimesinasintiaes len 
_ sir 
oo =~ ma 
sid pees wS ro\ 
is 
ae on] 
cas 
e sor 
| 4 ing 
cat 
yc ies cre 
ee pe r 
Le = 
erie evi 
he cel 
ae Th 
ee : 
— 4 po 
eS ee ag 
enees sul 
SABES are 
eae im 
we tis 
a 
gu 
Ee ie PF of 
ee: ee pee 
saa! a = 
ee sio 
coe all 
ae tin 
‘ yea9 . ‘ ~ ed. 
eee: ag 
col 
ing 
= bu 
2 ag 
: sol 
ee he 
git ” 
oe www oa 
ay an 
eae sta 
aa se 
ol thi 
— cif 
ae — it 
7 as m 5 th 
pes re 
eau et 
ee ee to 
3 | to 
—  eniatpendndnalictinipmaiailadimemansiieit item fe 
z pe 1. 
g; 
. P| . 
; S] 
es TI 
: ae Vie ee ee es oe 


| oe - F 20 pmo . 
KENTUCAY c)pAIGHT gouRBON quiseeY : 
Wheshey 4 youd offer a friend” | 3 


FLASHERS—These two flashing displays were set up by Missouri Jewelite Co., St. 
Louis, for Griesedieck Bros. and Conrad Inc., both of St. Louis. The lights in the 
Griesedieck comet start turning on at left, ending with a flashing burst emphasizing 


ren warew 


the “de-bitterized” theme. 


‘simply would stand pat anc say cy so much that the over-all per-|sales staff of the Katz Agency, 
we charge on the basis of 15° —or 
perhaps 20%—of the gross space 
rate and you would have the same 
thing you have now, but without 
/any control. 

Such a system would evolve into 
arriving at a definite charge for 
every job and would cost an agen- 


centage would have to be higher newspaper representative, in Kan- 
than it is under the 15% commis- 585 City. 
| 


sion system, they say. 
Smock Joins Bond & Starr 
| William G. Smock, for the past 
Katz N ames Campbell 11 years with the Associated Press, 
William R. Campbell, formerly has been appointed manager of the 
with the advertising Staff of the public relations department of 
Kansas City Star, has joined the Bond & Starr, Pittsburgh agency. 


$7 LOVIk MO 


gument is that many small agen- 
cies are capable of doing an excel- 
lent job for any small account 
from $1,000 appropriations on up. 
Most agencies are quite aware of 
the fact that small concerns of de- 


sirable potential “are going to. 


make excellent accounts tomor- 
row,” he says. 

5. As long as the agency’s bread 
is buttered by a third party, al- 
legiance to the advertiser will be 
only surface deep except in rare 
cases. In place of the agency’s per- 
sonal desire to achieve outstand- 
ing results is a frantic urge to lo- 
cate new accounts which will in- 
crease the dollar intake via pub- 
lication commissions. 


s “Unfair!” says Mr. Scribner of 
this one. “Everyone knows that 
every business has a certain per- 
centage of scamps within its ranks. 
This is just as true of manufac- 
turers who take advantage of 
agency operations as it is of the 
agencies. For manufacturers to as- 
sume that their skirts are entire- 
ly clean and that their practices 
are all lily white is a far flight of 
imagination into industrial ego- 
tism.” 

Actually, the agency head ar- 
gues, it was the rapid development 
of agency assistance to advertis- 
ers that prompted so many publi- 
cations to put the agency commis- 
sion system into practice, thereby 
allowing publishers to put more 
time and effort into improving the 
editorial content of their books. 

Mr. Scribner points to many 
agencies that can boast of ac- 
counts of 30 years or more stand- 
ing. “Are we to believe that these 
businesses are staying with their 
agencies and not receiving per- 
sonal interest and good service?”’ 
he asks. 


s In Mr. Wiggers’ original criti- 
cism of the 15% commission, he 
proposed that agency executives 
analyze an account from a cost 
standpoint to provide the best 
service in each category, and that 
the advertiser contract for a spe- 
cific retainer fee with all publica- 
tion commissions applying toward 
the fee—excess commissions to be 
returned to the advertiser or to be 
applied as an increase to the budg- 
et appropriation. 

Advocates of the 15% commis- 
sion point out that if agencies were 
to charge on the basis of service 
fees for each job they perform di- 


NORTH CAROLINA 


1. Buying Center of Craven County 

2. Quality of Market—102. 

8. Effective Buying Income 
$17,735,000. 

THE RICH NEW MARKET IS 

SERVED EXCLUSIVELY BY 

THE EVENING SUN JOURNAL 


REQUEST MORE FACTS—ADVERTISE IN NEW SERN 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Werd-Griffith Co. maintains offices 
in all principal advertising centers 


rect to the client, there would be| | 
such a variation of pricing meth- | 
ods that the criticism of agency | 
operation would be either greater | 
than it is or the average agency | 
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THIS Is HOWARD KRUEGER—( Another W-G Salesman) 


Howard A. Krueger has been in the Newspaper Sapoceenteiive business all of his 
qusiness life, having joined our organization imm ~~ 4 following his graduation 
rom the University of Illinois more than 20 years ago. Howard has had extensive 
experience in all branches of the business, including the development of sales and 
s vertising plans for clients. He is a specialist in promotion and sales plans. Howard, 
ike any of our salesmen, will help and work with you to get the greatest 

from your advertising campaign. 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 
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8 PPR re rere Yukon 2-2-6038 ......... 0000005 SAN FRANCISCO 
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—— You can see the difference — — 


Up, goes the volume of typewritten work produced 


in your office when you start using IB 


Typewriters. 


Up, too, goes the quality of the work . . . the neat- 
ness, clarity, and legibility of both originals and 


carbon copies. 


Down, go mid-morning slump and end-of-the-day 
fatigue, with their slackened pace and costly errors. 


These are the reasons why so many companies 
are rapidly changing over to IBM Electric Type- Company 
writers.Isn’t it time you asked for a demonstration? 


Electric 


INTERNATIONAL BUSINESS MACHINES 


IBM, Dept. AO-2 
590 Madison Ave., New York 22, N. Y. 
(] Please send illustrated folders on 
IBM Electric Typewriters. 


() I'd like to see the IBM Electric 
Typewriter. 


Name 


Address _ 


City State 
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Television Hasn't — 
Affected Poster 
Ratings: Harper 


(Picture on Page 110) 

New York, Sept. 9—Television 
doesn’t seem to have affected post- 
er observation through the years, 
according to Marion Harper Sr., 
president of Marion Harper Asso- 
ciates Inc. 

The head of the Posteratings or- 
ganization points out that special 
care has been taken by his inter- 
viewers to avoid eye-confusion be- 
tween what a viewer sees on TV 
and what is seen on a _ poster. 
Studies indicate that an advertiser 
who uses outdoor as well as video 
can achieve an outdoor observation 
score that is as much as 5% higher 
than ordinary. 

One area in which the measure- 
ment problem is particularly dif- 


DAY-GLO TOUCH—Standard Oil of Ohio got this 24-sheet poster from Thomson 

Symon Co., Terre Haute, Ind. The car body is in orange Day-Glo fluorescent color 

and the words “finest’’ and Sohio are also in Day-Glo. McCann-Erickson, Cleveland, 
designed the poster for Sohio. 


ficult is food posters. Because of ; per said, “will do just as well with | 


the product, these posters often| men, practically, as with women.” 
have a dual appeal to both sexes. | It isn’t always important to 
Items such as bakers’ bread or| achieve a high rating in order to 
frankfurters will get high obser- | have a successful poster, Mr. Har- 
vation from both men and women. per points out. When a new car 

| mod ackagi ; i - 
® On the other band, cold cereals | ing oa ¢-paamaag digenen af foal 
will get a high female observation | tant to make a deeper impression 


only. e with fewer observers, he indicated. 
A good bread poster,” Mr. Har-— “The great mistake in poster 


to even our most exacting demands, it's 100 to 1 
we'll keep going back... Plenty of big name ad- 
vertisers, wise in matters of brilliant reproduction, 
will tefl you, "—this is one reason we specify 


photo-engravings custom crafted by ROGERS, 


yeor after year.” 


E N 


.- vo iF  & N Y 


Waster 


CHICAGO PHOTO-ENGRAVERS ASSOCIATION 


2001 CALUMET AVENUE °* 


“Sure it's good! 
t+ F always go there”... 


As long as a source 


_ advertising is cluttering it up with 
too much text or too much mate- 
rial.” Advertisers forget that an 
outdoor poster should be laid out 
so that the eye can absorb the text 
and illustration as a composite. 
The poster should seldom have 
more than eight words in it, in or- 
der to be read easily. 


® An advertiser who changes his 
design monthly, or buys his art 
piecemeal, seldom can _ establish 
any continuity, and the public, Mr. 
Harper says, often reads posters 
like comics—looking for the next 
in a series. Therefore, outdoor ad- 
vertisers should try to stick to the 
same general character and de- 
sign. 

Harper Associates recently an- 
nounced that it had dropped Indi- 
anapolis as a test city and substi- 
tuted Chicago. It went into Indi- 
anapolis’ originally because it 
wanted to measure a city of 500,- 
000 population. The company has 
now reverted to its original plan 
of using two large cities. Poster- 
atings is now in its sixth year in 
Philadelphia. 


# Dry runs have indicated, Mr. 
Harper said, that measurement in 
a city the size of Chicago presents 
no problems. The first Chicago re- 
port on July posters goes out to 
subscribers Sept. 20. The company 
is contemplating a one-year study 
in a 200,000 population market to 
see if there are any significant dif- 
ferences in observations in an area 
of that size. In the past, studies 
have been made for specific ad- 
vertisers in Kansas City and At- 
lanta. 

Summing up some recent find- 
ings, Mr. Harper declared: 

“The poster that does reasonably 
well the job it was intended to do 
is a good poster regardless of the 
rating it gets.” 
continues to deliver according 
Louisville Faces TV Snarl 

When WKLO-TV, Louisville, 
goes on the air about Sept. 27, 
there will be only two network cir- 
cuits in the coaxial cable for the 
three stations. This will mean that 
only two stations will be able to 
carry network shows at the same 
time. WHAS-TV and WAVE-TV 
each have a circuit at the present 
time. An official of Southern Bell 
Telephone & Telegraph Co. ex- 
plained it was doubtful that a 
third circuit will be available be- 
fore late 1954. 


‘Tempo’ Adds Two 


Marvin Albert and Jack Hether- 
ington, both formerly with Look, 


GRAV tI N G 
will be a department editor and 
Mr. Hetherington will join the art 
department. 


Craftsmen of Lhoto-Engraving 


Member of the 


Ist Portland TV Outlet Airs 


The first television outlet in 


Portland, Me., WPMT-TV, has 
CAlumet 5-4137 * CHICAGO 16 gone on the air on u.h.f. Channel 
| 53. 
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Names Fellows Advertising 
Sealright Co., Fulton, N. Y., 
maker of mil: cartons, closures 
and ice cream containers, has ap- 
pointed Fellows Advertising Agen- 
cy, Syracuse, to handle its adver- 
tising. Promotion will include con- 
sumer magazines, trade publica- 
tions and a series of newspaper 
ads. Previously, Geyer Advertis- 
ing, New York, had the account. 


Colley to Food Specialties 
Orrin G. Colley, formerly ad- 


vertising director of the Evening | 


Record, Chelsea, Mass., has been 
appointed sales promotion mana- 
ger of the Appian Way food prod- 
'ucts produced by Food Specialties 
|Inc., Plymouth, Mass. 


Uses Beer Carton tor Slogan 

G. Heileman Brewing Co., La- 
Crosse, Wis., is using the tops of 
all six-can cartons of Heileman’s 
Old Style Lager beer to carry a 
public service message in the in- 
terest of keeping America’s parks, 
beaches, etc., free from refuse. 
‘Cartons carry the slogan, “Help 
‘Keep America Beautiful, Please.” 


Pugh Heads Axelson Ads, PR 

John H. Pugh, formerly a psy- 
chological warfare officer with the 
U. S. Air Force, has been appoint- 
'ed director of advertising and pub- 
lic relations of the Axelson di- 
vision, Axelson Mfg. Co., Los An- 
geles, a division of Pressed Steel 
Car Co. 


talk about 


to have 


and 


to hold 


have joined Tempo. Mr. Albert. 
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ROCHESTER 


more people like 
a 

— GENESEE 
L > Es ~ 


St 


LOCALIZED—Genesee Brewing Co., Rochester, N. Y., is placing 920 24-sheet posters 
like this in upper New York state and localizing each one with the name of the 
city where ‘more people like Genesee.’ Rogers & Porter Advertising Agency, Roch- 

ester, handles the brewer's advertising. 


Business Service 


Offers Advice on 
Writing Resumes 


New York, Sept. 9—Postgradu- 
ate Business Services has some ad- 
vice for admen on the prow! these 
fall days on how to write a re- 
sume: 

1. A resume must tell the essen- 
tial facts about an applicant in the 
ten seconds of reading time—the 
crucial seconds in which prospec- 
tive employer decides whether to 
read on or not. 

2. It must substantiate these 


facts in another 45 seconds to one 
and a half minutes. If the pros- 


pective employer’s interest has, 


been held, he will be willing to 
read whatever else the applicant 
has to say. 

3. The resume should be dis- 
tinctive enough to differentiate it 
from hundreds of others which will 
pass across the same desk. 


® Jerome Mayer, director of Post- 
graduate Business Services, says 
that “complete frankness is essen- 
tial if the individual hopes to im- 
prove his career. Where it is im- 
possible for him to be so objective 
with himself, he should seek some 
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assistance” (i.e., friends, relatives 
or career counselors). 

To be completely useful, Mr. 
Mayer says, a resume must be di- 
rected at the type of job desired. 
“Properly substantiated facts alone 
will not be enough if they are not 
specifically applicable to the job 
desired,” he said. 


Clampitt to Garrison-Ellis 
| Fred Clampitt, formerly oper- 
‘ating his own Miami public rela- 
tions office, has joined the staff of 
|Garrison-Ellis, Miami agency. Mr. 
/Clampitt will serve in the copy 
and the promotion departments 
‘and the public relations division. 


viewers—and they love it! Because 
WLW. A consistently woos them with 
the kind of top-notch live productions they 
demand. ARB ratings prove it—WLW-A 
leads all other Atlanta stations in local 
television programming! 


| 
WLW-A has a firm grip on Atlanta 


And WLW-.-A can pull greater 


EXCLUSIVE 


SALES OFFICES: NEW YORK . 


| sales for you in the Atlanta area— 
with top-ranking shows plus 
20 distinct and exclusive 
client services. 


cpaeeey 


atlanta’s dynamic tv station 


CINCINNATI @ 


DAYTON @ COLUMBUS « CHICAGO 


Gprosuer Beonocasrine Of Aruna, ING. 


ATLANTA @ HOLLYWOOD 


uaa eS een Ged ae OR aes Be Se ee te 8 Re FWae g paar are i WEN Cant Soe Cy . 4 . ee ee Nears ee ee athe OA Be is, eel a abd Beka. SCR YP Me Daa sw en) IE TLS Ur ope 4 is ona. US: lone. Soave SEY iia 
os Oe a eee a3 ge" el oe ae a ea TARE SIRE ARS ee ce a Sea ae a Ce Pi ee eee ¥ i Peay SO ¢ ‘ ~ F Piet, . ee Sart”? "i Pea = SE ge . oe ee ee ero | is mM Me cy seek ot ee a ee 
Sete. ee ai ee Bly Das Ns oe Be, ait, races ; ae ti epee OU pee NGS eta ora ay RE en aca Gt oF eae goag A. elas ie = ae eee ie RSC Ae oie ks CMe gM ge Pee Otome et Pal eee | 
el a) eh mot ares ae, ae : eG 3 mepihintipaiae, We . . BN cage Cpt Page Neel, SER Se ie Seal pind Aare ; ts Se ih ae Sy hee 5 egos SESE ae oe Die ea ae ae ~ : abs 
- Mie ci cnet ike pied eee cc NaN Mah cP ile acs tre ‘ : B ; : ont oe) pa rae ss ae. aoe “<e Pree aie, oes 
, S Ree ‘ e GAlT pies a 2 § is va he AD Py tan Saas i ~ * i. a ana a = Ad ees Se cae Races te Eanes as 
ha see ee So etency |crate ae seen 5 w: ae 4 3 . nae Lee 4 rae aN i te? rae eh ae ea See eee Go Gas the 
Ti etic aye POD age Sua snare) i pra State a. GR a ee are Se oe 2 Se Se wT eh ee ee hn gh eee BER Oe et iad Aer dae NE ooh bea ree aS, see fs Bega ia pos a 
ee ee ee Oa! RR IR ae Ree ek Pte is oem ae eee epee rename Mme GS ke og ty Saye a reer es 
eS ae. : anaemia sername, . 228 i as: ered ‘ yen ty *Uay epee to ee : pean ; eee : nan et toss 
Le} 
3 || 
Po 
\- ; La) Cr 
y ; 
of i in 
; ' , 
Ss ' ; ; 
a |) a | 
- UF ; 
Ss } 
’ { &’ “ee 
e. \¥ 7 — 
Ip ' 
F on # “we oe 
{ a ~- 
i f 
y-* = , a : Pn lll : 
1e \% =: 
t- ‘ Dee _ Rep. . x 
= |, 
i- | 
1- 
el 
I 
9% OO hdr EE ene s 
- eels? 
ae Se 
| ee 
pain: 
ARS 
‘ See 
co RSs 
: a cae 
: eee 
a el as 
é oe ily lie ee 
EE mean ft. 
‘. y AS eee 
‘= ay aay 
; bre lage 
4 Re S aecruhae 
* ase 
1h oo eee 2 eee 
{ i Ma ~, ai 
| j . pies 7 
an a - . 
. = : 
Jy . em ce 
| ae 
; Se 
" 4 ae: 
| | 5 ™ Oe 2 
; . " 
i tr . 
| a . = : 
| Ye ? 
i) | i — = ae i 
a) 4 ae ee pee 
—— ; “ak bees 5 
i — CA" r — 
j o | a — a 
ig i ; — ‘ RE 
‘7 Me foes aaah 
ai) og 6 ‘i 
7 _ * — Na ep tee 
| LEARN | 
{ oo * ae 
a ¥ ~~ ee 
” sear 
ae \ Be 
Tog Se ii ead 
a. ane | 
— Oy ie 
ee H Soneee 
A = : - oe, 
S . apes 8! ° cf ’ 4 eee 
. Paar Nee i Bee) -7 
Vv nie St amine el ge erie 
<= Sig ar ee fie ed 
1 \ SS | iy 
} . — ee ns Sah Se eae ‘ : a 
— eee ee Rae . Wea 
\ bac a Rr tee a Pian % Riceeal — —" 
} - es peopel. seme " a me eae 
ae a a = ee °r 
1] ag pa) 
~] Pe eee ‘ : en ee ris - LORS tee 
| oes eh Wieieomen Ui eas, i at ee 
—— es ‘ \ ipa Bae TE IF amid 5 ae. ee é ronan Sas: 
! Fi shee emp a 32 5 Leaks erg 5 iain ete ‘ eat et 
one oe eee "¢ Pe 
| SE / lavas <7 Es aaa Se Euasene ines es 
: foe es DS eS gt eal ane ie sist Er 
4 oy Galeri pec el Baie Sr ee gs ae Bi eie a Secheiite pole 
_ Seer aa Rem = Oe A ore SMES EOE ea at ee sania 
; sone Me cermin || _ Bi, i rile! aa eer at ity a 
" oh ee = ear, ok le & SEBS 
j = o . coe be % as Sm % aa in os a ec 
} / . “ RG Cg ae AM Ec ee een ee al ete 
} ’ ~ oe SS 2 Gi A eel, Saat cee 
' pense of tame : ae ha a eae aad, See RS Re 
ee hee a Ee A ele ts ke She DIVES RNAS fs Se eae 
/ i‘ : pie oe y MT a EN MS erate Pitot rage ies 
. ae oy ete es : te fi ely ccs Aes 
ta ee : eo ts oe , hs ist 
)j ] ‘ seek ais 3G ‘ on 
41 / ey ve ; 
| ‘, ae y ; ; oe 
af, a - fo Sige ° ee 
) " at abies She BEA. ; ee es a ie he < pt 
- ‘ Bri 2 per eS, a Aaa EO PUN Ga = Oe ale : Saeed ne, 
\ } wr 7 a , ray fae - ‘ ee We ‘ ee als 
‘ “ \ ae ‘ a A > Pe . A 
oF 8 eye meee. * | 5 0 + 
{ ERE Al aS = j 
} At ” ‘ ty ‘ 
) bape 8 oo : 
: e ae a ee 
/ a i 
i, a ¢ cr a“ ee 
4 , s . Ee a i 
te B es , % 2 ie m 
Sag i See ‘ : hi ve 
aae : = . oe 
a ‘ 2 
/ 9 bh 2 . eee 
4 : S ox r : ss" 
d 2 ap . : ry 
a ’ : ~ at _ ‘ a a 
} 1g : 
p 4 s eee 
} “a 
4 em 
? 
| = ; JZ 
“a 
Fl 
| 
: . 
- _ ‘ , £ = i oes ; ~ 
A | =n 
‘ ~— i 
| ee pias 
.. 
he Pics 
’ : . eA. oa 
et : ‘s a . ae ane BS dri ateteecee wa he a ee “ Sy 5 2 ie ae 
a fer J Br recn yee Sle ah aa gage” aie os aie foo . ie ariel Wy wp 2uh ie ie CE 4 Se ah Sat oe ott tae igre A op 0 sp SB % . rene i ‘p ae _ mlP ss: in Se i oo . *t ; re oe pe Se =o San 1g f eng 
Mee ee Soe. ‘Sf. : he PS pe ; J ax ; ¢ J t af 7: a * Cha in : ¥ hy “ ; t } y : ‘ Ya bi Fi ; 4 a rok pe 9 & # as 


MEET McNUTLEY—Meeting the stars of the new General Electric 
CBS-TV show, “Meet Mr. McNutley,” are (left to right) G. A. 
Bradford, ad manager of GE's radio-TV department; W. H. 
Sahloff, general manager of the small appliance division; Ray 


THE WINNERS—These two Scotchlite reflective sheeting signs 


won first place in their respective categories in an outdoor sign 
contest sponsored by Minnesota Mining & Mfg. Co., St. Paul (AA, 
Sept. 7). General Sign Co., Cape Girardeau, Mo., won first prize 


HUNGRY ADMEN—Four Stockton, West, Burkhart execs reach hungrily for pieces of 
the cake honoring the Cincinnati agency's 17th birthday. Left to right are Charles 
R. Standen, v.p.; C. Thomas Martin, v.p. in charge of visualization and TV; William 
Z. Burkhart, president and treasurer, and Ranald S. West, v.p. in charge of copy 


and radio. 


DAY-GLO PROCESS—An eerie effect is obtained on this poster through use of the 

bright-weor Day-Glo process at eyes, nose and mouth of pumpkin. Gulf Oil Corp. 

will use 7,200 panels in 30 states during October. Illustration is by Nick Hufford. 
The agency is Calkins & Holden, Carlock, McClinton & Smith. 


MEETS CITY SLICKERS—Gail Davis, who plays the title role in the new CBS-TV 
western series, “Annie Oakley,’ 


Milland and Phyllis Avery, stars of the show; H. Reigleman, man- 
ager of the radio-TV department, and S. M. Rassler, ad manager 
for GE small appliances. The comedy show will be seen on ap- 
proximately 65 CBS-TV stations and also will be carried on radio. 


in the 25-to-250 sq. ft. category with its sign for Cape Central 
Airways. First award in the over-250 sq. ft. classification went to 
Central Advertising Co., Jackson, Mich., for its reflective poster 
for Sparton television sets. 


‘ 


sparked luncheon conversation recently with (left 


to right) W. S. Brown, advertising director of Canada Dry Inc., sponsor of the show; 
J. M. Mathes, president of J. M. Mathes Inc., Canada Dry’s agency, and Merle Jones, 
CBS-TV v.p. “Annie Oakley” will start next January. 


STATION SIGNING—Kenneth M. Peterson, v.p. of the Congress Square Hotel Co., 
which will operate a new TV station on Channel 6 in Portland, Me., signs a national 
representative contract with Weed Television. Looking on (left to right) are William 
Rines, managing director of WCSH and WCSH-TV, Portland; Joseph J. Weed, presi- 
dent of Weed Television, and Bob Reardon, manager of Weed’s Boston office. 


Good for all cars- 
Best for 9 out of 10 
year round 


Extra gasoline 


Enjoy its "MAGIC ‘g— | 


with smoother. easier 


POWE RUMde 
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Ley vour AfazsA. DEALER DEMONSTRATE 
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TOP-RATED POSTERS—Posteratings reports these are among the 
highest rated posters in Philadelphia and Indianapolis, the 
two cities measured last year. Four categories represented are 
food, gas and oil, beer and automotive. On the left are the Phil- 
adelphia posters in each of the four classifications. The intensity 
of each poster showing and the percentage of men and women 
who saw each board were: food, 125, men, 78%, women, 78%; 


gas and oil, 50, men, 87%, women, 85%; beer, 50, men, 63%, 
women, 63%; automotive, 100, men, 55%, women 52%. On the 
right are the highest rated posters in Indianapolis last year for 


the same classifications, according to the Posteratings study: food, 
50, men, 67%, women, 69%; gas and oil, 50, men, 84%, wom- 
en, 76%; beer, 50, men, 70%, women, 58%; automotive, 50, 


men, 81%, women, 69%. (Story on Page 108.) 
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A year ago we said the new Country Gentleman More color is another reason why Country Gentleman 


would be more colorful, more exciting. gets greater cover-to-cover reader traffic and more 


We have published two-thirds of all editorial pages ne HOE +. . wy SeERE i Counhy 


: ; Gentleman has a better chance to get read and get 
in color... far more than any other farm magazine 


: eit action. 
both in four-color and two-color . . . more editorial 
color pages, in fact, than any two other farm maga- And many an advertiser is reporting actual increases 


zines combined! of 20% to 200% in results! 


CIRCULATION NOW NEARLY 2,600,000 


Most effective 
selling force... 

where every third 
customer lives 


Watch for more 
Performance Data on the Greater * 


ce, Country Gentleman, in this 
a. —— publication next week 
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Villain in Britain 


(Continued from Page 3) 

the 8,000,000-strong Trades Union 
Congress. The British Council of 
Churches thinks the proposal dan- | 
gerous; it is joined in this view) 
by the National Union of Teachers. 

The National Television Council, 
an organization formed to fight 
introduction of sponsored TV, in-| 
cludes in its ranks Tory banker | 
Lord Brand, Labor Leader Clement. 
Attlee, philosopher Bertrand Rus-. 
sell, Lord Jowitt (former Lord| 
Chancellor), Lady Violet Bonham 
Carter and the vice-chancellors of 
Oxford and Cambridge Universi- 
ties. 


s And what is the main argument 
of this heterogeneous group? Very 
simple: “Look at commercial tele- 
vision in America!” This is their 
rallying cry and until very recently 
it has gone unchallenged even by 
supporters of commercial televi- 
sion. American TV is the big scape- 
goat of the campaign. 

If you want to sample the flavor 
of this campaign, note these blis- 
tering comments: 

Archbishop of Canterbury (and 
this is not the “red dean”): 

“Experience in the United States shows 
that commercial broadcasting does in ac- 
tual fact lead to deterioration of standards, 
There is no reason to believe that spon- 
sored TV in this country would avoid 
this degradation. 

“It would have much American capital 
invested in it to advertise American goods 
and American methods of advertising 
would be adopted.” 

Archbishop of York: 

“Commercial television, unrestrained, 
can do more harm ultimately than the 
atom bomb.” 

Bishop of Coventry: 

“Our home life is at stake.” 

The Times: 

“Television is likely to be one of the 
most powerful social influences of the 
next 50 years. It should be as unthinkable 
to hand it over to sponsoring as it would 
be to give advertisers a decisive say in 
school curricula.” 

Bishop of Ely: 

‘Teachers in the United States told me 
children were being tempted to spend the 
whole of their time looking at the tele- 
vision instead of preparing their work or 
reading in the ordinary way and to re- 
main indoors instead of going into the 
fresh air.”’ 

Manchester Guardian: 

“The prime minister's worst lapse since 
he took office.” 


= By far the most effective and 
widely distributed propaganda 
thrust against commercial TV has 
been a sixpenny pamphlet, “Dear 
Viewer..,”’ written by Christopher 
Mayhew, an M.P. and a popular 
BBC-TV commentator. Mr. May- 
hew attacks the proposition of 
commercial TV from all angles, 
but follows the general formula of 
saving his heaviest blows for 
American television. His argument 
is also built up from a philosophic 
base, to wit: 

“The tundamental snag in all commer- 
cial broadcasting is the division of motive 
which underlies it. The apparent aim is 
to give pleasure: the real aim is to sell 
toothpaste. There is thus a lie in the soul 
of every program. TV is merely a means 
to an end, and TV executives judge a pro- 
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PATERSON 


NEW JERSEY 
8rd City in New Jersey Covered With 
THE PATERSON CALL 
In 1952 the Paterson Call carried 
32% MORE 
Department Store advertising than 
the other Paterson paper. 


REQUEST MORE FACTS—ADVERTISE IN THE CALL 
Nationally Represented by 


WARD-GRIFFITH CO. 


pleasure it gives to viewers, but by the 
all-important formula known as ‘cost per 
thousand.’ 

“Any number of instances can be 
quoted of the conflict between good ad- 


vertising and good television. A most im-| 


portant one will be the gradual swamping 
of the national characteristics of TV in 


this country if advertising comes. There | 


can be no doubt that British TV will 


then quickly become Americanized, Even | 


if we succeed in arresting the stampede of 
American capital into the industry, there 
will 


who have American interests. The pro- 
grams will probably not be good—espe- 
cially if they are sold in ‘packages’ by 
the American producers—but they will be 


tion will already have been covered... 

“Our TV standards would in any case 
gravitate towards America’s quite apart 
from the factors just described. American 
TV is horrible not because it is run by 
Americans but because it is dominated by 
commercial motives. If we had commer- 


evitably follow America’s downhill.” 


be frequent showing of recorded 
American programs by commercial firms | 


cheap, because the cost of their produc- | 


| The same fears of “Americani- 
zation” were voiced by Sir Alex- 
ander Korda, the film producer, 
|1n an article for the London News 
Chronicle. Mr. Korda warned that 
British television could be con- 


| ram not by its intrinsic value, or by the _quered by American interests in 


the same manner that Hollywood 
_gobbled up the English movie in- 
|dustry after World War I. Sir 
Alexander wrote: 


“Commercial TV, unborn yet in Eng- 
|land, has been in operation for years in 
the United States. Advertising companies 
Sponsored films in the thousands. The 
moment commercial TV starts here any 
Sponsor can buy these films for practi- 
cally nothing. They can be, and will be, 
dumped on our doorstep, their cost hav- 
ing been recovered already in the United 
States. It is obvious that great corpora- 
tions selling their products—and some of 
them are owned in Britain by American 
companies—will not wish to sponsor any 
new British-made programs for far more 
| money when they have a tried and suc- | 
| cessful American TV film ready.” 
| 

fa a hee 
-®§ This haranguing of the British | 
public on the evils of American TV 
| Started last June after the Corona- | 


cial TV here, our standards would in-| tion. The impetus came from the | the Coronation films provided gra- 
/ American networks’ handling of. 
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2,411,540 Pay $2.80 a Year for TV License 


Lonpon, Sept. 8—Here are the British television facts in a 
nutshell: 

1. As of July 1, 1953, there were 2,411,540 TV sets in Britain— 
a 16% coverage of total private homes. 

2. Each TV set owner must take out a license costing £1 
($2.80) a year. 

3. Of the estimated 8,800,000 people covered by TV, 8,000,000 
live in homes where the head of the household earns less than 
£650 ($1,820) a year. 

4. The number of set owners is increasing at the rate of 100,000 
a month. 

5. BBC television now operates on only one v.h.f. band and 
viewers have no choice; there is only one program at any given 
time. 

6. The government has received 88 applications from groups 
wanting to operate commercial television stations. 

7. At the best—assuming a go-ahead from Parliament this fall 
—it is unlikely that commercial TV will have any effective oper- 
ation in Britain until 1955. 


The commercial exploitation of 


tis by the BBC. | the films provoked a storm of pro- 


The Word Griffith Co morntains offices 


in all puncpel advertising centers 
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test here. The few ads which were 
inserted during the running of the 
film were magnified to tremendous 
proportions. The press rode the 
anti-American campaign for all it 
was worth. For two weeks, papers 
were filled with indignant letters 
castigating American TV. Even or- 
dinary news stories bristled with 
resentment against what was felt 
to be not only a lack of taste, but 
a breach of faith. 


® The following comments, writ- 
ten by the popular columnist, 
“Cassandra,” in the June 9 Daily 
Mirror, summed up the prevailing 
mood: 


“In America, there is no humbug about 
what TV is there for. 

“It is owned and exploited by the most 
expert hucksters in the world. 

“What they did to our Coronation story 
is a repulsive and hideous example of 
squalid big business using the cathode ray 
tube. The most sacred scenes in the 
Abbey were interrupted and at the mo- 
ment of the presentation of the Bible to 
the Queen it was thought fit by some 
moron in Atlanta, Georgia, to be the 
time to boost a deodorant. 

“Soups and soaps were thrust into these 
sacred scenes and an obscene interview 


with a chimpanzee made a mockery of 
centuries of our history and tradition and 
motor-car salesmen shouted that their 
cars were the ‘Crown Jewels of America.’ 
When the Queen was taking Communion 
the A.B.C. network was yelping about 
‘Pepperell’'s Bed Sheets’... 

“But the advertisers who had paid for 
their time got exactly what they wanted. 

“The Coronation on commercial Ameri- 
can TV is the sharpest and most shatter- 
ing warning to the British public of what 
they are in for if they give way to pow- 
erful business interests.” 

Feeling against American TV 
was running so high at the time 
that supporters of commercial tel- 
evision could only reply lamely: 
“Well, British commercial TV 
would be different.” 


® Take the case of the Daily Mir- 
ror. This paper, while leftwing in 
its outlook, supports commercial 
TV. When “Cassandra” wunbur- 


dened himself of the above re-| 


marks, the paper “defended” its 
position as follows (and remember, 
when you read this, that the Mir- 
ror boasts the largest daily circu- 
lation in the world—5,000,000) : 
“Cassandra lets fly today about 
the way U.S. sponsored TV treated 


the Coronation. He’s agin it, and 
how! But there’s one thing critics, 
including Cassandra, forget. Such 
things needn’t happen here. 

“Should we scrap democracy be- 
cause the ludicrous Senator Mc- 
Carthy is disgracing it in America? 
Should we shoot our judges—fair- 
est in the world—because U.S. 
judges are politically appointed? 
Should we shut our churches be- 
cause pestiferous child evangelists 
flourish in Uncle Sam’s land? 

“The British public would never 
put up with American TV crudity. 
Nor would this newspaper.” 


@ While the Tory government an- 
nounced its backing of commercial 
TV some time ago, the Labor 
Party awaited the appropriate mo- 
ment for its official stand. The fuss 
Stirred up by the so-called “ad- 
vertising-spliced showing of our 
Coronation in America” provided 
the golden opportunity. Addressing 
a miners’ rally on June 13, Cle- 
ment Attlee put his Socialist forces 
firmly into the fray. The former 
prime minister mentioned that 


“the best people in the United 
States” were “disgusted” by the 
American TV Coronation coverage 
and then said flatly that if the 
Conservatives “handed over tele- 
vision to private enterprise, we 
will have to alter it when we get 
back into power.” 

In short, commercial television 
has become a_ political issue in 
Britain. 


® Originally, the government was 
scheduled to announce its plans 
for commercial TV development in 
late June. If this timetable had 
been adhered to, commercial TV 
might have been killed right there 
and then. But the cabinet wisely 
pushed up the date until “some 
time in autumn,” by which time it 
is hoped that public opinion on the 
question will be greatly modified. 

The anti-commercial TV forces 
took the delay—and rightly so, 
probably—as an initial victory for 
their side. 

NEXT WEEK: The other side of 


the dispute. What are British sup- | 


porters of commercial TV doing? 


sb a Cusiness man — 


He is one of more than a million TIME-reading family 
heads who buy, or influence the buying of, goods and 
services for their companies. 


Evidence on request, 


The following research reports present the facts of TIME’s 
readership among the top men of each market listed. Please 
send, by number, for the reports you are interested in. 


MAGAZINES READ BY: 


Executives who select industrial sites 
Engineers listed in ““Who’s Who in Engineering” 
Presidents of U. S. corporations 


NO. OF REPORT, 
1090 
1069 
1110 


Top executives and professional men in the 


construction industry 
Buyers of office machinery and supplies 
Buyers of materials handling equippment 


1093 
1096 
1111 


Best customers and prospects of 60 industrial com- 


panies 


U.S. purchasing agents 


Bank presidents 


Government officials in Washington, D. C. 
**Men on the Way Up”’ 
U. S. truck owners and prospects 


1053 
1124 
1047 
1111-A 
1102 
1105 


| oa Samiby man — 


He and his wife and their friends are consistent best 
customers for all types of better products and services. 
Their interests are broader, and their means way above 


the national average. 


The following reports present the facts of TIME’s reader- 


ship among known buyers of better merchandist. Please 
send, by number, for the reports you are interested in. 


MAGAZINES READ BY: 


Home appliance buyers 


New auto buyers 
Television set buyers 


NO. OF REPORT: 
1117 
1108 
1122 


Best charge-account customers in 21 leading 


department stores 


U.S. college graduates 
U. S. holders of air travel cards 


U. S. college students 


1089 
1015 
1061 
1121 


Women members of department store college 


fashion boards 
Life insurance buyers 
Buyers of men’s shoes 


Guests at U. S. resort hotels 
International air travelers 


1070 
1128 
1068 
1083 
1131 


Whatever you are marketing —from 
heavy plant machinery to lightweight 
summer suits—your prime prospects 
are the readers of TIME. Circulation 
is now 1,700,000 families—America’s 


largest audience of best 


customers, 


Best customers in (wo positions to buy. 


In TIME’s International 
Editions, more than 850 


advertisers are reaching 350,000 


of their best customers 


throughout the rest of the world, 


Anti-Advertising 
Feeling Aroused by 
Commercial TV Issue 


| Lonpon, Sept. 8—The critical on- 
| slaught launched against commer- 
‘cial television has aroused con- 
‘siderable concern in London ad- 
_vertising circles, for the campaign 
has revealed what would appear to 
be a widespread distrust of all ad- 
vertising. 

World’s Press News has pointed 
‘out that enemies of advertising 
/are now “popping up like worms 
lafter a rainstorm.” 

The weekly trade paper added: 
“True, the immediate target under 
attack is sponsored television; but 
the suggestion all the time is that 
advertisers can’t be trusted. ..Give 
advertisers any rope at all, say 
the critics, and they will hang 
| public taste and morals from the 
cross-bar of a pound sign.” 


|@ Claude Simmonds, managing 
|director of Winter Thomas Co. 
|Ltd., a leading agency, echoed 
these words in Advertiser's Week- 
ly: 
vet can, indeed, be said that the 
commercial television campaign 
has been the worst public re- 
lations advertising has ever a- 
chieved. The handling of that cam- 
paign, in Parliament and outside, 
has aroused a dislike of adver- 
tising and of advertising men 
where none had ever existed—or 
was likely to exist.” 

Both World’s Press News and 
Mr. Simmonds advocated the same 
corrective—an immediate public 
relations campaign to show the 
important part advertising plays 
‘in the nation’s economy. Mr. Sim- 
monds said he is particularly wor- 
ried about the danger of adver- 
tising becoming a political issue— 
'“something that every Conserva- 
tive had to believe in blindly and 
‘that every Labor man had to attack 
_vociferously.” 


'= Mr. Simmonds declared that 
‘the time is now “crucial” for ad- 
'vertising to show that “it is ex- 
tensively used as a very necessary 
‘support for nationalized indus- 
tries and for public organizations, 
that advertising is not a weapon 
devoted exclusively to either capi- 
talism or socialism; that it exists 
‘to serve whatever forms of in- 
‘dustry are decreed by Parliament 
‘on behalf of the public; that it 
played its part very well under 
total private enterprise, 15 play- 
ing it even better in our present 
mixed economy, and could not be 
jettisoned even in the unlikely 
and unwelcome event of total 
‘State enterprise.” 


C-P-P Offers ‘Kitten’ Premium 

Colgate-Palmolive-Peet Co. 1s 
running a premium offer for a 7” 
plush kitten. The premium can be 
obtained for 50¢ and three regular 
or two bath-size wrappers from 
|Palmolive soap. A mother cat, 
| valued at $1.99 retail, may be had 
‘for $1 and a similar number of 
wrappers. 


PROMOTE YOUR FOOD OR 
DRUG PRODUCTS IN 
PEORIA, ILL. 


| BY CONCENTRATING IN THE 
MEDIUM REACHING MOST HOMES 


THE JOURNAL STAR 


LINAGE TOTALS YEAR 1952 
RETAIL DRUG..... 499,468 


RETAIL GROCERS... 1,156,564 


Local Retailers responsible for these tre- 
mendous totals know, from long experi- 
ence, that consistent advertising in the 
Journal-Star is the only sure method by 
which they can increase their sales vol- 
ume at minimum cost. 

Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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‘Groucho, Banjo Eyes 
Jazz Up Pearl-Wick's 


Drive for Hampers 


| New York, Sept. 8—A humor- 
| ous touch is lightening Pearl-Wick 
_Corp.’s latest campaign for laundry 
‘hampers. 

| Ads featuring comedians Grou- 
cho Marx and Eddie Cantor, with 
appropriate copy, are running in 
_American Home, Better Homes & 
|Gardens, Bride’s Magazine, Good 
| Housekeeping, Ladies’ Home Jour- 
inal, McCall’s, New York Times 
| Magazine, Parents’ Magazine and 
Today’s Woman. 

The ads featuring Groucho Marx 
tell Groucho’s story of the com- 
‘forts of living in the hampers 
(“cool and airy,” “no wood posts 
to clutter or snag”) and quote his 

, ; , — ' _advice to a dirty shirt and other 

‘laundry to get into a Pearl-Wick. 
Pro tect our rofits ! | The Eddie Cantor ads are head- 
i Pp ° ed “Now’s the Time to Fall in Love 
with a Pearl-Wick Hamper.” 

The Groucho and Cantor themes 
are being carried over into busi- 
ness publication advertising and 
display materials as well as into 
‘\ad mats for retailers. 

Ads feature the hampers in a 
variety of sizes and colors and 
quote prices. 

Al Paul Lefton Co. is the agen- 
cy for Pearl-Wick. 


Profitable advertising, as mail order advertisers know, is 
a matter of choice, not chance. That’s why they protect 
their profits by repeated use of The Elks Magazine. 


1,054,748 Elks, with family incomes far above average, 
make up a selective, receptive mass market you can reach 
and sell at a page rate of only $2.08 per thousand. 


As co-owners of The Elks, these men who spend liberally 
give preference to products advertised in their magazine. 


Cook Chemical Names D’Arcy 

Cook Chemical Co., Kansas City, 
Mo., manufacturer of Real-Kill in- 
|secticide, has appointed D’Arcy 


M A G A fs I N E | Aévertiaing Co., St. Louis, to di- 


THE 


‘include radio and newspapers. 


New York * Chicago * Detroit * Los Angeles % scum tans gh lrory oo 


the account. 


YOU MIGHT FLY NON-STOP AROUND 
THE WORLD*— 


BUT... 


YOU NEED THE 

FETZER STATIONS 
FOR “AIR SUPREMACY” Stine 
OF WESTERN MICHIGAN! - 


TELEVISION 
(80,000 WATTS VIDEC — 40,000 AUDIO) 


WKZO-TV is the Official Basic CBS Television 
Outlet for Kalamazoo-Grand Rapids. It delivers a 
strong Channel 3 picture into more than 300,000 
TV homes in 27 Western Michigan and Northern 
Indiana counties — a far larger television market 
than is available in Rochester, Houston or Denver, 
for example. Nielsen and Pulse Reports prove that 
WKZO-TV dominates this market. For instance: 
The April, 1953 Pulse credits WKZO-TV with more 
than twice as many viewers as Station “B"”, morn- 
ing, afternoon and night! 


RADIO 
WKZO, Kalamazoo and WJEF, Grand Rapids, de- 


liver tremendous radio coverage of Western Mich- 


WKZ0-TV 


igan. The March, 1953 Nielsen Report credits 
WKZO-WJEF with a 12-county daytime audience 
of 151,050 homes — a 12-county nighttime audi- 
ence of 130,530 homes. The February, 1953 Pulse 
shows that in Kalamazoo and Grand Rapids, 
WKZO-WJEF get 41% of the morning and after- 
noon audience, 40% of the nighttime. The next- 
best two-station choice costs about 14% more— 
yet gets only 24%, 20% and 29% of the morning, 
afternoon and evening audience, respectively! 


Write direct for all the facts. Or ask Avery-Knodel. 


*The United States Air Force did, in 1949. 


WKZO 


Tops ™ WESTERN MICHIGAN + 54m KALAMAZOO 


ALL THREE OWNED AND OPERATED BY 


FETZER BROADCASTING COMPANY 
AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 


| 


| 
| 


rect its advertising. Media planned | 


Advertising Age, September 14, 1953 


Getting Personal 


Stanley F. Withe, head of the public education department of 
Aetna Life Affiliated Cos., Hartford, has been appointed to serve a 
second term on the p.r. advisory committee of the U. S. Chamber of 
Commerce. . . 


“Now attempting to become a Californian” is Jack Reilly, western 
manager of the Metropolitan Group before his retirement in Janu- 
ary, 1951. In July of that year he went to Europe, picked up a small 
British car in London, and toured Europe and North Africa for more 
than a year. Living in Oceanside, he’s now building a home in 
Rancho Sante Fe, Cal... 

John S. Knight, head of Knight Newspapers and president of the 
Inter-American Press Assn., was awarded a plaque by the United 
States-Uruguay Alliance of Chicago for his work in behalf of bet- 
tering inter-American relations. .. 


MILESTONE—William J. Rooke (right), president of W. R. C. Smith Publishing Co., 

Atlanta, receives a gold watch from T. W. McAllister, v.p. and editorial director, 

commemorating Mr. Rooke’s 40 years with the company. With them is Richard P. 

Smith, executive v.p. The presentation was made at a dinner celebrating the event 
on Aug. 18. 


Jean Colbert, director of women’s activities at WTIC, Hartford, 
is on a tour of Panama, Venezuela and Peru. She’s expected back 
the last week of this month... A guest column by Edward A. Weiss, 
president of Weiss & Geller, Chicago, appeared in the Aug. 13 issue 
of Advertiser’s Weekly, London... 

Couple of fish stories are vying for No. 1 spot. One is about Ralf 
Brent, v.p. and sales director at WIP, Philadelphia, who fished 
hopefully every day of a vacation at Barnegat Light, N.J., and 
finally decided to call it a week. Last time out, trolling in to the 
pier and hooked onto a flounder that looked like a 15-pounder. A 
helpful Joe at the pier decided to lend a hand, jerked the line and— 
you guessed it. The fish got away... 


The other tale is the experience of Walter Guild, pres. of Guild, 
Bascom & Bonfigli, San Francisco. Last day of his vacation at his 
hideaway in Plumas County, he cast his dry fly carefully because 
of heavy overhead foliage. The fly didn’t strike the water; wasn’t 
in the shrubbery. Guild looked up, and there was the fly, circling 
overhead. The leader had draped itself over a three-inch dragonfly 
which was by that time mad as a hornet and going in desperate 
circles. So Guild went back to his cabin and steadied himself with 
something stronger than the Regal Amber he advertises... 
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BOY’S-EYE VIEW—The muskie takes precedence over the fisherman in this picture 

of John F. Pollock, his grandson, Jackie Keith, and a prize catch, taken at Big 

Lake, Wis. Mr. Pollock retired recently after long service with Macfadden Publications 
in Chicago. 


R. Del Dunning Jr., of Burgoyne Grocery & Drug Index, Cincin- 
nati, was June Steenson’s Man of Distinction at their wedding in 
Scarsdale, N. Y. June was formerly with Calvert Distillers. . . 


Sam Badillo, president and owner of Puerto Rico’s largest agency, 
Publicidad Badillo—located in San Turce—was among 114 men 
from 98 companies who attended the Graduate School of Sales Man- 
agement sponsored by the National Sales Executives at Rutgers 
University recently. .. 

Hallmark Greeting Card Co.’s president, Joyce C. Hall, was 
picked as first winner of the Dr. Lee de Forest Award, given “for 
the person most consistently responsible for the highest educational 
and moral standards in radio and television programs.” .. Ruth 
Thompson, publicity director of WOV, New York Italian language 
station, is engaged to Mauro Zambuto, director of Italian Film Ex- 
port Dubbing Studios... 
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(ADVERTISEMENT) 


Manufacturers Want All the 
Facts On How to Sell Builder 


With the manufacturing output 


of building products reaching the 


highest level in history, just as the 
new home building surge begins 
to taper off, there is considerable 
evidence that advertising and sales 
planning for 1954 will be the 
sharpest in many years. 

In the past two months, for ex- 
ample, over 7000 copies of Practi-| 
cal Builder’s booklet, “How Do You 
SELL a Builder?,” have been re- 
quested by executives in the 
building field for 
to their sales and advertising 
personnel. Popularity of the book- 
let stems from its expert analysis 


or more in a particular year. 

The moral of this analysis is ob- 
vious. Since there is no way of 
singling out—from building sta- 
tistcs—only those builders who are 
“up” in either home building or 
other light construction in a given 
year, selling effort has to be geared 
to reach both the Smiths and the 
Joneses every year. And even if you 


out in Practical Bulder’s booklet is 
‘the fallacy of using new residential 
building as the only measuring 
‘stick for sizing up the light con- 
struction field. Actually, the same 
builders who build houses also do 
\light commercial and industrial 
|construction, as well as remodeling 
and repair work of all kinds. And, 
over a 13-year period (1939-51), 
new residential building amounted 
to only 37.5% of the total light 
construction volume, while re- 
modeling and repair alone amount- 
ed to 41.7%! 

Summing up, “How Do You 
SELL a Builder?” emphasizes that 


(ADVERTISEMENT) 


year, and at all of whom (if pos- 
ible) sales effort must be directed | 
to reach the whole market all of 
the time. 


Practical Builder Advertising 
Gains Double Competitor's 

During the first 8 months of the | 
year, Practical Builder has accept- 
ed more builder advertising from 
more advertisers than ever before 
in its long history. 

Registering a gain of 230 pages 
over the corresponding first 8 
months of last year, Practical) 
Builder’s advertising gains more 


the year—and in 1954. 


Praises Editorial Skill 

“Several months ago we sup- 
plied information to you on Porter- 
Cable tools at your request. I see 
the result in the June issue of 
Practical Builder, and I certainly 
want to compliment you on a fine 
piece of expositional writing. 

It is hard enough to demonstrate 


| this group of tools in person. To do 


it in an article requires real 
writing skill. What's more, you in- 
cluded all the facts and got them 
all correct. Few of our own men 


prefer to believe that 20% or 30%, | it should be apparent that the sales 
or whatever, do 80% of the build-'!target for the manufacturer of 
ing, you still have to reach at least | building products is made up of no 


distribution | 90% of all builders to be sure you |mere handful of builders. On the 


/are selling the percentage who are/ contrary, the market consists of up 
“up” in a given year. ‘to 100,000 builders whose type and 
Another significant fact pointed volume of work varies from year to 


than double those of the #2 build-'| are as well acquainted with these 
er magazine. | tools as you appear to be, and 

Attributing the gains to careful! you must have put a good deal 
sales planning and a better under-| of time and study into them. Need- 
standing of the builder by building less to say, Porter-Cable was de- 
products manufacturers, Practical | lighted with the article and so 
Builder anticipates even greater| were we.’ GALE BENN ASSOCI- 
increases during the remainder of| ATES, ADVERTISING. 


of the builder’s function and op- 


eration—basic information every) 
manufacturer and seller of build- | 
ing products must know if he ex- | 
pects to get the best results. (Ad-| 
ditional copies, in small quantities | 
will be available while the supply 
lasts. ) 

As the booklet points out, “the 
builder is essentially a manufac- 
turer, just the same as the man 
who produces roofing, doors, win- 
dows or any other building prod- 
uct.” Like every manufacturer, the 
builder’s first concern must be to 
produce a good product at the low- 
est possible price. But, he must be 
equally skilled in the many other 
activities that comprise the busi- 
ness of creating, producing and 
selling a product. 

The business of building has al- 
ways required that its practition- | 
ers be both dreamers and doers, | 
both businessmen and mechanics, | 
both designers and advisors—and 
above all, sympathetic to the de- 
sires of the buying public. And, 
unlike most manufacturers, the 
builder is close to his customers. He 
must live— as a neighbor and fel- 
low citizen—with buyers of the 
product he has created, manufac- 
tured and sold. 

As to how much and what kind 
of building the typical builder does 
—and where he builds, the booklet 
analyzes published figures to help 
its readers distinguish fact from 
fancy. One somewhat popular be- 
lief it debunks is the theory that 
the building industry follows the 
pattern familiar in many other 
fields, such as canning, where 15% 
of the industry does 80% of the 
volume. This simply isn’t true in 
building, as a thorough appraisal 
of the facts reveals. 

For example, approximately one 
million homes have been built in 
this country every year for the 
past six years. In each of those 
years, around 100,000 builders 
have been actively engaged in the 
business; an average of 10 homes 
per builder. The important thing 
to remember, as “How Do You 
SELL a Builder?” points out, is 
that they are not the same builders 
every year. And, while some fig- 
ures may remain consistent from 
year to year, they do not represent 
the same builders. Builder Jones 
may errect 16 houses in 1952 and 
only 4in 1953, while Builder Smith | 
erects only 7 in 1952 and 24 in 
1953. In one year Jones is in the 
“select” group and Smith isn’t, and 
the situation is reversed the fol- 
lowing year. 

It is not uncommon to find a 
builder constructing perhaps 200 
homes one year and as few as 10) 
(or none at all) the next year. In} 
many such cases, permits are is-| 
sued in the late months of one year 
for homes that are not finished un- 
til the following year. At that time 
the builder may have contracts for 
commercial, small factory or other 
types of non-residental construc- 
tion that keep him busy for the re- | 
mainder of the year. That’s why 
it isn’t at all unusual to find a “2 
to 3 house” builder doing a volume 
of business amounting to $500,000 


Says a Los Angeles advertiser (name on request): “We 


certainly feel our response from Practical Builder is excellent. 


In our market we have found the speculative builder is 


definitely looking for products which can be used as sales 


features in his homes. Consequently we are going to give 


more thought to working with these builders in the future.” 


... Of the light 
construction industry 


We say it without qualification: The builder-contractor market is the least 


understood and. most undersold market in America today. Of the building 
materials and building products that go into the muti-billion dollar light 
construction industry, 75% or more is controlled by the builder-contractor. Which 
makes him just about the biggest buyer in the country. Yet how can you hope to 
reach 100,000 builder-contractors with salesmen? The answer is: you can’t! 
It’s humanly and economically impossible. But you can reach most of the best 
of them through practical ‘builder And not only reach them 
but sell them... with fact-filled copy that asks for the order. Yes, PB 


urges you to do not only ‘a selling job but a hard-pan telling job in... 
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Conventions 


Sept. 14-15. Pennsylvania Newspaper 
Publishers Assn., annual classified clinic 
for mid-Atlantic states, Fort Stanwix Ho- 
tel, Johnstown, Pa. 

Sept. 14-18. Outdoor Advertising Assn. 
of America, 56th annual convention, 
Shamrock Hotel, Houston. 

Sept. 18-19. Seventh District, Advertis- 
ing Federation of America, Nashville, 
Tenn. 

Sept. 20-22. New York State Publishers 
Assn., annual meeting, White Face Inn, 
Lake Placid, N. Y. 

Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- 
cago. 

Sept. 21-24. Premium Advertising Assn. 
of America, annual meeting, Hotel Astor. 
New York. A 
Sept. 26-29. Mail Advertising Service 
Assn. International, annual convention, 
Hotel Statler, Detroit 
Sept. 30-Oct. 2. Direct Mail Advertising 
Assn., 36th annual conference, Hotel Stat- 
ler, Detroit. 


Oct. 4-6. Tenth District, Advertising 
Federation of America, Corpus Christi, 
Tex. 


Oct, 4-8. Advertising Specialty National 
Assn., annual convention and Specialty 
Fair, Palmer House, Chicago. 

Oct. 4-10. Produce Prepackaging Assn., 
third annual exposition, Chase Hotel, St. 
Louis. 

Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel La Salle, Chicago. 

Oct. 5-8. Printing Industry of America. 
1953 exhibition and awards, annual con- 


vention, Shoreham Hotel, Washington, 
a ¢. 
Oct. 8-10. Life Insurance Advertisers 


Assn., 20th anniversary convention, Hotel 
Statler, Boston. 
Oct. 9-10. Pennsylvania Newspaper Pub- 


lishers Assn., 29th annual convention, 
Penn Harris Hotel, Harrisburg. 
Oct. 11-14. American Photoengravers 


Assn. and Equipment Exhibition, 56th an- 
nual convention, Hotel Statler, Boston. 
Oct. 12-15. Financial Public Relations 
Assn., 36th annual convention, Sheraton 
Cadillac Hotel, Detroit. 
Oct. 15-16. Central Council, American 
Assn. of Advertising Agencies, Blackstone 
Hotel, Chicago. 
Oct. 15-16. Newspaper Advertising Man- 
agers Assn. of Eastern Canada, Windsor 
Hotel, Montreal. 
Oct. 19-20. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club. 
Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. 
Oct. 23-25. Midwest Intercity Confer- 
ence of Women’s Advertising Clubs of 
the Advertising Federation of America, 
Edgewater Beach Hotel, Chicago. 
Oct. 26-27. New England Advertising 
Executives Assn., annual meeting, Parker 
House, Boston. 
Nov. 5-7. Southern Newspaper Publish- 
ers Assn., annual meeting, 50th anniver- 
sary, Boca Raton Hotel and Club, Boca 
Raton, Fla. 
Nov. 7-8 Fifth District, Advertising 
Federation of America, Louisville, Ky. 
Nov. 8-10. National Newspaper Promo- 
tion Assn., midwest convention, Edge- 
water Beach Hotel, Chicago. 
Nov. 16-18. Public Relations Society of 
America, sixth annual conference. Shera- 
ton-Cadillac Hotel, Detroit. 
Nov. 16-18. Advertising Trades Insti- 
tute, 2nd Advertising Essentials Show, 
Hotel Biltmore, New York. 


EUREKA 
knows all the 
profit-answers! 


@ EUREKA designs and prints coupons 
for the country’s leading users 

@ EUREKA coupons have that 
“valuable look — printed on ESPCO 
safety paper 

@ EUREKA coupons are protected 
against counterfeiting 

@ EUREKA can serial number your 
coupons for added safety 

Enlist this EUREKA know-how for a successful 
coupon promotion. 


Write for samples to: 
EUREKA 
SPECIALTY 
PRINTING 
COMPANY. 
Scranton 9, Pa. 


Booth 8, New York Premium Show, 


Richfield Oil Will 
Use 130 Newspapers 


on Atlantic Coast 


New York, Sept. 10—Richfield 
Oil Corp. will launch a new news- 
paper campaign Monday to run 
through December in 130 newspa- 
pers to reach motorists from Maine 
through South Carolina. 

The campaign will follow 
through on the company’s spring- 


summer advertising program with: 


1,000, 640 and 460-line ads. News- 
Papers have been selected, Ben N. 
Pollak, sales promotion manager of 
the company, said, because Rich- 
field markets its products exclu- 
Sively through independent dis- 
tributors and achieves best results 
through controlled local impact. 
The high road-octane properties 


of Richfield Ethyl 101 Plus gaso- | 


line will be featured in the fall 


phase of the campaign. For winter, | guide. It is a 40-page illustrated 


the theme will switch to the quick 
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Starting benefits of Richfield Ethyl. 
The Super HD motor oil advertis- 
ing will continue to stress “longer 
wear without repair.” 


® Point of sale Support has been 


| Stepped up for the campaign, and 


the company’s dealers will display 
window posters, banners, pump ar- 
rows, decals and other material. 
Among the giveaways is a 1953 
football schedule and information 


booklet containing complete big- 


team schedules, and detailed infor- 
mation on the sport. Local news- 
paper ads and spot radio commer- 
cials will be used to promote dis- 
tribution of the book. 

Morey, Humm & Johnstone is the 
agency. 


Page Size, Rates Change 

Public Utilities Fortnightly, 
Washington, will increase its page 
size to 734x100”, beginning with 
its Jan. 7, 1954, issue. New rates 
| begin at $180 for one page, one 
; time. 
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Ehlers Repackages 
Instant Coffee and 
Plans N. Y. Drive 


New York, Sept. 10—Albert 
Ehlers Inc., coffee roaster and 
packer, will release a new radio 
and TV spot campaign next month 
on local stations, featuring its new 
instant coffee. 


Council, a group of specialists in 
the retail food field (sponsored by 
Dowd, Redfield & Johnstone, Eh- 
lers’ advertising agency), the com- 
pany’s instant coffee has been re- 
packaged in glass. Formerly, it 
was sold in tins. 

The new glass jars are consid- 
ered more functional from the con- 
sumer’s point of view, offering 
greater convenience. For the mer- 
chant, it offers quicker shelf iden- 


With the help and advice of tification and more eye-appeal. 


ular grind coffee, the package for 
which was redesigned earlier this 
year, the traditional Ehlers color 
combination of red and blue has 
been retained. Typography has 
been modernized and made easier 
to read. 


Y&R Promotes Two 

Robert H. Brinkerhoff and 
James P. Wilkerson have been pro- 
moted to v.p.s of Young & Rubi- 
cam, New York. Mr. Brinkerhoff, 


Adopts 7x10” Page Size 


be an account supervisor on Gen- F&S&R Names Priesmeyer. 
eral Foods advertising. Mr. Wil- Boland V.P.s in Cleveland 


kerson joined Y&R in ‘40, was ays 
: : : Venig: Fhe John E. Boland and William W. 
made an account executive in '46 Prie:meyer have been elected v.p.s 


and has also been appointed to the of Fuller & Smith & Ross, Cleve- 


General Foods account. land. Mr. Boland joined the agency 
in 1947 as an account executive in 
the Chicago office. In Cleveland 


Meat Merchandising, St. Louis, "© h#s served as assistant market 


with its January, 1954, issue will » 
g0 from its present pocket size 
to the standard 7x10” page size. 
At the same time, the publication 


American Food Merchandising 


: : , } Kernorl, will change its name to Meat and. 
As in the case of Ehler’s reg-]|an account executive since ‘47, will Food Merchandising. 


A special message to advertising 
executives 


We Advertise 
To Bankers 


There’s one thing that bankers, top management, and every financially-minded 
executive should know more about . . . and that’s the function of business maga- 
zine advertising as it relates to investment values and profits. That’s why, since 
January 1952, we have been running a consistent schedule of full-page, two-color 
advertisements—like this one—in BANKING* and in BUSINESS WEEK*. 


What Are We Selling? 


Each advertisement points up the necessity for 
consistent, well-planned Business Publication ad- 
vertising as a means of building product recogni- 
tion and acceptance . . . of protecting present 
markets . . . developing new markets. . . reducing 
sales costs... 


Why Tell Financial Men 
About Advertising? 


Many advertising executives have presented 
soundly conceived advertising programs to man- 
agement . . . only to have a banker member of the 
Board of Directors, or some other financial official, 


turn thumbs down on—or seriously curtail—the 
proposed investment. 


These men control the purse strings, but, un- 
fortunately, many of them still do not appreciate 
the full economic values of advertising as a means 
of building sales and protecting profits. 


We know, as you do, that sound business publi- 
cation advertising is essential — and effective. We 
are telling bankers and business executives about 
it in order to make it easier for you to secure the 
important, and necessary, vote of approval on 
the plans you submit to top management. 


*We also mail reprint copies each month to a nation- 
wide list of bankers and financial executives. 


John E. Boland 


W. W. Priesmeyer 
research director and account ex- 
ecutive. 

Mr. Priesmeyer joined F&S&R 
as un associate account executive 
in 1945. Since 1950 he has handled 
the accounts of Central National 
Bank of Cleveland, Domestic Sew- 
ing Machine Co., Standard Prod- 


fucts Inc. and Eljer Co. 


KEEP ABREAST 
THE TIMES ON... 


@ With ACB Newspaper Re- 
search Services you need never 
miss a daily newspaper adver. 
tisement you ought to see, no 
matter where or when it may 
run—in any of the 1,750 U. S. 
dailies! 


The national and local adver- 
tising columns of daily news- 
papers are the great proving 
grounds for new ideas in prod- 
ucts, merchandising plans, and 
new sales approaches. Use ACB 
services to keep abreast the 
times on new and old competi- 
tion... new products... new 
‘opy themes, new uses, 


Executives are invited to send 
for our catalog which outlines 
14 ACB Newspaper Research 
Services. You will be agreeably 
surprised at the modest cost 
for which a service, built to 
your own special needs, can be 
furnished, 


Send for ACB’s Catalog. 48 pages. 
Describes each of ACB's 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 


Me oma oN 


McGRAW-HILL PUBLISHING COMPANY, Inc. 


SOR BUSINESS 


ing; complete directory of dailies; 
U. S. Census of retail stores. It's 
free! Ask for it today. 


ACB reads every advertisement in every daly newspaper 


ACB SERVICE OFFICES 


79 Madison Ave. «+ New York 16 


8S. Michigs ve. « Chics d 
App 330 WEST 42nd STREET, NEW YORK 36,N. Y, C ABC os South Tied ae Cosa as 
_ 161 Jefferson Ave. «+ Memphis 3 
51 First S . San Francisco 5 
HEADQUARTERS FOR BUSINESS 1nFORMATION sar- oa a om 
ADVERTISING 


CHECKING BUREAU 
inc. 
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Ad Council Lists 
Accomplishments in 
11th Annual Report 


New York, Sept. 9—The Adver- 
tising Council last week issued its 
11th annual report and pointed to 
four significant accomplishments: 
(1) Two special campaigns; (2) a 
number of regular campaigns; (3) 
the experiment with the American 
Round Table, and (4) the work- 
ing out of new methods and chan- | 
nels with a new administration in 
Washington. 

During the year, 61 requests for 
help were submitted to the council. 
Two got special attention—the 
“Get Out the Vote” campaign and 
the blood drive for the armed. 
services. In addition, 47 others 
were listed in the council’s radio- | 
TV bulletin. Of these, 12 were) 
health projects. 

The round table series consisted | 
of four discussions dealing with 
such subjects as political and civil 
liberties. They were financed by a| 
grant of $100,000 from the Ford! 
Foundation, an anonymous phil-_ 
anthropist, Henry Oliver Rea, and 
a number of council directors. 

The “Get Out the Vote” cam- 
paign was notably successful. So! 
was the blood drive, which showed 
considerably better contributions 
after the council took over. 

Two new projects undertaken, 
during the year were the recruit- 
ment of a Ground Observer Corps 
for the Air Force and Civil De-| 
fense Administration, and a cam- 
paign to remedy the shortage of 
engineers and scientific personnel. | 


Kahlua Names Jere Bayard 


Kahlua Co., maker of Kahlua. 
Coffee Liqueur, has appointed Jere | 
Bayard Advertising, Los Angeles, 
to handle a national promotion 
in consumer magazines and trade 
publications. In preparation, also, 
are a recipe folder for distribu- 
tion by package stores and mar- 
kets, and a series of table tents, 
featuring the most popular Kahlua 
recipes, for restaurants and bars. 


Weirton Boosts Ross, Parks 


Weirton Steel Corp., Weirton, W. 
Va., has promoted two in its in- 
dustrial relations department. A. C. 
Parks, with the company for 30 
years, has been promoted to as- 
sistant v.p. of industrial relations, 
and Edward A. Ross, with the com- 
pany 20 years, has been advanced 
to manager of industrial relations, 
with duties covering all divisions 
of that department. 


NATION’S LARGEST TRADE TERRITORY 


IN EL PASO 


—there are TWICE as many gas 
meters, 2%. TIMES as many 
electric meters, and 3 TIMES 
as many telephones as there 
were in 1940! 


iv’'S A SWELL PLACE 
TO SELL MERCHANDISE 


The Fl Paso Times 
An Independent Newspaper 
Merning and Sunday 


El Paso Herald-Post 
A Scripps-Howard Newspaper 
Evening 


TWO Separate Newspapers 
30¢ Line BUYS BOTH! 


director with J. Walter Thompson 


Ohio State Ad Confab Set . 
The 10th annual Ohio State Uni-|/ Od 8 Will Use 


versity advertising conference will ‘Magazine Spreads 


be held on Oct. 2 at the Neil House 
in Columbus. Theme of this year’s for Endorsements 


conference will be how to make 
advertising more effective in to- 


day’s market. | New York, Sept. 10—Pond’s Ex-| 


|tract Co. will expand its adver- 
| tising space this fall to feature a 
society endorsement theme. In- 
stead of the customary single pages 
Co., has joined Advertisers Art| Showing one endorser, b&w spreads 
Council, Chicago art studio, to take | Will feature simultaneously 11 in- 
charge of all creative production. | ternational society beauties as en- 


Hult Joins Ad Art Council 


Harry Hult, previously an art 
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'dorsers of Pond’s cold cream. 

The new Pond’s ads will appear 
in Charm, Good Housekeeping, 
_Ladies’ Home Journal and McCall’s 


cy. 


NBC Appoints Pauley 


Robert Pauley, formerly a WOR, 
New York, salesman, has joined 
the network radio sales staff of 
— Broadcasting Co., New 

ork. 


Randon Joins TV Society 

Lee Randon, film director and 
writer-producer for TV and com- 
mercial films at Henri, Hurst & 


‘September through November. J. /McDonald, Chicago, has been elec- 


| Walter Thompson Co. is the agen- | 


ted to full membership in the So- 
ciety of Motion Picture & Tele- 
vision Engineers. 


‘Greatest Story’ Resumes 


“The Greatest Story Ever Told,” 
ABC radio’s program dramatizing 
the Bible, resumes broadcasting 
over the network on Sunday, Sept. 
20, 4:30-5 p.m., CDT. 


there’s more 
than one 
store-distributed 
magazine... 
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WFTL-TV Appoints O’Shea 

David L. O’Shea, formerly in 
the New York office of Weed & 
Co., national television representa-_ 
tive, has been named national sales 
manager of WFTL-TV, Fort Laud- | 
erdale, Fla. 


KSL-TV to Expand Facilities 

KSL-TV, Salt Lake City, has re- 
ceived approval of the Federal 
Communications Commission for a 
new $100,000 construction program 
to increase its signal from 18,000 
to 30,000 watts. 


he ALL-ELECTRIG ———” 
<- HEAT PUMP 


ag AEABAMA POWER COMPANY 


‘ . Se ee 
cee 
a ee, eee ~A 


REDDY KILOWATT—The familiar figure of Reddy Kilowatt is seen on this black light 
board for Alabama Power Co. The installation, in a residential area of Birmingham, 
was handled by Alabama Outdoor Advertising Co. 


cisco 


119 


ABP Adds Seattle, San Francisco Clinics 


NEw York, Sept. 8—Recently 
announced plans for a “how to” 
conference of member-papers of 
Associated Business Publications 
to be held Sept. 29 in San Fran- 
(AA, Aug. 24) have been 
expanded to include similar meet- 
ings in Seattle, Sept. 24, and in 
Los Angeles early in October. 

As in the previously announced 
program, the Seattle meeting will 


Se ee ee! 


r ee. as m7 


“Come one, come all” is the supermarket motto; 

and the supermarket magazines follow suit. 

Their spectacular spurt to multi-million circulations puts 
them in pursuit of the women’s mass market. 


But TODAY'S WOMAN cultivates only one customer: 


the bright and busy market of young wives, the girls who make 
their daily way ‘round and ‘round the supermarket with their 


young children and their young oe on their minc 


The Mie tiie’ for Celie Wives. 


speaks knowingly to young wives only, seven’ its food pages" 
to the A-B-C’s of cooking, dedicates all features 
to creating professional homemakers out of amateurs. 


Food advertisers approve of this devotion to a selective women’s market, 
SwansDown, Gerber’s, Del Monte, Swift, Sunkist, Borden, 


See 


TODAY’S WOMAN, the Magazine for Young Wives fe F...-:) ¢obiication) 
NEW YORK « BOSTON + CHICAGO + DETROIT « LOS ANGELES » 54% FRANCISCO 


"Median Age ~— 30.8 years; 11 te 19% lower than shore-disiribested pn 


~ Si gene eve 
meosured. Starch Consumer Magazine Report, July, 1953. <4 


iy, 
Oi ae 


Pineapple Growers Association and many others have put their stamp of approval 
on the only young* married women’s magazine. 


‘include as participants William K. | 


‘Beard Jr., 


'southern _ district 


president of ABP, and 
J. K. Lasser, tax consultant and 
chairman of the Institute of Fed- 
eral Taxation, New York Univer- 
sity. Walter A. Averill, publisher, 
Pacific Builder & Engineer, will 


_act as chairman of the session. 


The San Francisco conference 


_will meet under the chairmanship 


of Allan Oppenheim, publisher, 
Western Advertising. The program 
will include panels and discussions 
on ABP projects and_ services, 
publishing problems and opportu- 


| nities, and business paper editorial 
'and selling questions. 


Sues United Fruit Co. 


Banana Distributors Inc., Hart- 
ford, Conn., has filed an $8,125,137 
anti+trust action in New York 
court against 
United Fruit Co. and its subsidi- 
ary, Fruit Dispatch Co. The com- 
plaint alleges that United Fruit 
has a monopoly on the U. S. ba- 
nana business, has fixed prices, 
has boycotted Banana Distributors 
Inc. and “has done other oppres- 
sive and illegal acts.” 


WRITERS THAT 
READERS FAVOR 


Drew Pearson 
ups Boor 

The Alsops 

Alice Hughes 

Robert Ruark 

Henry McLemore 

Hedda Hopper 

Walter Lippmann 

Ed Sullivan 

Victor Riesel 


ROP Full Color Available 
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Western New York's 
Only Morning and Sunday Newspaper 
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adver- 


MILIUM’S MISS—Robert Hoenshel, 
tising manager for Deering, Milliken & Co.'s 


Milium, talks with Janet Tyler, DuMon 

weather girl, who will plug Milium on her 

weather program. Both attended a preview 

of a Milium sales training slide film in 
New York. 


Synthetics Hurt 
by Wild Claims, 
Clothiers Told 


New York, Sept. 10—Despite 
some exaggerated claims and some 
bad promotion, man-made fabrics | 
are here to stay, Isidore S. Immer- 
man, counsel and executive direc- | 
tor of Associated Men’s Wear Re-| 
tailers of New York, declared last 
week. 

Speaking at the second annual | 
suppliers luncheon of National 
Assn. of Shirt, Pajama & Sports- 
wear Manufacturers, Mr. Immer- 
man said that the introduction of 
man-made fibers to the men’s 
wear industry has created sales by 
stimulating the imagination of the 
consumer. But the value of the 
synthetics, he added, has been and 
still is being harmed by exagger- 
ated claims. 

It is not necessary to overstate 
the qualities of man-made fabrics 
in order to insure consumer ac- 
ceptance, he said. 


s “There are those in the indus- 
try who fail to recognize the im- 
portance of safe and sane promo- 
tion,” Mr. Immerman said. “In- 
stead they have interjected a note 
of mysticism and an over-enthu- 
siasm that reeks of improbability. 
If they are to be allowed to con- 
tinue their damaging ways, they 
will destroy what is probably the 
brightest hope the men’s wear in- 
dustry has ever had.” 


lems created by man-made fibers, 
he said, “is am educational pro- 


(ADVERTISEMENT) 


Heads Management Group 


The solution to most of the prob- |: 


gram sponsored by the fabric 
makers in cooperation with the 
garment manufacturers and men’s 
wear retailers.” The program, he 
suggested, would explain the ad- 
vantages of the different blends 
and strive for proper and truth- 
ful descriptions. 

This information, Mr. Immer- 
man emphasized, must reach the 
retail salesman who has to explain 
the qualities of the fabrics to the 
consumer. This will help insure 
long-range and steady progress for 


the industry «s a whole, rather 
than exploitation for today only. 

It is the responsibility of the 
textile industry. he said, to see to 
it that the consumer knows how to 
clean each garment that he pur- 
chases. 

William Burston, manager, mer- 
chandising division of National 


Retail Dry Goods Assn., also 
stressed this point: “Indiscrimi- 
nate use of an unconditionally 


guaranteed washable label,’ he 
said, “leads to ill-will, lost sales 


and additional expenses.” 

Most labels are designed for 
commercial laundries, he pointed 
out, and do not take into consider- 
ation that the consumer uses other 
methods which make the guaran- 
tees incorrect. Only at the mill or 
converter level, Mr. Burston said, 
is there exact knowledge about the 
proper way to clean a garment. 

After a panel on the subject, a 
resolution was passed urging 
member associations to organize 
sub-committees to consider ways 


Advertising Age, September 14, 1953 


to standardize labels on synthetic 
fabric garments. 

Louis Rothschild, executive di- 
rector of National Assn. of Retail 
Clothiers and Furnishers, declared 
that the soft goods economy is de- 
pendent on the efficiency, success 
and integrity of the retailer. 
Weakness in selling, he said, is 
costing the industry millions of 
dollars. With defense spending 
ebbing, it will be up to the sales- 
men in retail stores, he said, to 
prevent a recession. 
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ee he has now bough bs 


Bruce Payne, president of Bruce Payne 
& Associates, Westport, Conn., engi- 
neers, has been elected president of 
the Society for Advancement of Man- 
agement. Mr. Payne and 458,345 other 
men of action throughout American 


business read The Wall Street Journal | 


daily, What an advertising medium! 
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Omega Watches Get 
Biggest Push; Six 
Magazines Scheduled 


NEw York, Sept. 9—Norman M. 
Morris Corp., American distributor 
of Omega watches, this month will 
break the largest fal] advertising 
promotion in its history. 

Four national weekly and two 
monthly magazines plus spot radio 
and television will be used through 
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December. 
TV spots will be used on a regu- 
lar schedule Starting Sept. 19 on 
NAE-TV, Boston, and _ radio 
spots on WQXR, New York, and 
_KFAC, Los Angeles. 
Weekly magazines on the sched- 


ule include New York Times Maga- C 
Yorker, The Satur-| 


zine, The New 
day Evening Post and Time. The 
two monthlies are Holiday and Na- 
tional Geographic Magazine. 

Lewin, Williams & Saylor is the 
agency. 


376,000 TV Sets Added in 
July; U. S. Total 24,895,000 


A total of 376,000 TV Sets were 
installed during July, bringing the 
_U. S. total of homes with Ty sets 
as of Aug. 1, 1953, to 24,895,000, 
according to National Broadcasting 
oO. 
In the 12 months since Aug. ] 
1952, 6,540,000 U. S. families have 
acquired a TV set, the network 
says. This compares with an in- 
crease of 5,083,000 TV families 
during the period of Aug. 1, 1951, 
through Aug. 1, 1952. 
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, Miss Sachs Joins Rockmore 


Pomerantz Joins ‘Companion’ | 

Frank Pomerantz, with the pro- 
motion and merchandising depart-. 
ments for five years, has been | 
named promotion supervisor of | 


Woman’s Home Companion, New | 
ork. 


| 
| 


Gertrude Gordon Sachs, previ-| 
ously publicity director of I. Mil-| 
ler & Sons, has been named head 
of the fashion publicity depart-) 


ment of Rockmore Co., New York 
agency, 


TOPS—This 14’ revolving sign was made 

by Texlite inc. for Neon Sign & Lighting 

Co., Corpus Christi, which installed it atop 

the 21-story Wilson Tower, Corpus Christi’s 

highest building. It’s made of Texlite porce- 

lain enamel and was specially constructed 
to withstand hurricanes. 


Bartlett Pears to Get 
$100,000 Boost trom 


West Coast Growers 


YAKIMA, WaAsu., Sept. 8—The 
Bartlett pear industry of Washing- 
ton, Oregon and California will 
join efforts again in 1954 to pro- 
mote canned Bartlett pears, ac- 
cording to the Washington State 
Fruit Commission, one of the par- 
ticipating groups. 

In Oregon, the $100,000 cam- 
paign is sponsored primarily by 
the Hood River and Medford pear 
industry and in California by the 
Calitornia Canned Pear Advisory 
Board. 
The Seattle office of Pacific Na- 
tional Advertising is handling the 
campaign. 

National and regional food serv- 
ice industry magazines will be used 
to promote canned pears to vol- 
ume buyers in the restaurant and 
institutions field and consumer 


media will be used in selected 
market areas. The drive will start 
Jan. 1. 


shows how 
to cuf cost 
of making 
COPIES 


Cut costs, s 


ed up paper- 
work! Get 


No stencils, no proofreading . . 


seconds you make clear, errorless facsimiles 
of anything tinted, typed, drawn, or hand- 
written — DIRECT from your regular original 
copy — at a cost of about yc each! Write 
for free kit today. 


FOX RIVER PAPER CORP., 


| Fine Cotton-Fiber Papers 
edvertising use . 


- in only 


11 Se. Appleton $1. 
Appleton, Wis. 

for business, social, and 
+ + since 1883. Ask your printer, 
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McCarty Forms Own PR 
Milburn McCarty Jr. has re- 


RIGHT FROM THE 
|signed as v.p. of Douglas Leigh 
ORSE'S MOUTH Enterprises to form his own pub- 


jlic relations company, Milburn 
'McCarty Associates, at 270 Park 
|Ave., New York. Mr. McCarty will 
i|have two Leigh accounts, Douglas 
Leigh Inc. and Leigh Foods, as the 
nucleus of his new business. He 
will also handle the new TobyJell 
campaign for American Brands 
Corp. (AA, Sept. 7). 


Marshall Heads ‘Art Digest’ 

Jonathan Marshall, an amateur 
painter, has been named president 
‘of Art Digest, New York, replac- 
‘ing Mrs. Peyton Boswell Jr. James 
|'N. Rosenberg, an attorney, has 
been named board chairman. The 
magazine is planning a program 
aimed at increasing interest in art 
land building greater participation 
‘in art activities. 


Miss Wilkerson to WOV 


“Bayonne cannot be sold from the outside” | Judy Wilkerson, a former re- 

NATIONALLY REPRESENTED BY porter on the Chief, Comanche, 

BOGNER & MARTIN_|Tex., has joined WOV, New York, 
las publicity assistant. 


IN NEW ENGLAND 


CONNECTICUT IS FIRST IN 
PER CAPITA INCOME 


New Department of Commerce figures show 
that Connecticut’s $2080 per person leads 
New England, and is fourth in the entire 
country. The Courant covers half of Con- 
necticut. The Courant gets quick results. 
The Courant is the place for your test cam- 
paigns, and your regular schedules. 


"YONNE SAYS: 


I've looked into all the 
MARKET DATA facts 
about METROPOLI- 
TAN NEW YORK and 
found Bayonne is typ- 
ical in ALL major 
categories. Make your 
next TEST in Bayonne 
. .. it costs just pen- 
nies by comparison. 


Send for the revised 1953 up-to- 

the-minute MARKET DATA FOLDER 

“BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE” 


THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 


LINEAGE GAIN 


In the first 7 months of 1953, Courant adver- 
tising lineage is 1,181,741 lines ahead of the 
same seven months in 1952. 


HARTFORD MORNING COURANT FIRST 
IN DAILY PAPER CIRCULATION GAIN 


4924 gain* leads all New England morning 
and evening papers, except nationally circu- 
lated Christian Science Monitor. 


HARTFORD SUNDAY COURANT FIRST 
IN SUNDAY CIRCULATION GAIN 


5936 gain* leads all New England Sunday 
papers. 


NEW ENGLAND'S FASTEST 
GROWING NEWSPAPER IN 
NEW ENGLAND'S MOST 
PROSPEROUS MARKET 


The Aartford Courant 


REPRESENTED NATIONALLY BY GILMAN, NICOLL AND RUTHMAN 


* Based on Editor & Publisher survey 
for period ending March 31, 1953. 
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try the train. 
= 


After 20 Years, Southern Pacific Finds 
Its ‘Next Time’ Posters Still Effective 


San Francisco, Sept. 9—For al- | 
most two decades the Southern 
Pacific Railway has been trying to, 
woo the automobile motorist away | 
from his wheel, to enjoy the re-| 
laxing cool comfort of train travel. | 
Since 1934 the company has been) 
erecting painted bulletins at stra-| 
tegic points along western high- 
ways suggesting the advantages of 
the train. 

The campaign has been built 
around the theme: “Next time... 
try the train” and light sketches 
have featured the happy voyager. 
This theme is supported by “rea- 
sons why” copy aimed at hitting 
the motorist at the psychologically 
correct moment. On a _ winding 
mountain road he is advised to try 
the train because it is “safe”; in 
the hot valleys he is told it is 
“cool”; or at points of traffic con- 
gestion he is told he can “relax,” 
or even have “fun.” 


® This year the campaign is being 
varied with the injection of a 


strong element of humor. Cartoon- 
|ist Virgil I. Partch, known better 


by his initials VIP, has drawn 
highly stylized sketches which ex- 
aggerate the one word “reason 
why” messages Southern Pacific 
aims to put across. 

The series of outdoor posters, 
which will run through October, 


| continue the basic theme. To dem- 


onstrate the message “relax,” VIP 
has a cheerful traveler swinging 
from a hammock stretched be- 
tween the engine and caboose. To 
demonstrate coolness he shows a 
polar bear on an iceberg, sipping 
a drink through a straw while 
sitting before an electric fan 
plugged somewhere in the sea be- 
low. Safety is depicted by a mother 
rocking her boy in her arms, while 
a scowling neglected dog sits an- 


| grily by; or again, a boy scout is 


shown carrying a rigid but relaxed 
lady, three times his size, across 
ihe railroad tracks. 


2 The element of “fun” is brought 
out by a doubled up man at the 
height of riotous laughter pointing 
to a barrel filled with three mor- 
cific likes the wording “try the 
cartoon shows a male passenger 
grinning broadly and waving to a 
horse outside the train window, 


while the horse returns the greet- 


ing with a five-fingered wave of 
his left fore foot. 

General advertising manager 
Fred Q. Tredway of Southern Pa- 
cific likes the wording “try the 
train” rather than “take the train” 
because it suggests rather than 
commands; it is friendly, good 
humored and ingratiating rather 
than an ill-mannered shout. 


from presenting a good message as 
briefly as possible, supported by a 
simple design. Psychologically 
chosen locations and the continuity 
of the campaign have helped to 
make the Southern Pacific adver- 
tising effective, he believes. 


J. OWEN SMITH 

West HAveEN, Conn., Sept. 8—J. 
Owen Smith, 74, a radio pioneer 
and a consultant of Radio Corp. of 
America since his retirement 14 
years ago, died yesterday at his 
home. 

Early in his career, Mr. Smith 
was an editor for McGraw-Hill 
Publishing Co. Before World War 
I, he established a radio station in 
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Bayonne, N. J., which was then| 
one of the largest of its kind in | 
operation. Later he worked for | 
RCA and broadcast the Dempsey- | 
Carpentier heavyweight cham-} 
pionship fight July 1, 1921, one of 
the highlights of early radio broad- 


casting. 


WILLIAM B. McGILL 

ATLANTIC City, Sept. 8—William 
B. McGill, 54, advertising and pro- 
motion director of .Westinghouse 


} 


SA c=. OR tae 


Radio Stations Inc., died of a heart 
attack at his home Sept. 6. A for- 


'mer radio production director in 


Pittsburgh, he had been associated 


| with Westinghouse in Washington 


for the last ten years. 


THOMAS L. LESLIE 

New York, Sept. 10—Thomas L. 
Leslie, 65, v.p. in charge of adver- 
tising for Fruit of the Loom Inc., 
died Sept. 5 at St. Clare’s Hospital 
after a brief illness. 

A native of Topeka, Kan., Mr. 
Leslie attended Staunton Military 
Academy in Virginia. He entered 
the advertising business and was 
associated with Maurice B. Roths- 
child and Wilson Bros., Chicago, 
before joining Fruit of the Loom 
in 1936 as advertising manager. He 
was elected to v.p. in 1939. He was 
well known in textile and adver- 
tising circles for innovations in 
packaging and displays. 


WILLIAM A. DILLON 


New York, Sept. 8—William A. 
Dillon, 56, financial advertising 
manager of the Brooklyn Eagle, 
died yesterday at his home after 
an illness of several months. He 
joined the newspaper in 1929 as a 
classified salesman and became fi- 
nancial advertising manager 12 
years ago. 


PORT L. SAYLOR 


CLEVELAND, Sept. 9—Port L. Say- 
lor, 64, advertising art director of 
the Cleveland Press for 12 years, 
died Sept. 2 at his home in subur- 
ban Lakewood. Mr. Saylor had 
been ill six weeks. 

Before coming here, Mr. Saylor 
for 20 years directed advertising 
art for the old Toledo News-Bee. 


Grand Union Boosts Buhrig 

Richard H. Buhrig has been 
named sales promotion manager 
for Grand Union Co., East Pater- 
son, N. J. A graduate of the com- 
pany’s trainee program, he will 
coordinate sales promotion efforts 
between headquarters and the 
field organization, and will be re- 
sponsible for store promotion ac- 
tivities. 


Chace to Group Attitudes 


William E. Chace, formerly di- 
rector of information for the Na- 
tional Fertilizer Assn., Washing- 
ton, has been named Washington 
representative of Group Attitudes 
Corp., public relations counsel. 
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LOCAL GROCERY 


LINAGE ... 
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cooperative. You may hove a copy of our tie-in report FREE 
on request to see how your products rated in our local gro- 


| cery advertisements. 
Here is proo 
profitable 

| covered only by the 


ST MARKETS 


thet this is one of the Richest, most 
in the Mid-west ...A Market 
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Let our advertising and merchandising department show yo 
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According to Mr. Tredway, the 
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Sugar Assn. Plans 
First Ad Campaign 
on $600,000 Budget 


NEw York, Sept. 8—Directors of 
the Sugar Assn. last weekend 
voted to recommend to members 
an advertising and public relations 
campaign to emphasize the place 
and value of sugar in the diet. 

The proposals are being worked 
out in detail by Leo Burnett Co., 
Chicago, and will be presented at 
a special meeting of members of 
the association Sept. 21 at the Con-. 
rad Hilton Hotel, Chicago. 

This is reportedly the first time 
the sugar industry has ever dis- 
cussed consumer advertising on a 
national basis. | 


s The Sugar Assn. is composed of 
producers, processors and refiners 
supplying sugar to the U. S. mar- 
ket, and it has associate members 
in Canada and the Dominican Re- 
public. 

Total membership, AA was told, 
is abuut 110 companies. Three of 
these are well-known national ad- 
vertisers—American Sugar Refin- | 
ing Co., California & Hawaiian Su-| 
gar Refining Co. and National Su- 
gar Refining Co. 

President of the association is 
Ernest W. Greene, v.p. of Hawaii- 
an Sugar Planters Assn., Wash-| 
ington. 

Current plans call for an initial 
advertising budget of about $3600,- 
000. 


@ The basic reason for the pro- 
posed campaign is understood to 
be to offset some of the current 
dietary fads which stress elimina- 
tion of sugar. Another reason may 
be to get an increase in govern- 
ment cuotas. 

The government limits. the 
amount of sugar put on the U. S. 
market each year. The allotment 
for 1953 is 8,000,000 tons, and an- 
ticipated demand is likely to ex- 
ceed this by 200,000 to 300,000 tons. 
Sugar brokers are predicting high- 
er prices if the allotment is not 
increased in the near future. 

The recent hot spell increased 
sugar use by boosting consumption 
of soft drinks, iced tea and coffee. 
In the week ended Aug. 29, ac- 
cording to the Wall Street Journal, 
refiners shipped out 191,000 tons 
of sugar. This was 6,000 tons more 
than during the comparable week 
of ’52 and 32,000 tons above the 
shipments three weeks earlier, be- 
fore the heat wave. 


‘Printing Year Book’ Out 


Walden, Sons & Mott, 93 Worth | 
St., New York 13, has issued the 
1953-54 “Printing Year Book & 
Almanac.” The 300-page 15th an- 
nual edition carries information 
on type faces, a buyers guide for 
equipment, supplies and services 
and a section on paper, as well as | 
other information for printers, 
lithographers and production men. 
Single copies cost $2. 


To Start TV in Providence 


Cherry & Webb Broadcasting 
Co., Providence, has received au- | 
thority from the Federal Commun- 
ications Commission to establish 
a new television outlet in Provi- 
dence. The station will use Chan- 
nel 12. 


Names Chambers & Wiswell 

L. L. Brown Paper Co., Adams, 
Mass., manufacturer of business | 
papers, has appointed Chambers & 
Wiswell, Boston, to handle its ad- 
vertising. Previously, the account 
was handled by Hare Advertising, 
Boston. 


Clarkson Joins Cole & Weber 


Chan Clarkson, formerly an ac- 
count executive of Simon Co.,| 
Portland, Ore., agency, has joined 
the Portland staff of Cole & Weber. 
Hogan Joins Thatcher Glass | 

John W. Hogan, formerly as- 
sistant to the president of Hines-| 
Park Foods, has been appointed 
publicity director of Thatcher Glass 
Mfg. Co., Elmira, N. Y. 


HOME TOWN BOARD—Sylvania Electric Products has boards like this one in three 
locations in Buffalo where its manufacturing plant is located. Whitmier & Ferris 
Co., Buffalo, handled the installation, and Roy S. Durstine Inc. is the agency. 


The 
CHICAGO AMERICAN 


(evening) 
carries 27% more 
retail food store 
advertising than 
both Chicago morning 
newspapers combined 


To sell Candy 
to inland Californians 


(AND WESTERN NEVADANS) 


Candy or whatever you're selling — take this tip to sweeten 
sales in the rich inland California market. Be on the BEELINE! 
That’s the five-station radio combination that gives you 


THE MOST LISTENERS More than any competitive combina- 

tion of local stations . . . more than the 2 leading San Francisco 

stations and the 3 leading Los Angeles stations combined. 
(BMB State Area Report) 


LOWEST COST PER THOUSAND More audience plus favor- 


able Beeline combination rates naturally means lowest cost per 
thousand listeners. 
(BMB and Standard Rate & Data) 


Ask Raymer for the full story on this 34-billion-dollar market 
—inland California and western Nevada. 


McCLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA = PAUL H. RAYMER, National Representative 
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Consumption, Not Production, 
Called Economy's Controlling Aspect — 


ivi tandards Must man Brothers, director of Western | 
Liv ng Sta dards 2 Union, and fiscal counselor to Fed- | 
Be Continually Raised, ‘erated Department Stores, Allied 
Banker’s Book Insists /Stores Corp., and others, in “The 


Standards We Raise,” to be pub- 

New York, Sept. 10—“The con- lished Sept. 16, by Harper & 
trolling aspect of any economy is Brothers ($2.50). 

or should be consumption,” de-| In a book which no advertising 

clares Paul Mazur, partner in Leh- man should miss, Mr. Mazur takes 


ventional economic 
ind emphasizes the 


some of the cx 
concepts apar 


need for a continually rising 
standard of li. ng and a dynamic, 
sales-consciou’ economy. 


“Mass purchase of mass produc- 
tion’s goods has been assumed as 
a matter of course,” he says, “and 
a more dangerous assumption Can- 
not be conceived. No other as- 
sumption has made us so unwary 
of economic pitfalls and so blind to 
the sociologica! imperatives of the 
American mass production sys- 
tem.” 


Sales Management reports that during 
1952 Drug Sales in the Metropolitan 
Fort Worth area totaled $17,608,000. 
In the 100 county West Texas Trading 
area (including Fort Worth) Drug Sales 
totaled $74,148,000. Each Fort 

Worth family spends an average 

of $143 annually on related ——. 


ny 


drug merchandise. This compares to ~~ 


the national average of only $103 per family. ie. 
a ee 


PRESCRIPTION FOR 


~ 


THE CONSUMERS WITH THE ABILITY TO BUY! 


Population 
Fort Worth (Metropolitan Area) . 
MDs «5 ¢ « « pois «© @ « 
Effective Buying Income 
Fort Worth (Metropolitan Area) . 
I 6k a am. 
Drug Sales 
Fort Worth (Metropolitan Area) . . . 
Se 
Sales Per Family 


408,100 
1,928,700 


$ 715,807,000 
$2,848,613,000 


$17,608,000 
$74,148,000 


Metropolitan Fort Worth ranks Ist in Texas, 2nd 
nationally, among metropolitan areas over 400,000 


population. 


*1953 Sales Management Survey of Buying Power 


e In Fort Worth, 9 out of every 10 families read the Daily & Sunday Star-Telegram 


e In West Texas, the average county coverage is 43.9% Daily and 39.4% Sunday 


Total Net Paid Star-Telegram Circulation — Largest in Texas! 


242,542 


(Morning and Evening) 


223,444 


(Sunday) 


Publisher's Statement to Audit Bureau of Circulation March 31, 1953 


WRITE Amon Carter, 
Jr., National Adver- 
tising Director, for }: 
complete market 
and circulation 


FORT WORTH STAR-TELEGRAM 


ee ae CARTER, Publisher 
AMON G CARTER, JR, President and National Advertising Owector ' 


analysis. 


LARGEST CIRCULATION IN TEXAS 


without the use of schemes, premiums or contests—“Just A Good Newspaper” 


Advertising Age, September 14, 1953 


And again: 

“In the American economy, pro- 
duction is the factor by which men 
measure hot and cold on the bus- 
iness thermometer. However, it is 
consumption, not production, that 
in fact is the master of our econ- 
omy—and it is a master which 
holds all factors to account with 
rigid discipline...Mass markets 
are indeed impossible without 
mass production. But in American 
peacetime economic history, there 
are no instances of any prolonged 
shortage of goods for which there 
was a demand...Reduce mass 
distribution, or fail to make it 
commensurate with our mass pro- 
duction at any time, and the en- 
tire economic system bogs down 
into a recession or breaks down in- 
to a depression.” 


@ In such a society, Mr. Mazur 
says, advertising plays a vital and 
often unrecognized part: 

“The seven billion dollars that 


and workers with their high wages 
and purchasing power. The effec- 
tiveness of advertising as a selling 
device must be greatly im- 
proved...” 

A great deal of additional effort 
must be devoted to sales research, 
and to all other phases of market- 
ing and distribution, Mr. Mazur 
believes, asserting again and again 
his central thesis that “the Amer- 
ican economy has reached that 
state of its development which de- 
mands a shift of emphasis from 
the mechanism of production to 
‘the mechanism of consumption. 
|Phrases that actually serve to dis- 
courage the promotion of con- 
sumption should be excised from 
our glossary of social pressures...” 


. The concept of a laissez faire 
‘in business belongs in the anthro- 
,pology museums, he insists. And 
\it is almost equally pointless to 
| discuss the possibility of any sub- 
stantial lowering of government 


are spent for advertising annually |expenditures, Mr. Mazur believes. 
‘are often described by economic |The alternative, he says, is to raise 
‘Puritans’ as representing waste the total national income to a large 
and profligacy. That charge is ab- enough figure so that government 
surd. The power of advertising is|taxes and expenditures become a 
‘one of the great persuasive forces relatively less important part of 
not only in educating men and the whole. “Private competitive 
women to a higher standard of liv- enterprise must grow,” he insists, 
ing but also in providing industry |“or government projects wil! 
with its necessary sales volume. grow.” 


Consumption Key Factor in Economic 
Health, Says Author of New Treatise 


Paul Mazur, author of “The 


Standards We Raise,” intro- 


duces his new discussion of economic life in America with 
a “prefatory note” which in essence is a summation of his 
position. This “prefatory note” to the book is reproduced 
here in nearly full text by special permission of Harper & 


Brothers, the publisher. 


Within our own time and in our 
own economy, there have been eco- 
nomic doctrines which have com- 
bined substantially invalid con- 
clusions and a potent influence. 
These must be refuted, since they 
present pitfalls we must avoid. 
One of these doctrines is the the- 
ory that the cause of our econontic 
ills is the lack of adequate pur- 
chasing power. Another is the 
thesis that production is the eco- 
‘nomic end to be sought and the 
sole pillar of our _ economic 
strength. 

This volume contends that not 


purchasing power but purchases, 
and not production but consump- 
tion, are the ruling factors of our 
economy. Only as a consuming na- 
tion can we remain a producing 
one. We are a nation that con- 
sumes its way to property, securi- 
ty, prosperity, and freedom. More- 
over, we are compelled by the 
|dynamic character of economic re- 
|lationships to continue to do so at 
an ever-increasing rate. Our soci- 
ety can keep itself stable only by 
not stabilizing its standards of 
living. Our economy leaves us no 
alternative to spending our way 


While perfection may be impos- 
sible of attainment in the making 
of photoengravings, here at 
McGrath and Associates we 
come mighty close to it. 
Color and black and white. 
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into prosperity, and to elevating 
ourselves into security—spending, 
of course, not for waste and surely 
not in the form of excessive gov- 
ernment expenditures, and elevat- 
ing ourselves into constantly im-| 
proving standards of living with-| 
out destroying savings. 


w Should one assume that an 
ever-rising level of consumption 
can deplete the American people 
of their financial resources, he 
should ponder another apparent 
paradox—namely, that savings | 
have actually grown, rather than 
decreased, with the rise of con-| 
sumption. Savings declined con- 
currently with consumption during 
the depression of the thirties, and 
today the lowest percentage of 
saved income is among that seg- 
ment of the population which con- 
sumes least. 

In the great chain of American 
economic relationships, we may | 
say, then, that we must consume | 
also in order to save or that we 
must spend in order to be in an 
economic position which would en- 
able us to be truly thrifty. Natural 
resources must be husbanded, for 
the problem of our wasting assets 
is serious indeed. But in all other 
respects except in a period of all- 
out war, America is in the unique 
position of being able, in a sense, 
to eat its cake and have it too, al- 
though too few Americans realize 
this fact or understand its prac- 
tical, economic implications. 


w This volume proposes that the 
rising standard of living of the 
people is the sociological catalyst 
of the American economy, and that 
it must not only remain high but 
constantly improve if private com- 
petitive enterprise is to progress 
and if America is to possess the 
economic health and strength to 
oppose totalitarianism and to aid 
free societies abroad. 

Only when the standard of liv- 
ing is high are an economy and its 
people prosperous. And only if our 
standard of living improves con- 
tinuously can we remain produc- 
tive, strong. and free. 

Every act that is directly or in- 
directly economic in nature should, 
therefore, be judved bv its effect 
upon the standard of living. This 
criterion should be applied to the 
laws and policies of government 
and also to the decisions and ac- 
tivities of labor, of management, 
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follow one of two policies: we can 
arbitrarily reduce expenditures at 
the cost of our national and inter- 
national effectiveness, or we can 
encourage the growth of national 
product to such a degree that fed- 
eral spending will become a 
smaller fraction of the total and 
consequently less burdensome. 
Fractions, it is obvious, can be 
modified by changing the denom- 


inator—that is, the national prod- 


uct—as well as the numerator— 
that is, the budgetary burden. Pol- 
icy depends upon the area of 
emphasis. If we can accept, as I 
believe we should, the possibility 


of a continually expanding econo- 
my, we need not shackle our na- 
tional government’s exertions in 
fields proper and necessary for 
government activity. 

The objectives outlined in this 
book call for basic change of em- 
phasis in our economic philosophy. 
This shift is already present to a 
considerable degree in business 
practice when and where efforts 
are made to promote the consump- 
tion of goods. But the significance 
of consumption economics, as con- 
trasted with production economics, 
remains inadequately understood, 
narrowly applied, and divorced 


from the larger fields of social and 
political thought. 


s Above all, we must avoid the 
sterile arithmetic of quantitative 
economics which relegates men 
and women to the role of digits in 


mathematical symbols and data. 


On the contrary, since economics 
deals with the material relation- 
ships among men and women, it 
should be regarded as a qualita- 
tive art—inexact and human—far 
removed from the laws of mathe- 
matics but always close to the 
forces of personal biology and psy- 
chology and to the laws of sociolo- 
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gy under which groups of people 
live. 

This volume does not purport to 
recommend principles of economics 
under which we in America should 
live; it only describes those under 
which we do live. 

I take the risk of oversimplifica- 
tion, First things, however, must 
come first. The Standards We 
Raise is intended as a primer for 
the American economy of our 
times. It propounds a dynamic 
view of economics which I believe 
should be paramount in the calcu- 
lations and activities of business 
and government. 


and of shareholders. | 7 ao 


we The standard of living as a cru- 
cial factor in the American econ- 
omy is widely accepted. But it is 
not a sufficiently vital factor in 
determining, stimulating, or gov- 
erning our economic policies. It is 
the standard of living that sparks 
production, creates continuity of 
employment, and converts pur- 
chasing power into actual pur- 
chases. The standard of living is 
the fulcrum on which the delicate 
balance of the American economy 
rests. 

It is the ultimate theme of this 
book that the vitality of the Amer- | 
ican economic system can sustain 
the nation in the crises of our 
times, surmount any threat to 
America from international Com- 
munism, and limit the encroach- 
ments of such government controls 
at home as might introduce a dis- 
guised totalitarianism in our midst. 
If we understand the workings and 
potentialities of the American 
economy, we can tell how best to 
preserve our way of life at home 
and at the same time ensure the 
success of our unavoidable com- 
mitments abroad. 


a The consequences of accepting 
a philosophy of consumption can 
be enormous, and they involve not 
only ordinary business activity but 
government policy as well. Even 
after the most careful administra- 
tion, a natonal deficit could exist. 
If federal deficits are acknowl- 
edged to be dangerous, we can. 
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Rates: $1.00 per line, minimum charge 


THE ADVERTISING MARKET PLACE 


$4.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $13.50 per 
column inch, Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


SALES EXECUTIVE - TV FILM PRO- 
GRAMMING - for Detroit and Michigan 
territory. This is unusual opportunity for 
the right man who must be aggressive 
but not high pressure, and must be able 
to deal with people on top executive lev- 
el. Our preference is man with strong 
Detroit connections. Address Box 5927, 
ADVERTISING AGE, 200 E. Illinois St. 
Chicago 11, IIL, stating age, education, 
business experience and salary. 
AGRICULURAL ADVERTISING SALES- 
MAN needed by specialized agricultural 
publishing company. Both office and trav- 
el selling experience desired. Located in 
midwest. Give age, experience record and 
salary desired in first letter. 

Box 5929, ADVERTISING AGE 

260 E. Illinois St., Chicago 11, Ll. } 


ADVERTISING - SALES - PROMOTION | 
Quality jobs for qualified men and women 
THOMAS PERSONNEL 
8 S. Michigan FR. 2-6230 
OUTDOOR ADVERTISING 
Young, creative producer with 
ord in painted display sales. | 
Genuine opportunity to grow and event- | 
ually secure an interest in management 
in established firm with an A-1 reputa- 


tion. 
LANDAU OUTDOOR ADVERTISING 
COMPANY, Inc. 
3627 North Smediey Street 
Philadelphia 40, Pennsylvania 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
PERSONNEL 
All types of positions for men and women. | 
185 N. Wabash Fr 2-0115 Chicago 
COPYWRITER | 
for advertising agency. Fashion experi- 
ence in consumer trade merchandising 
and promotion. Capable of follow-through. 
Unlimited opportunity. Give details stat- 
ing salary. 
Box 5921, ADVERTISING AGE 
200 E. Iilinois St., Chicago 11, Il. 
MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover %-4424 
BANKERS BLDG. CHICAGO 11, ILL. 


Chicago | 
SALESMAN | 
good rec- 


ADVERTISING 
TRAFFIC MGR. 


to take full responsibility for traf- 
fic management and detail in New 
York medium-sized 4-A agency. 
Knowledge of production desir- 
able. Steely, reliable—able to cope 
with mass of detail under pres- 
sure. Good opportunity for right 
man. Write, giving age, education, 
experience, salary desired. 
Box 629 ADVERTISING AGE 

801 Second Ave., New York 17,N.Y. 


HELP WANTED 


MANAGING DIRECTOR for established, 
adequately financed advertising agency— 
located in Piedmont section of South. 
Base salary with share in profit of new 
business. Applicant must have experience 
in all phases of agency operation includ- 
ing proprietary or packaged medicine with 
satisfactory results record. Must be sober, 
aggressive. Give media experience, ref- 
erences with salary requirements. 

Box 5925, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


BARNARD 


A service for employers and applicants | 


in the fields of advertising and publishing. 
Office and Professional CEntral 6-3178 
176 W. Adams Street Chicago 3, Ill. 
COPYWRITER: Large Chicago agency has 
opening for young, creative man or wom- 
an who is thoroughly experienced in 
medical or cosmetic fields. Write giving 
full background, salary required. 

Box 5928, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


AN EASY, PROFITABLE SIDELINE! All 
your customers buy Christmas Cards—for 


| business and personal use. Here’s a unique 


gallery of personalized Christmas greet- 
ings for those who want “something dif- 
ferent."’ No other line like it. Selection of 
126 exclusive designs, including 36 es- 
pecially for business firms - all with cus- 


| tomer’s name. Wide price range. Up to $5 


to $75 commission on each sale. Full or 
part time. For elaborate sample outfit 
from famous old-established firm, write 


| PROCESS CORP., 1950 S. Troy St., Dept. 


TP, Chicago 23, Ml. 

ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 7-1991 Chicago 


Experienced mechanical illustrator. Excel- 
lent opportunity for artist who can do 


| versatile job in color, black and white, 


line, ete. All national accounts. 
Norman Rich Studios 
100 E. Ohio St. Chicago 11, Ill. 


REPORTING SERVICE offers weekly, 
airmail reports on current advertising 
job openings. Coast to coast coverage. 
Hundreds of choice positions. Write for 
details or subscribe today. Introductory 
airmail subscription, 4-weeks, $5.00. Hut- 


tigs Reports, 38 Geo. Washington Blvd., 


Wichita, Kansas. 


|mat’l agency exp 


Subscription sales organiza- 
tion has openings for business 
publications. National cover- 
age. Commission basis. Will 
do own financing. 


Box 621 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


MAGAZINE 


able for ten years but now 


200 E. Illinois St. 


Pocket size digest in agricultural field. Has been profit- 


Can be operated by one man and one girl. Carries no 
advertising. Available due to health reasons. 


Box 636 ADVERTISING AGE 


FOR SALE 


needs work on circulation. 


Chicago 11, II. 


own business, built it to $2 million 


sizeable agency where he 
supervisor, 


Here's the Hard-to-Find Man 
an Agency Head Looks for 


Both my associate counsel, Kenneth Groesbeck, and | consider this 
young advertising man outstanding. 


Here is his record, at 38, after 14 years’ agency experience. 
After college and a few years of writing, he started with a fine 


agency as copywriter; rose rapidly to vice-president, left to start his 


reasons beyond his control gave it up and took his business into a 
became 


Here he landed another million and a half in three years, because he 
is not only a cracking good contact man, but {5 also a top-level 
digger, planner and creator of advertising, with a thoroughly sound 
know-how in merchandising. 

Most of his successes have been in blue-chip packaged goods, but 
he has had some unique accomplishments, also, in soft and hard 
goods. 

He's a composite, you see—business aetter and business handler 
and holder What we liked he + about his re ra are tha definite 
results obtained 

Definitely he is headed for » top place in advertising 

He will promise no business whatever, but our guess is that in the 
right spot, he will land plenty. He needs about $25,000 a» year, and 
we consider him a rare find in that income category 

Write me if you want to see hin 


JOHN ORR YOUNG 
113 West 57th Street, New York 19 
PL. 7-6616 


billing from scratch, and then, for 


vice-president and account 


POSITIY \S WANTED 
3-D Cc vY WRITER 
DILIGENT, DEF!) NDABLE, DYNAMIC 
Great imaginatio. hard worker, 8 years 
‘ence, 3 as copy chf. 
Excellent samples, ref- 
est, willing to relocate. 
Wants opportunity with consumer goods 
agency. Available Oct. $10,000. 
Box 5926, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, TL 
ADV. & SALES PROM. MGR. 
AV \ILABLE 


Capable, young exec. has had broad ex- 
perience in adveriising and sales promo- 
tion with 3 nationally known advertisers. 
Knows package goods and hard lines 
merchandising. Pecrsonable, works well 
with top management and agency. Cre- 
ative, can plan and write complete pro- 
motions. Can talk “‘Shirtsleeve English” 
with dealers and sales force. NU Com- 
merce Grad, age 32, family. Seeking 
broader opportunity with aggressive 
agency or manufacturer. Write to: 

Box 5922, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
EXECUTIVE ASSISTANT 
Young woman. Ten years administrative 
experience in all phases of agency opera- 
tion. . .media, creative, production. Prefer 
midwest or west coast. Present salary 


Box 5931, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PRINTING EXECUTIVE AVAILABLE 


Sales or management. Familiar with all 
phases of letterpress, lithography and roto 


Age 33, family. 
erences. Now Mic 


gravure. Excellent background in adver- | 
tising and sales promotion. Experienced | 
as General Manager medium sized plant. 


and Sales Manager national printing con- 
cern. Young 38. Willing to relocate with 
right opportunity 
Box 5924, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


LOOKING FOR RIGHT AD. MANAGER? 


..-LET ME SEND RESUME. Desire to 
relocate in N. Y. City area after 3 yrs 
adv mgr for major elect. mfr, 6 yrs varied 
agy experience. Can do complete job and 
do it well. Married, 30, $7,000. 
Box 5830, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


RIGHT ARM LOOKING FOR BODY 


Former Ass’t promotion mgr. for major 
nat’l mag. distributor now serving as 
ass’t to publisher. Strong background in 
copy, promotion, circ., mdsg., distrib. 
Exp’d administration, planning, follow- 
through. 
through. Ideal aide for detail-laden ad 
agency, sales prom or pub. exec. Age 26. 
Box 5923, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


GIVE ME TWO YEARS... 
AND | WILL INCREASE 
YOUR BILLING CONSIDERABLY 


If you are an aggressive agency 
within a radius of 400 miles of 
New York City .. . geared te take 
on additional accounts . . . need- 
ing help to service established 
accounts and to increase their 
billing . . . I suggest, you contact 
me. 


I now own and operate my own 
agency in the Middle West, where 
I built a profitable operation— 
from scratch—in three years time. 
Budgets of satisfied clients — in- 
dustrial and consumer accounts — 
goove that they are getting results 
rom their advertising and pro- 
motion dollar. 


For personal reasons I want to sell 
my agency and move within a 
radius of 400 miles of New York 
City. Provided I can find the right 
set-up. I visualize a connection 
where I would act a8 account 
executive (on a salary and bonus 
basis) with enough time to go 
after new business (on a percent- 
age basis—and a partnership in 
time to come). My strength—in 
addition to servicing and getting 
new accounts—is copy, merchan- 
ons and promotion—with a well 
rounded background in all other 
phases of agency operation. 


Box 635 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


Advertising Age, September 14, 1953 


APARTMENT FOR RENT! 
542 room penthouse, terraced on 
three sides, high above Manhattan 
in East Twenties. 2 master bed- 
rooms, 2 master baths, living room 
with wood-burning fireplace, 20 foot 
dining room, pantry, kitchen. Bi 
rooms, high ceilings, wonderfu 
winter sun, view. $300. Telephone 
Jim Wiley, Eldorado 5-1300. 


PRODUCTION MANAGER 


Presently employed 
Five years agency experience. 
Knows engraving, type and paper. 
Creative art background. 
Married — 35 yrs. old. 
Minimum salary — $6000. 
Box 637 ADVERTISING AGE 
801 Second St. New York 17, N. Y. 


Over 200 Men Seek 

Advertising Jobs 
Yes, more than 200 replied 
to a single ‘‘help wanted"’ ad 
in Advertising Age. If you 
need new personnel, use our 
classified columns for fast 
action. 


PUBLISHERS REPRESENTATION || 


Publications which would like to 
1—Take advantage of better selling 
talent than they can afford. 


ADVERTISING ART DIRECTOR 
WANTED 


National agency expanding present 
staff in Detroit home office. Wants 
account art director who is modern 
thinking, with plenty of agency expe- 
rience in planning, layout, and art 
buying. 

Excellent initial and future oppor- 
tunities. 

State experience and age in your 
résumé. All replies acknowledged and 
completely confidential. 

Box 634 ADVERTISING AGE 

200 E. IHinois St. Chicago 11, Iil. 


2—Reduce their present selling costs. 
3—Change their present connections 


should investigate a new organization 
now being formed to handle a select || 
group of magazines in the Eastern 
area (trade or consumer). 
Arrange for interview either direct or 
thru intermediary. 


801 Second Ave. New York 17, N. Y. 


Box 632 ADVERTISING AGE | 


OPPORTUNITY 
FOR SEASONED TV MAN 


. . « to organize and operate new | 
department in growing agency, lo- 
cated in delightful university town | 
where living is always pleasant; 
ample housing not more than ten | 
minutes from office. New VHF sta- || 
tion (other channels within six 
months) will cover exceptionally 
rich market area offering unlimited 
sales possibilities. Position involves 


WORKING ART DIRECTOR’ 
Are you interested in a capable, 


a ive, qualified Art-Director 
who can give you tops in advertis- 
ing art? Such a man is available. 


9 years experience with 4-A agency. 
Quick to understand copywriter’s 
and client’s viewpoint and make 
them into crisp layouts with sales 
a al. Familiar with art for all 

of reproduction. Versatile enough to 
handle all types of accounts using the 
technique best suited to the product. 
Can do quality finished art when 
necessary. Have broad experience 
working with agencies, publishers, 
peas and private concerns. Am 
nterest in a situation with a 
future. Will accept $12,000 as start- 
ing salary. 

Box 630 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


sales, service, production (agency 
has excellent art and photographic 
facilities). Salary guarantee and in- 
centive plan assure good income if 
you have the know-how and are 
willing to work. Write in detail to 
Grubb & Petersen, 111 North Market 
St., Champaign, Illinois. 


GO WEST, YOUNG... 


ROCKY MOUNTAIN MOTORNEWS, |) 
the monthly trade paper of the auto- 
motive and petroleum marketing 
industry in the mountain and prairie 
states, is for sale. Our companion 
pores, ROCKY MOUNTAIN OIL RE- 

RTER, is growing so fast it needs 
all our attention. 


MOTORNEWS is 5 years old, 


ADVERTISING MANAGER 


If you’re trying to lick growing 
“pre-war sales problems” with 
postwar help, consider this expe- 
rienced 5-figure man who’s young 
enough to “spark” yet old enough 
to remember what selling meant 
before the “honeymoon”. Solid 
background in advertising and 
promotion management, agency 
account work, publication man- 
agement and sales. Let’s talk over 
your problem. 


Box 627 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ml. 


audited , ao, widely known in 
its field. pite our recent neglect, 
it carries enough national and re- 
gional advertising to cover printing 
and mailing costs. See listing in 
Standard Rate & Data Service. Avail- 
able for $2,500 with only $1,000 down. 


Petroleum Publishers, Inc., P. O. 
Box 1528, Denver 1, Colorado. } 


ACCOUNT EXECUTIVE 
$20,000 ‘suart. 


Highly rated, fully recognized 
Chicago Advertising Agency. Man 
who could take over the Presi- 
dency eventually. Must be expe- 
rienced contact man and good 
closer. Write fully and mention 
approximate annual billings you 
control now. For a real producer, 
who wants to become top princi- 
pal, this is an exceptional opening. 
All replies in confidence. Address 
Box 628 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


4 


of opportunity. 


insurance organization. 


sports activity. 


VERSATILE YOUNG 
ADVERTISING MAN 


@ For a young ad-man on his way up, a man who wants 
practical experience in many phases of advertising—and 
has some now—here is a position that affords real freedom 


@ If you like to see your ideas in print the way you planned 
them, you'll like this copy-contact-planning position in 
the young advertising department of a large, progressive 

orking conditions are the best 

in our modern, air-conditioned building. Living condi- 
tions, too, are tops in this north-central Wisconsin city 
of 30,000—in the heart of summer vacationland and winter 


@ If you're our man—young, versatile, able to work closely 
with home office executives and have at least 3 years of 
copywriting experience behind you—write, giving your 
personal and advertising backgrounds. 


Box 633 ADVERTISING AGE 
200 E. Illinois St. 


Chicago 11, Il. 


ene SRR AS ee mn 
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Personnel Consultant 
to cAdvertising and the Graphic cArts 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 


for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


ADVERTISING 
EXECUTIVE AVAILABLE 


Seeks position with agency or man- 
ufacturer either in advertising or 
business administration. Twenty-five 
years experience with one large 
manufacturer of five products in 
the major and traffic appliance field 
as well as two products in the indus- 
trial field. Diversified background, 
all phases advertising, merchandis- 
ing and administrative. Each year 
prepared six separate budgets rang- 
ing from $12,000 to over $1,000,000. 
Resigning because headquarters be- 
ing moved out of state. Salary open. 
Married. 3 children. Prefer icago 
area but will consider re-locating. 


Box 626 ADVERTISING AGE 
200 E. Mlinois St. Chicago 11, Tl. 


wanted by Chicago office of lead- 
ing national AAAA agency. Well- 
seasoned, experienced man fully 
familiar with all phases of printed 
space. TV or Radio not required. 
Salary commensurate with expe- 
rience and ability. Address 
Box 631 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Tl. 
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Two Appoint G. P. Gundlach 


People’s Dairy Co., Fort Wayne 
Ind., Coe appointed G. P. Gund- 
lach & Co., Cincinnati, to handle 
| its advertising, effective Oct. 1. 
| Radio, television, newspapers, di- 
‘rect mail and point of purchase 
will be used. Johnson Dairy Co 
Ashland, Ky., producer of milk 
and ice cream products, also has 
‘named the dairy consultant. Tele- 
vision, outdoor and point of pur- 
'chase will be included in the 1954 
'schedule, as well as newspapers. 


Mesher Leaves Goldblatt 


M. M. Mesher has withdrawn 
/as a partner of Alfred L. Goldblatt 
Advertising, Seattle, to re-enter 
the theater business. The agency 
will continue under the proprietor- 
ship of Alfred L. Goldblatt. 


MYSTERIOUS CRACKER—General Outdoor Advertising Co., Chicago, found that 
the public didn’t understand that the large cracker on this bulletin for Sawyer’s 
Town House crackers was to represent the “O” in “oval.” GOA and George H. 
Hartman Co., the Sawyer agency, were delighted with the interest the poster created, | 
as evidenced by a high volume of mail and phone calls, but finally changed it to a 
plain “O.” Located on Chicago’s Outer Drive, it is an action display with the crack- 

ers spilling out of the box onto the plate continuously. Morysville Names Benham 
| Morysville Body Works, Boyer- 
town, Pa., has named Benham ‘Ad- 
vertising ‘Agency, Philadelphia, to 
handle promotion and advertising 
for its line of bodies for trucks. 


Avco Separates Authority for Appliance 
and Electronic Lines Following Merger 


Moss Opens Own PR Offices 
Edward K. Moss, formerly pub- 


lic relations director of the Ameri- | 


can Management Assn. and until 
recently assistant administrator of 
the National Production Authority, 
has opened offices in New York 


127 


and Washington to provide public 
relations service and consultation 
to industrial companies, business 
associations and institutions. The 
New York offices are located at 
65 E. 55th St. and those in Wash- 
‘ington at 1025 Connecticut Ave. 
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D0 nxe A good look at Akron, Ohio-arich 
967-million-dollar market with one-news- 
paper coverage at one low cost. Write the 
AKRON BEACON JOURNAL (evening and Sunday) 


for facts. 


CINCINNATI, Sept. 9—Establish- |, 
ment of a new form of organiza- | 
tion to provide greater strength, 
for Avco Mfg. Corp.’s appliance, | 
radio and television business has 
been announced by James D. 
Shouse, v.p. of Avco and general 
manager of its appliance and elec- 
tronics division. 

Following the recent integration 
of the Crosley division and Ben- 
dix home appliance division, Mr. 
Shouse has set up an organization 
consisting of four divisions, each 
headed by a general manager who 
will have direct authority over 
his own operations. 
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s The divisions and general man- 
agers who report to Mr. Shouse 
include Parker H. Ericksen, Avco 
v.p.-general manager, home appli- 
ances; L. F. Cramer, Avco v.p.- 
general manager, radio and tele- 
vision; C. G. Felix, general mana- 
ger, government products, and L. 
W. Adkins, general manager, ad- 
ministration. 

Mr. Shouse explained that elec- 
tronics and white goods are es- 
sentially different businesses de- 
spite the fact that the same dis- 
tribution organization handles both 


I Richmond, Coliforms Ko torn 10, Fridc 5, Fie 


Ruchmond, Cs California, Friday, Ju Friday, , Jun 


$100,000 Atom Energy Project 


Mate of Slain US Speeds 


ure" 


ge MICINOND D a cam tere 


INDEPENDENT 


More Than 120,000 Readers Daily 


ne 2 5, 1953 


ase iat Sales 


~ No. 312 


Announced Here 
‘Crisis Plea By 


product groups. He said the new 
setup will give the respective gen- 
eral managers complete control of 
their product lines. 


s Mr. Ericksen has appointed T. 
H. Mason general sales manager 
for Crosley and Bendix kitchen 
appliances; J. L. Armstrong, gen- 
eral sales manager of Crosley and 
Bendix home laundry equipment; 
W. A. MacDonough, director of 
merchandising and _ advertising, 
and C. E. Bick, national service 
manager, home appliances. 

Mr. Cramer has appointed H. E. 
McCullough general sales manager 
for Crosley radio and television; 
R. K. White, manager, advertising 
and sales promotion, and R. H. 
Schneberger, national service man- 
ager. 


MOTOR OW 
FIGHTS WEAR 


WISE OLD OWL—A dapper owl with check- 

ered vest draws att@™tion to this gasoline 

pump sign for Skelly Oil Co. It was pro- 

duced by Chicago Show Printing Co., Chi- 
cago. 
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McLean Named Yardley A.M. 


B. W. McLean has been named 
advertising manager of Yardley of 
London (Canada) Ltd. He previ- 
ously was with McKim Advertis- 
ing, where he was senior account 
executive working on the Yardley 
account. 


Disney Promotes Bell 


Harold Bell, with the company 
for the past four years, has been 
promoted to executive assistant to 
Chester D. Feitel, in charge of the 
character merchandising division 
of Walt Disney Productions, New 
York. 


In Chicago the 
newspaper which 
shows the largest 


linage increase in 
new passenger cat 
advertising is the 

CHICAGO AMERICAN 


Women So/d on ‘Mink or Nothing’ ... 


Urges National Drive 
for Less Costly Furs 


Asserts Unit Coat Sales 
Have Dropped 50% in 
Past Six or Seven Years 


New York, Sept. 9—The fur in- 
dustry is strangling to death on 
mink. 

It has managed to make this 
rare and expensive fur so desirable 
in the minds of women that no one 
wants any other kind of fur. As 
a result, unit sales of fur coats 
have dropped 50% or more within 
the past five or six years, and the 
end is not yet in sight. 

It is as though every potential 
automobile buyer were so sold on 
Cadillac that if he couldn’t afford 


ENTIRE MARKET 


NOT JUST PART OF IT! 


JOHNSON LIEBER CO.—SEATTLE 


National Brands: Borden’s, Cinch Cake Mix, C&H Sugar, Lea & 


Perrins, Purex, Wearever Aluminum Foil, Willapoint Oysters, Wilco 
Products, Six O’Clock Foods, Crispie Mints and candies, Cary Maple 


Sugar, Oxo, Mutual Citrus, etc. 


J. McCABE CO.—SEATTLE 


National Brands: Bluepoints Co., Lynden Chicken, Ac’Cent, Kaiser 
Aluminum Foil, Kitchen Art Foods, Lewis Dog & Cat Food, Oscar 
Mayer & Co., Perma Starch, Tasti-Diet Foods, Treesweet Products, 


Welch Grape Juice. 


KELLEY CLARK CO.—SEATTLE 


National Brands: Skippy Peanut Butter, Formula B, Ball Bros, Jars, 


Arm & Hammer Baking Soda, Kool-Aid, Swanson & Sons Canned 


Poultry, Sugar Ripe Fruits, Morton Salt. 


ONLY 22.4% of Washington State Food Sales are made in Seattle— 
whereas 78.8% of Washington State Food Sales are made in Greater 
Western Washington, the normal sales area of Seattle food brokers. 


EVERY DAY 40.3% OF ALL URBAN FAMILIES, THROUGH- 
OUT THIS ENTIRE AREA OF GREATER WESTERN WASH- 
INGTON, READ THE DAILY P.-L! 
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Represented 
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By 
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,to get one, he’d rather go without 
any car at all. 


which has been in the business for 
more than 60 years, and which is 
so concerned over the trend that 
it believes something must be done 
to change it. 

An executive of this company, 
who occupies no official position 
within the fur industry and who 
therefore prefers to remain anon- 
ymous, has drawn up a proposed 
“Cooperative Plan to Save the Fur 
Industry,” revolving primarily 
around an industry-wide advertis- 
ing and promotion plan. 

He has authorized ADVERTISING 
AcE to print this proposed plan, 
partly in the hope ihat some group 
or organization can be found which 
would be willing to try to imple- 
ment the plan. As this executive 
puts it: 


a “Very few men in the fur in- 
dustry have ever had any experi- 
ence with national advertising, and 
no reputable advertising agency 
would take a problem of this na- 
ture ‘on speculation’ and prepare 
the kind of presentation that will 
be necessary to sell such a cooper- 
ative campaign to an _ inexperi- 
enced industry. Therefore, is there 
any group or association in the ad- 
vertising fraternity able and will- 
ing to do such missionary work to 
create a new $2,000,000 account 
that will eventually benefit the 
entire advertising business? 

“These are not theoretical prob- 
lems. The present deplorable con- 
dition of the fur industry can be 
easily verified; the lack of adver- 
tising experience among skin deal- 
ers, dressers and dyers, manufac- 
turers, wholesalers and retailers of 
furs is pathetic; yet the situation 
very definitely seems to indicate 
the need for national advertising. 
Or does it?” 

If any reader has any ideas or 
suggestions, AA will be glad to 
forward them to the individual in- 
volved. Any further correspond- 
ence or discussion will then be a 
matter between them, with AA in- 
volved in no way. 

The “co-op plan” suggested by 
this executive in the fur business 
/is outlined as follows: 


Co-operative Plan 
To Save the Fur Industry 


At the present time the fur in- 
dustry is steadily sinking to such 
a critical condition that, unless 
| checked, the death rattle is merely 
a matter of time. The vast majori- 


have the faintest idea what to do 
or how to do it. 

Most of them have sunk into a 
“defeatist” attitude like the buggy 
whip manufacturers at the advent 
of horseless carriages or the ice- 
box makers when electric refriger- 
ators were introduced. Yet there is 
no similarity whatever in the situ- 
ations because no new or superior 


the place of furs. We have merely 
allowed the average woman to 


in fashion and if she cannot afford 
mink, she is better dressed in a 
good cloth garment. 

But 15 or 20 years ago (even 
‘during the depression) the fur in- 
‘dustry sold thousands of coats 
‘each season to housewives, school 
| teachers, office girls, clerks, etc., 
‘with modest incomes. That was 
benseery: in those days, women be- 
lieved that any kind of a fur coat 
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s These are the conclusions of one | 
firm of manufacturing furriers| 


ty of its members think “some- | 
thing should be done,” but don’t | 


material has been invented to take | 


conclude that mink is the only fur | 


was better than no fur coat and 
they were not “properly dressed”’ 
without one. 


-s Do women believe that today? 
Take a look at unit sales now as 


compared to 15 years ago. 

If we could once more convince 
the average woman that all kinds 
of fur coats are again in style and 
that the kind she can afford makes 
her more attractive, comfortable 
and glamorous than any cloth coat, 
she will then want one. And what 
she wants she some way always 
manages to get. 

Anyone who doubts that state- 
ment should take a look at the 
cosmetic business. Today females, 
from teen-agers to grandmothers, 
spend millions more on_ beauty 
preparations (that did not even 
exist a generation ago) than they 
do on furs. And, mind you, all 
these deodorants, anti-perspiration 
sprays, soaps and ointments, hair 
curlers, shampoos, permanent 
waves, and chlorophyll prepara- 
tions, etc., are handicapped with 
the same 20% excise tax as furs. 

Yet women—even in the lower 
income brackets—manage to dig 
up many, many millions for these 
items every years. 


we Why? Because national adver- 
tising has made women WANT 
them. 

We repeat—NATIONAL ADVERTIS- 
ING—because this desire could 
never have been created by any 
amount of local advertising of the 
drug stores or beauty parlors, or 
by clearance sales, style shows, 
testimonial dinners, excitement 
weeks or any of the usual promo- 
tion methods used in the fur busi- 
ness. 

The remedy for our present situ- 
ation is not “colder weather,” 
“smarter styles,’ “new _ colors,” 
“lower prices,” ‘better credit in- 
formation,” “more statistics,” 
“higher standards of ethics” or 
even “elimination of the excise 
tax.” Of course, all these things 
would help, but they are not the 
real answer to our fundamental 
problem. 

The cure for our economic ills 
is right within our own hands if 
the industry will all pull together 
instead of sitting on its hands wait- 
ing for “an act of God—or Con- 
gress” or for “George to do it.” 


a What results can be reasonably 
expected from such a campaign? 
While $6,000,000 ($2 million for 
at least three years) is not large 
as compared to national advertis- 
ing campaigns on other products, 
it is the biggest thing that has ever 


| 


(IMPORTANT NEWS) 
FOR ADVERTISERS 


New regulation announced by 
the Post Office Department 
Now house to house distri- 
bution of unaddressed mail 
can be made by letter car- 
riers at regular third class 
rates. All apartments and 
homes covered alonga route. 

An entire city blanketed 
or pinpointed down to an in- 
dividual letter carrier route. 
Information on this new serv- 
ice yours from the leading 
mailing service in the mid- 
west. 


THE LEMARGE COMPANY 


417 S. Jefferson St., Chicago 7, Ill. 
CALL: HArrison 7-1030 
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been attempted in the fur industry 
and should be adequate to: 

1. Educate the women of Amer- 
ica to the belief that all kinds 
of furs (not merely minks) 
are again in style and that any 
woman without some kind of 
fur coat is simply not proper- 
ly dressed. 

2.Convince women in all in- 
come brackets that there is a 
fur within her price range and 
that the working girl who pur- 
chases a “rabbit”? coat on 


budget payments can enjoy, 


(relatively) as much comfort, 
flattering appearance and 
pride of ownership as the 
wealthy dowager with her 
luxury garment. 


a This is a position the fur indus- 
try once occupied and there is no) 
reason why it cannot be regained 
with the nationwide advertising | 
and publicity campaign suggested. 

There is no guess work about 
the size of our possible market. 
All of us can remember when we) 
sold fur coats to women in all| 
classes of incomes, and we can do 
it again if we all get together be- 
hind a big enough effort to really 
do the job. | 

We do not have to create an 
artificial demand for something 
that never previously existed like | 
the beauty and cosmetic prepara-_ 
tions have done. The love of furs) 
is still instinctive with women, and 
little girls are born with it. All we 
have to do is cultivate this natural 
desire which already exists, with 
enough beautiful magazine adver- | 
tisements and attractive illustra- | 
tions on television and in movies, 
to recapture what we once had, | 
but lost—our unit sales. 


/ 
w It seems difficult to believe that | 
any firm in the fur industry (from 
the country collector straight 
through to the ultimate retailer) | 
would hesitate to invest % of 1% | 
of his present volume if he could | 
be shown there is a fair chance to | 
bring back merely as many unit | 
sales as we had 10 or 15 years ago. | 
But this would be a very conserv- | 
ative target to aim at because to- | 
day, the population is larger; many | 
more women are now employed; 
wages are higher; savings are 
greater; fur prices are relatively | 
lower and there was no national 
advertising then to stimulate de- 
mand. Look, for instance, at what | 
cooperative national advertising 
has done in other’ businesses: | 
“Sunkist,” “Flowers by Wire,” etc. 
These campaigns multiplied every- | 
thing they had ever known before 
and the fur industry can do the) 
same thing. 

Or, let’s look at something right 
in our own industry. Everyone 
knows that minks formerly sold 
only to those in the upper income 
brackets who could afford them. 
Yet the mink associations (with a 
national advertising campaign that 
probably never exceeded $150,000 
annually) have changed the de- 
mand for furs during the past few 
years to such an extent that many 
women now prefer to own a cloth. 
coat, if they cannot afford a mink 
one and, today, minks constitute 
fully one-third of the dollar vol- 
ume of all furs sold. 


es If this one material (limited in 
its market to only a small fraction 
of those who can afford other 
kinds of furs) can do this with 
such a small national advertising 
appropriation, what do you think 
would happen to every segment of 
the entire industry if it spent 10 
to 12 times as much as the mink 
associations to popularize all kinds 
of furs within the reach of all 
classes of incomes? 

This plan, if adopted, would au- 
tomatically increase the amount 
spent for national advertising each 
year as the volume of sales in- 
crease. 

Now, of course, the “doubters” 
are going to say, “This may all be 
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mde 


‘true with other industries, but it 
‘can’t be done in the fur industry 
because we have too many small 
firms and too many rugged indi- 
vidualists.” 


| 
| 


| large firms among the florists who 
| have been conducting the “Flowers 
by Wire” campaign so profitably? 
Or, does anyone think even the 


try is more of a rugged individ- 
ualist than the average citrus fruit 
farmer? 

If these “little” and notoriously 
“independent” people can get to- 
gether and raise funds for nation- 
\al advertising to increase their 
| business, why can’t the fur indus- 
try use the same methods to bring 
back again the unit sales we once 


'@ Can these skeptics find any 


most stubborn furrier in the indus- | 
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this industry back on a solid, prof- 
itable basis is in no way a matter 
of doubt. It has proven its power 
‘in so many thousands of other 
cases that no intelligent business 
|man can question what the results 


F a B U RE E AU will be with furs, if the campaign 
LI FE INSU RANCE aK is adequate and consistent enough 


to do the job. 
ee ‘ | 
wi aie > ee ee te Gallowhur Boosts Gavin 


| T. Edward Gavin, assistant in- 
‘dustrial department manager, has 
been promoted to sales manager 
of Gallowhur Chemical Corp., New 
| York. 


-KONA-TV Names Constant 
' Al Constant has been named 


/had, if nothing more? most furriers have had with the Thr Honstulun Fermeriy _ = 


In conclusion, bear in mind that, medium, NATIONAL ADVERTISING is manager of Denver TV Co., an ap- 
despite the limited experience not on trial and its ability to put plicant for a channel in that city. 


you die ape: 


ee peeve . or ; < YELLOW * Re 
for prompt, friendly service-check the ‘paces of your phone book 
NEW CAMPAIGN—This new three-color, 24-sheet poster marks the initial outdoor 
advertising campaign undertaken by Farm Bureau Life Insurance Co., Columbus. 


Coverage will be made progressively in 14 eastern states served by the company for 
an over-all showing of 400 posters. Ben Sackheim Inc., New York, is the agency. 


* * 
ae 
Today’s oil marketer is a T bs read T 
In the petroleum industry, it’s the oil m CG n f 
marketers who are triple-threat men, directing ° 
the storage, transportation and merchandising of 
petroleum and related products. 
Oil marketers buy the tanks and equipment to store petroleum 
in 29,000 bulk plants. They purchase the trucks, trailers 
and tankers to move oil from refineries to terminals, bulk plants, 
service stations and homes. They order the pumps, meters, 
hose for 200,000 service stations ... plus the purchase, distribution and 
resale of ‘Tires, Batteries and Accessories. 
To reach these triple threat men who decide whose product 
or service shall be used, tell your story in .Vational Petroleum News. 
Oil marketers in major oil companies and independent 
jobber organizations have this in common: they buy and read 
‘ational Petroleum News every week to help do their jobs. 
NPN COVERS ALL THREE... 
A McGraw-Hill! Publication | PUBLICATION OFPICE ee. 
1213 WEST THIRD ST ip: 
‘ CLEVELAND 13, OK1000 # a 
wee | * 
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Progress Report 


On Colliers 


1953 NEWSSTAND SALES* 


1,175,000 


1,000,000 


500,000 


Average first 
6 Months, 1953 


August 7 issue 


950,000 


September 4 issue 


August 21 issue 


TOTAL NET PAID 
CIRCULATION, 1953* 


AVERAGE, Ist 6 MONTHS . . . 3,171,910 
August 7 issue ... . . . 3,410,000 
August 21 issue. . . . . . 3,537,000 
September 4 issue . . . . . 3,725,000 


NOW 3,725,000° 


*Publisher’s Estimate 


N July 24 appeared the first issue of a new, expanded 
Collier’s. It was a Collier’s with more articles, more fiction, 
more pictures, more cartoons, more pages than ever before. 


So it was natural to hope that it would have more readers, too. 


In fact, we expressed this hope in a guarantee to advertisers of 
3,500,000 circulation during the fourth quarter of 1953. 


Today. seven weeks and four issues later. it is fair to ask: how 
are we doing? 

As a glance at the chart will tell you, we’re doing fine. 

For those steadily rising bars reflect the soaring good health of a 
magazine reborn. 


They show emphatic public endorsement of Collier’s efforts to 


The Big New 


Collier's 


Published every other Thursday, still only 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N. Y.— Publishers of Collier's, The American Magazine, Woman's Home Companion 


give its readers a bigger and better magazine for the money. 


And they reveal that even before the last quarter of 1953 has 
begun, we have overshot our earlier goal of 3.500,000 circulation. 


To advertisers, a robust, growing Collier’s means a dynamic new 
force in the biweekly field. It provides, not a casual, flip-and-skip 
audience, but a mighty and prosperous market fast approaching 
four-million families. 


It offers a magazine that meets the mind as well as the eye, with 
a vigorous and exciting editorial program that makes things 
happen—that makes sales happen too. 


Yes, Collier’s star now gleams brighter than ever. Doesn’t it throw 
new light on your advertising plans for °54? 


Colliers 
National Coverage 
at Rational Cost 


»2.2° 
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Feature Section 


Advertising Age 


THE NATIONAL NEWSPAPER:OF MARKETING 


ERR eRe 
ae, : 


Trust Your Own Instincts: Woolf 


Rules for New Product Releases 


GPO Issues New Style Manual 


C.M. Picks Another Agency Ad 


A Low-Down on Copywriters: What They Think 
About Their Jobs, Advertising, Research 


What Copywriters Do; What They Think They Should 


An unusual “inside view” of advertis- 
ing copywriters has been developed by S. 
Watson Dunn, assistant professor of ad- 
vertising, School of Journalism, Univer- 
sity of Wisconsin. 

Mr. Dunn is writing a book, “Adver- 
tising and Communications,” one chapter 
of which will deal with copywriters. “For 
some years,” he told ADVERTISING AGE, “I 
have been conscious of the need for some 
reliable, up-to-date information on copy- 
writers—especially on their attitudes to- 
ward their work and toward advertising 
in general. 

“Every time I taught a course in copy- 
writing I was especially conscious of the 
lack of satisfactory information on copy- 
writers to pass on to students who ex- 
pected to make a career of advertising. 
My conversations with practitioners in 
the field indicated that they, too, were 
concerned with this problem.” 


= Mr. Dunn decided finally to send ques- 
tionnaires to a representative sample of 
copywriters, in and out of advertising 
agencies, and determine such things as 
the jobs copywriters are doing as com- 
pared with those they thought they ought 
to be doing; the characteristics which 
appear to them most important for suc- 
cess, compared with those they thought 
ought to be important; sources of copy 
ideas, attitudes towards training, opinions 
on the contributions of their fellow work- 
ers, and their opinions on the social and 
economic values of advertising. 

ADVERTISING AGE agreed to pay the out- 
of-pocket expenses for printing and dis- 
tributing a questionnaire along these lines, 
and Mr. Dunn worked up a list of 410 
copywriters to whom the questionnaire 
was sent. Of these, 225 went to agency 
copywriters, with others going as follows: 
newspapers, 50; radio-television, 50; re- 
tail, 35; manufacturers, 30; mail order, 20. 

Returns were extraordinarily good— 
12.2%. Response was best among copy- 
writers in  over-$10,000,000 agencies, 
where 68.4% of those queried filled out 
the questionnaire. It was lowest among 
copywriters who work for manufactur- 
ers, many of whom do not have clearly 
defined copy functions. 

In order that some check might be made 
yn the mail results and that additional 
comments might be solicited, lengthy per- 
sonal interviews were held with 18 

gency, newspaper and retail copywriters 
1 Madison, Wis., and in Chicago. 

“The general tone of comments was 
lightly more favorable toward adver- 

sing than I might have expected,” Mr. 

yunn reports. “However, there is evi- 

cence of plenty of soul-searching and a 

‘sir amount of cynicism—especially in the 
rge agencies.” 


Mr. Dunn asked 14 questions, in each 
-ase giving his respondents a wide var- 
ty of possible answers. The first two 
uestions dealt with what the copywrit- 
r’s present position now includes, and 
vhat the copywriter thought it should 
nelude. The answers are detailed in the 
ccompanying Table I. 
It is interesting to note that while all 


Table I 


My Present Position Now Includes: maser $0 Sanpte: £14 My Present Position Should Include: 
Agency Non-Agency Tetal Agencies: 134 Tetal Non-Agency Agency 
Ne. & | ne. & | wo. %& | Nen-agency: 80 No.  % | wo. & | No. & 
134 100.0] 65 81.3 199 93.0 Devising themes (appeals) 154 72.0 53 66.3 101 =75.4 
134 100.0] 80 100.0 214 100.0 Writing copy for ads 214 100.0 80 100.0 134 100.0 
105 78.4 38 47.5 143 66.8 Analyzing research data 133 62.1 38 «447.5 95 70.9 
112 $3.6 50 62.5 162 75.7 Contact with artists 130 60.7 42 52.5 88 65.7 
se 8664.2 18 23.8 105 49.1 Making rough sketches 71 33.2 13 (16.8 58 43.3 
15 11.2 28 31.3 40 18.7 Selecting type, engravings 23 10,7 19 23.8 4 3.0 
99 73.9] 3 37.5 128 60.3 Contact with clients 104 448.6 15 18.8 89 66.4 
41 30.6 10 12.5 51 23.8 Contact with consumers se 45.8 21 26,3 77°«2457.5 
106 79.1 37 46.3 143 (66.8 Planning over-all campaign 103 48.1 20 25.0 $3 61.9 
101 75.4 34 42.5 135 63.1 Planning special promotions | 105 49.1 30 «(37.5 75 586.0 


of the copywriters now write copy for 
ads, and all of them think they should do 
so, only 93% of them now devise adver- 
tising themes, and only 72% believe that 
this is a proper function of their job. Pre- 
sumably, the remainder expect the copy 
chief, or the plans board, or the client, 
or some one, to tell them what to write, 
and believe they should be concerned on- 
ly with the actual writing. 

Similarly, 75.7% of them now have 
contact with artists, but only 60.7% feel 
that their jobs should call for such con- 
tact. 60.3% have contact with clients, but 
only 48.6% believe they should. On the 
other hand, 23.8% say they now have 
contact with consumers, whereas 45.8% 
believe that such contact should be in- 


cluded in their jobs. 

Questions 3 and 4 dealt with the three 
characteristics which appear to be most 
important for success as a copywriter, 
and the three characteristics which 
should be most important. Those charac- 
teristics which received the highest per- 
centage of votes were these: 

Mest Important for Success 


Appeer Should 
te Be Be 
ID ID seriessiecssssssamstoiciasinns 86.0 90.2 
Ability te integrate one’s efforts 
with those of ethers ...0.0....... 63.6 66.8 
Liking for and knowledge of selling 
and distribution 00.0.0... 57.9 53.7 
Ability te teke criticism .................. 29.0 23.4 
Liking for people oo... 20.6 24.3 
Ability te talk convincingly ............ 16.8 12.1 


“Relationship to executives” was voted 


: ’ . . * « 
Copywriters’ Social Attitudes Toward Advertising 
Table II 

I would agree with the following concerning social effects: 
Agency Non-Agency Total 
No. % No. % No. % 

Lewere GUUPEl GRONES cccscrcsccescscscccsccscsescocescocs 13 9.7 20 25.0 33 15.4 
Widens cultural tastes .....0.....cccccccccscssseseeeeee 94 70.1 5) 63.8 145 67.8 
Exerts pressure OM Me@did o........ccccccccccceceseee 29 21.6 15 18.8 44 20.6 
Brings closer understanding emong 

various social classes o............cecccccccsecceees 35 26.1 35 438 70 32.7 
Inspires people to work harder to 

buy advertised goods oo... 81 60.4 40 50.0 121 56.5 
Creates frustration among consumers ........ 18 13.4 6 75 24 11.2 
I would agree with the following on economic effects: 
Makes most products cheaper ..............6:000000. 113 84.3 58 72.5 71 79.9 
Makes products more expensive ................ 5 37 7 88 12 5.6 
Contributes to monopolies ....0...........6.6cccc0 7 6.7 3 3.8 12 5.6 
Contributes to more active competition ........ 119 88.8 70 87.5 189 88.3 
Helps economy achieve stability ................ 60 448 34 42.5 94 43.9 
Accentuates “boom-bust’ ooo... cecccccccccccceee 3 2.2 2 2.5 5 2.3 
Accelerates introduction of new products .... 119 83.8 63 78.8 182 85.0 
Makes it difficult for new products ............ 6 45 6 75 12 5.6 
I think attitude of business men in general (aside from those in ad- 

vertising) is best described by the following: 
Very; CED GTI secsisiistnerekictmscenns 51 38.1 33 41.3 84 39.3 
Keenly appreciative of some advertising problems, 

but cere little about others 0.0... 65 #485 38 475 103 48.1 
Care little about advertising ..........0...00000... 5 3.7 “ 5.0 9 4.2 
Not sufficiently trained to understand .......... 76 56.7 46 57.5 122 57.0 
The following describes my own feeling toward advertising: 
Very preud of being @ copywriter ............ 79 59.0 42 52.5 121 56.5 
Some feeling of pride .....cccccccccccseeeescees 40 29.9 30 37.5 70 32.7 
Feeling of neither pride nor shame ........... WW 8.2 8 10.0 19 8.8 
Somewhat apologetic about my work ....... 7 5.2 4 5.0 WW 5.1 


an important characteristic by 1.4% of the 
respondents, although none thought it 
ought to be. On the other hand, “perse- 
verance in sticking to one’s convictions” 
won 10.7% of the votes, and 12.1% 
thought this quality ought to be important 
to success. 

On-the-job training was given a run- 
away vote as the type of training which 
had proved most helpful, 79% giving it 
a nod. Next most important was selling 
experience, 39.7%, and courses in adver- 
tising, 37.9%. Courses in reporting and 
writing got 266% of the votes, and 
courses in psychology 24.3%. Experience 
in reporting was voted for by 20.6, and 
courses in marketing and distribution by 
12.6%. 

A provocative question was: The ad- 
vertising ideas which I use most often 
come from the following sources: 

My own inspirations, 87.9%; own ex- 
amination or trial of product, 58.9%; re- 
search data, 56.1%; ads of competing 
products, 28%; suggestions of superiors, 
32.2%; suggestions of fellow workers, 
26.2%. 

The question of research and copywrit- 
ing came in for a good going over, also. 
Asked to describe “my feelings toward 
most of the research findings I see,” the 
respondents said: 


% 
Occasionally helpful in writing copy ........... 41.6 
Often helpful in writing Copy oo... 29.4 
Consider of real value... 22.0 
Main value is to impress odvertisers ............ 11.7 
Usually of little value ooo... cceceeeeeeees 10.7 


Here the agency copywriters definitely 
indicated a greater disbelief in research 
findings than did those in other occupa- 
tions. A total of 25.3% of the agency 
copywriters found research “of little 
value” or designed “to impress advertis- 
ers,” whereas only 17.6% of non-agency 
writers felt this way. 

As for the types of research found most 
helpful, none rated especially high scores. 
The best was consumer research, embrac- 
ing preference studies, motivation, etc., 
which was voted best by 23.8% of the 
respondents. Next was copy testing of all 
types, given 16.4%. Product research, to 
study its sales points, uses, etc., was 
voted for by 13%, and market surveys by 
10.3%. Only 6.5% thought “psychological” 
research most helpful. (It should be ex- 
plained, however, that this question, on 
most useful types of research, contained 
no check list, as did all other questions. 
Respondents had to write in their own 
choices, if any.) 


# In response to a question about the 
copywriter’s contribution to the finished 
advertisement, in comparison with that 
of his fellow workers, the typewriter art- 
ists demonstrated surprising humility. 
Only 48.1% thought their contribution to 
the finished ad was more than that of 
artists, while 11.2% thought it was less. 
Only 41.1% thought they contributed 
more than account executives, and 11.2% 
again thought their contribution was 
smaller. 61.7% thought they did more 
than researchers, but 4.2% thought less; 
and 63.1% thought they contributed more 
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than production personnel, but even here 
one agency copywriter thought the pro- 
duction people contributed more than he 
did. 

Surprisingly—or perhaps not so sur- 
prisingly, in view of the attitudes men- 
tioned above—72.4% of the copywriters 
considered copywriters and copy chiefs 
as one of the “three types of advertising 
positions considered best paid in terms 
of effort, skill and training.” 69.6% voted 
for artists and art directors on this score, 
and only 55.6% voted for account execu- 
tives and contact men. This will certainly 
surprise a great number of fiction writ- 
ers, and presumably an equally great 
number of account executives. 

No other positions got much of a vote 
at all. The fourth highest was for “new 
business” men, but they got only a 10.4% 
vote from agency respondents, and since 
non-agency people voted for them not at 
all, their over-all total was 6.5%. Space 


Tips for the Production Man... 


and time buyers and media men got onl: 
6“ of the agency respondents’ votes, an: 
space and time salesmen only 0.7% « 
agency votes, but 11.3% of the vote o! 
non-agency people, for an over-all] figur: 
of 4.7%. The (apparently literally) poo 
researcher got only 0.9% of the combinex 
votes. 

The social attitudes of advertising copy- 
writers, including their economic con 
clusions, the opinions of business men. 
and their own feelings toward advertising, 
are presented in detail in the tables ac- 
companying this article. 

While, as Mr. Dunn comments, thes« 
answers indicate a somewhat greater ap- 
preciation of the social and economic ef- 
fects of advertising than one might 
expect, they also indicate that there is 
plenty of room for improvement in 
copywriters’ attitudes toward their jobs 
and the social and economic effects of 
their work. 


New Government Printing Office Style Manual 


By Kenneth B. Butler 


(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & As- 
sociates, Mendota, Il.) 


Copywriters, in their frenzy of creative 
zeal, are frequently careless in matters of 
copy editing style. Thus it falls upon the 
production man to mark for uniformity of 
style, particularly in matters of abbrevia- 
tion, capitalization, use of numerals... 
even at times in matters of spelling. 

There are many good style manuals 
available, and possibly you have one or 
more of these. But I was particularly in- 
terested in an announcement by the U. S. 
Government Printing Office of its new 
1953 style manual. Since it only cost a 
buck, including postage for mailing, I 
sent for one. 

I like it and think I shall make it 
standard in our organization. This means 
I will procure a copy for each copy man 
and all production men and proofreaders. 


s The manual was revised by a printing 
office style board. It shows copy editing 
and proofreading marks. There are con- 
cise chapters on capitalization, spelling, 
compounding of words, punctuation, ab- 


breviations, numerals, and use of italics. 
It deals also with text footnotes, indexes, 
tabular work, and material employing 
leader lines. Also explained are uses of 
signs and symbols. 

The guide to compounding is a chapter 
which alone is worth the dollar charged. 
General rules for splitting of words are 
given, plus 49 pages of specific commonly 
used compounds with the correct usage. 

For example, you do not use the hy- 
phen in “all over, all spice, all wise.” But 
you do_ use the hyphen in “all-out, all- 
star.” 

While the usages given are those pre- 
ferred by the Government Printing Office, 
they do give a definite style for many 
usages that most of us are sloppy about or 
concerning which we have no style at all. 

Orders are filled by the Supt. of Docu- 
ments, Government Printing Office, Wash- 
ington 25, D. C. when accompanied by $1 
in cash, check or money order, along with 
name and address of purchaser, printed 
clearly. 

Also available is a style manual on word 
division, giving the basic rules for divi- 
sion of words into syllables. More than 
125,000 words are included. The cost is 
30¢. 


Mail Order and Direct Mail Clinic... 


Rules to Remember When Submitting 
New-Product Releases 


By Whitt Northmore Schultz 


(Mr. Schultz conducts a mail order 
business in Highland Park, Ill.) 


Mail order merchandisers need product 
publicity to keep their names and their 
products in front of mail order shoppers. 

How do your publicity releases rate? 
Are they getting results, or are they end- 
ing up in the editors’ wastebaskets? 

I was talking with one of the top mail 
order shopping column editors the other 
day, Edward F. Murphy of the Chicago 
Daily News. 


# I asked Mr. Murphy what rules he rec- 
ommends to mail order firms who submit 
new product press releases. He listed ten 
such rules for me. He added that by fol- 
lowing these simple suggestions the 
chances for getting important national 


publicity are greatly improved. 


1. Carefully select media which are 


likely prospects for your releases. Avoid 
sending releases in hit or miss style. 

2. Never, under any circumstances, try 
to bribe an editor by telling him, or her, 
that you'll advertise if the editor gives 
you free editorial space. Editorial integ- 
rity is the most important single sales 
tool publications offer. Thus the adver- 
tiser must not dictate to the editors. 


3. Be certain all your publicity releases 
are neatly typed with double spacing, 
wide margins, short paragraphs. 

4. Never staple copy to your photos. If 
the editor should want to use the photo 
you sent, he might find it torn by the 
staple and thus made useless. Instead, use 
paper clips for attaching copy. Or better 
still, glue copy on the back of photo or 
along the bottom back edge. 

5. Avoid writing on the back of your 
photos, particularly with a hard pencil. 
Impressions show through, often spoiling 


Advertising Age, September 14, 19532 
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We commented a few weeks ago on agency advertising. We would like to 
comment this week on an agency advertisement—the advertisement run by 
Leo Burnett Inc., on the occasion of its 18th birthday. ) 

Layout-wise, the ad would hardly merit an art director’s award—or even } 
the interest of the average layman. But copy-wise, this is one of the best- 
written ads we’ve seen in a long time. 

We like the informality, the seeming guilelessness of the writing. “We're 
taking the liberty,” it starts off, “of snapping our galluses in print.” It then 
goes on to tell a typical success story in a typical way. But it winds up as 
follows: 

“This is a ‘braggy’ ad and we're sorry it is. The brag- 
giest thing about it is our list of clients, but we’re 
not sorry about that. ‘ 
“Our excuse is that we felt here was one occasion 
when a little chest-thumping might bring home to 
you the fact that something rather dramatic has 
been happening in Chicago advertising. ) 
“Not only at Leo Burnett. In other Chicago agencies, \ 
too, there is a forward surge that makes Chicago } 
advertising a force to be reckoned with. A vital, } 
broad-shouldered, imaginative force...the new A) 
‘Chicago School’ of advertising.” } 

The complete and utter frankness of the asides, it seems to us, gives the ad , 
considerably more sell than the success story alone. Maybe this is the Chicago 
touch. If it is, we feel advertising could use a little more of it. (Did we say 
a “little?”’) ‘ 
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reproductions. 

6. Be certain to leave all advertising 
matter off your glossy prints. Editors, al- 
ways alert to planted advertising, will 
remove such puffs, thus slowing the pos- 
sibility of your pictures’ use for editorial 
mention. 

7. Never ask to have your photos re- 
turned, even though they’ve not been used 
by the publication. Such requests earmark 
you as an amateur. 

8. Avoid retouching that fakes the pic- 
ture and distorts the merchandise offered. 
Rather, make your pictures accurate de- 
pictions of merchandise offered. 

9. Never request checking copies; this 


irritates editurs. Instead, regularly study 
the publication and then order checking 
copies of the issues featuring your prod- 
ucts from the advertising and circulation 
departments. 


10. When sending news and photo re- 
leases to rival publications, always at- 
tempt to send each one a different photo 
with different copy slants. All publica- 
tions like originality and they don't like 
to carry the same photo and news story 
their rivals are featuring. 

I think these rules are sound. I rec- 
ommend you keep them handy for study 
when you’re preparing product releases 
for the press. 
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Just recommend Nation’s Business, and relax ...Got to satisfy a sales manager? 
He'll love NB — because Nation’s Business will make more sales and more sales calls 
for him on business executives, managers to board chairmen. Got to please a presi- 
dent? Praise be, who else knows how important presidents are than he, himself — and 
NB’s got rmore than any executive or news magazine. Got to suit a treasurer’s taste? Well, 
lowest cost per page per thousand in the whole blooming field, how’s that? Put her on. 
Nation’s Business, Washington 6, D.C. 
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Salesense in Advertising... 


Be Your Own Guinea Pig in Your 
Studies of Human Behavior 


By James D. Woolf 
(Mr. Woolf is an advertisisg con- 
sultant who spent many years as 
vp. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


Unless you are an oddity—a “charac- 
ter,” so-called—your basic needs and han- 
kerings are different in no important re- 
spect from those of all normal Americans. 

You want food and drink when you are 
hungry; so does every- 
body else. You want 
security, freedom from 
fear; in this you are 
not unique. You want 
to be popular; only the 
misanthropists do not. 
You hate to get up in 
the morning, or you 
grimace with “morn- 
ing mouth,” or occa- 
sionally you can’t sleep, 
or you want to live as long as possible, or 
you like salt on your boiled eggs, or you 
shrink from going to the dentist—ergo! 
You're a normal American; in _ short, 
you’re an average man. 


James D. Woolf 


Rely on Your Common Sense 

If you are an adman as well as an 
average man, I urge that you “research” 
yourself as your own guinea pig in your 
studies of human behavior. I suggest that 
you rely heavily on your own common 
sense; in many if not all instances you'll 
have the right answer without having in- 
terviewers ring a thousand doorbells. Do 
you want to know why millions of people 
read the comics? Your common sense tells 
you that people read them because they 
want to, and because it’s easy. I never 
have understood why it was necessary for 
Dr. George Gallup to “discover” anything 
so obvious. 

I don’t know the adman who discovered 
“morning mouth,” but it’s my guess that 
he didn’t dig it out of a batch of inter- 
views. Suffering with the nasty thing, he 
probably ruminated about as follows: 
“Gosh, my mouth tastes perfectly awful 
this morning, the same as every morning. 
But I suppose there is nothing extraordi- 
nary about that. I’m a healthy, normal, 
fairly average sort of fellow, hence it’s a 
cinch that millions of other people have 
morning mouth, too. Morning mouth? 
Aha! I’ve got myself an IDEA!” 

I am just guessing, but I think it prob- 
able that at one time in his life Mr. Post 
decided coffee was the reason for his 
sleeplessness. “I'll betcha,” reasoned the 
sufferer, “that I’m no different from lots 
of other people.” Inasmuch as research 
organizations at that time were not the 
vogue among advertising agencies, Mr. 
Post obeyed his common sense and went 
right to it with Postum. His judgment 
was right: Millions of people welcomed 
his product—and Mr. Post was on his way 
to fame and fortune. 


Facts Can Be Wrong 

Three years ago I sat in on a meeting 
between some agency people and one of 
their clients. The copy theme that was 
proposed struck me as making a lot of 
sense, not because I had any facts to sup- 
port my view, but because the promised 
product benefit appealed to me as a nor- 
mal, average consumer. The client refused 
to be convinced. “How do you know your 
idea is a good one?” he demanded of the 
agency’s copy director. “I can’t say that 
I know for sure,” replied the copy man. 
“But I am positive it would appeal to me 
and my family, and, you see, we are the 
kind of average people who constitute 


your market. We are well acquainted with 
some of our neighbors, who are also nor- 
mal, ordinary Americans, and I’m sure it 
would appeal to them.” 


“That isn’t good enough for me,” ob- 
jected the client. “I want a field study 
made among a large and representative 
cross section of housewives. I operate 
this business on the basis of facts, not 
hunches and intuition.” 

In due time the costly and time-con- 
suming study was completed. What it 
proved—if, indeed, it proved anything— 
was that the copy theme proposed by the 
agency’s creative director was a good one. 
In any event, the idea was eventually 
adopted, and sales of the product have 
been steadily increasing over the last 
two years. 


How fortunate it was that the findings 
weren’t negative. I have known of a num- 
ber of instances which appear to demon- 
strate it is possible for “facts” to be wrong. 
The “facts,” as brought out by the survey, 
are not favorable to the contemplated 
copy theme. But the theme, because it is 
obviously so commonsensible, is used 
anyway—and it clicks. There would have 
been no safety razor if Mr. Gillette had 
“researched” it for consumer reaction. 
When his crazy gadget was first intro- 
duced men jeered and scoffed, and Mr. 
Gillette nearly went broke during the 
infant years of his venture. The truth is 
this: Very often people don’t know what 
they want until somebody comes along 
with a commonsensible idea and makes 
them want it. 


Put Yourself in the Other 
Fellow’s Shoes 

I have told the following story in this 
column before, but I think it’s worth re- 
peating. 

A man who was once my boss, the late 
S. Roland Hall, a very able adman, had 
occasion to sell his Scranton home. Times 
were none too good, nobody knew what 
was ahead, and money was so tight there 
was practically no home-buying activity. 
Mr. Hall placed the sale of the house 
with a large and reputable real estate 
firm, but after a month of effort the re- 
sults were nil. Buyers were cautious, 
holding on to their money. 

So Hall took matters in his own hands, 
wrote a display ad, six or seven inches 
over two columns, and ran it in the 
Scranton Times. 

To most people, buying a house is like 
buying a pig in a poke. The average lay- 
man, forced to rely pretty much on the 
honesty of the seller, can be fooled easily 
enough. 

“Now I wonder,” asked Hall of him- 
self, “what would appeal to me if I were 
a prospective buyer instead of a seller.” 
Putting himself in the other fellow’s 
shoes, Hall reasoned that what would ap- 
peal to him most of all was assurance 
that he would be getting honest value for 
his money. 

The copy Hall put together was frank- 
ness in the extreme. “I hope you will like 
this house,” he wrote, “and I really think 
you will. But maybe not. There are likely 
some things you won't care for. My wife 
thinks the kitchen is a little too small, 
there is a spare attic bedroom we have 
never been able to heat satisfactorily, and 
after a hard rain the cellar is damp for 
a day or two.” Then he went on to praise 
enthusiastically the good things about the 
house. “So you see,” his copy concluded, 
“it’s really a beautiful house and it’s 
sturdily built, and I honestly believe my 
price makes it a fine investment. But I 


do want you to know its faults, just to 
make sure you won't be dissatisfied after- 
wards.” 

As I recall it, Mr. Hall’s ad produced 
mere than twe hundred prospective buy- 
ers, and the sale quickly followed. The 
previous conventional ads, written by the 
real estate agents, had produced not a 
flicker of interest. His copy, written to 
himself as a hypothetical prospective 
buyer, appealed to a lot of average, nor- 
mal Scrantonians with the same force 
with which it appealed to him. S. Roland 
Hall used his common sense. 


Trust Your Own Instincts 

Your common sense as a normal, aver- 
age human being should tell you whether 
the benefit promised by your copy will 
appeal to large groups of other normal, 
average human beings. If, for example, 


Nate ee che ont ot commer eis + 
Fer 


Common sense told the writer of this 
ad that he had a sure-fire appeal in “How 
to lose weight and like it!” 


you yearn to know “How to lose weight 
and like it!,” you can put it down as a 
safe bet that a host of other overweight 
folk yearn for the same thing. To be sure, 
overweight people are not perhaps “nor- 
mal” and “average,” and you may not be 
overweight yourself, but your ordinary 
powers of observation assure you there 
are enough of such people to provide you 
with a huge market for your Florida 
Grapefruit (see page ad _ reproduced 
here). Researchers need count no heads 
for you, need not back up your common 
sense with tables of statistics. 

Am I stressing something so obvious 
that it’s hardly worth mentioning? Per- 
haps, but I don’t think so. If it were 
politic, I could tell you of many common- 
sensible copy ideas that were adopted 
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If you wanted competent advice about 
a new battery for your car, would your 
common sense tell you to consult Bobby 
Layne? 


only after weeks and weeks of costly 
probing into the minds of hundreds of 
bewildered housewives. 

Your common sense as a normal, aver- 
age human being should also tell you 
whether your promised benefit possesses 
the precious virtue of credibility. Read 
your copy critically after you have writ- 
ten it and then ask yourself if you be- 
lieve it wholly. If, thanks to your common 
sense, your claims are just a little more 
than you can swallow, you’d better water 
them down. Millions of people, cast bas- 
ically in your image, aren’t going to be- 
lieve them either. When you produce an 
advertisement that strikes your common 
sense as being in bad taste, or just plain 
silly, or offensively boastful, throw it 
away and try again. 


® I am not opposed to consumer surveys 
and the many forms of probing into people 
we call “research” in the advertising busi- 
ness. I have said so many times in this 
column. But I am convinced that there 
is far too much of it. Of what use to us is 
a survey that tells us that such-and-such 
a percentage of people don’t like spinach, 
or bathe only on Saturday nights, or pre- 
fer coffee over tea, or are crazy about the 
comics? We know these things already. 
To be sure, we don’t know the exact 
percentages, but oftener than not, as I 
see it, they are not very important. 

But possibly you are not an average, 
ordinary, normal human being; perhaps 
your needs and hankerings are unique 
and basic to you alone. In that case, I 
am afraid, you don’t belong in the ad- 
vertising business. 


Again, the Unionization of Foremen 


By Robert Newcomb and Marg Sammens 
(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) 


Once every few years the threat of the 
unionization of foremen gets itself poised 
comfortably above the heads of American 
management. It is not the custom of man- 
agement men, however, to shrug off this 
menace, which is what practically all of 
them consider it. On the contrary, they 
are disposed to think of it as something 
that would imperil the whole structure of 
free enterprise. They keep on thinking so 
until the threat subsides. 

There are some commentators scattered 
around the country who sense that the 
chips this time are down. Once or twice 
before, unionization of foremen got to be 


a hot and threatening issue indeed. But a 
certain diffidence on the part of the pros- 
pects, plus the sudden emergence of a set 
of sharp teeth in the mouth of the law. 
altered the situation. For quite a time 
there has been no particular indication 
that hostilities might be resumed. Just 
recently, however, some people seem to 
have been hearing the rumble of the guns. 
Modification of the law to permit union- 
ization of foremen, at least at certain 
levels, may be possible. 


s Less realistic members of management 
hold no fear of what may develop. They 
doubt that such conversions will be per- 
mitted by law at any future time. Even if 
they are, they say, supervisors are mem- 
bers of management and will not cast off 
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October—F. J. Billing Dept. 


HOW IS FARM MAGAZINE 
ADVERTISING 
THESE DAYS? 


“FINE! says Farm Journal 


e For the fifth time this year we are publishing an issue of Farm 


JourNaL containing more than a million dollars worth of advertising. 


February .... $1,004.287—a new all time record for a 
single issue of a farm magazine. 

March ...... $1.036.929—two-in-a-row. 

April... ... . $1,121.071—three-in-a-row. 

May ....... $1.013.599—four-in-a-row. 


October... .. $LU6.1S8l—the fifth million dollar issue 
this year, a record without precedent 


AMMO SE farm magazines. 


FARM JOURNAL 


America’s largest, most successful farm magazine 
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IN 1940—This group, meeting during the ANPA Bureau of Advertising’s annual gather- 
ing in New York, spring of 1940, attended a reception at the Waldorf, given by James 
F. Milloy, Washington representative of the Minneapolis Tribune, in honor of George 
B. Bickelhaupt, publisher. Standing, left to right, are Harold E. Stassen, then governor 
of Minnesota; George Moffett, Corn Products Refining Co.; the late Henry T. Ewald, 
Campbell-Ewald Co., Detroit; Ben Duffy, Batten, Barton, Durstine & Osborn, New 
York; Mr. Bickelhaupt, and C. K. Blandin, former publisher of the St. Paul Pioneer 
Press and Dispatch. Seated are Congressman Joseph W. Martin and Sen. Burton K. 


Wheeler. 


their cloaks of dignity in order to become 
members of unions. 

Except where the foremen are chosen 
from the university graduating classes, 
the great majority of foremen came from 
the ranks. In organized plants, they were 
probably at one time members of unions. 
It is ridiculous to assume that, having 
been elevated from the ranks to foreman- 
ship, a man will forsake all his earlier 
views and sympathies. In the hit-or-miss 
scramble that characterizes the selection 
of many foremen, these individuals are 
often chosen for “demonstrated leader- 
ship.” Yet quite often a man’s activity in 
a union organization and his talent in 
union office have earned him his fore- 
man’s job, as a result of “demonstrated 
leadership.” 

The assumption that becoming a fore- 
man makes a man a member of manage- 
ment is false. Many foremen know that 
it is false. In their heightening disillusion- 
ment, new foremen often learn that they 
are merely glorified office boys—order- 
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takers—condemned to carrying out in- 
structions at the cost of old-time friend- 
ships of fellow-workers. They find them- 
selves reduced in the esteem of associates 
because the officials above them reverse 
their decisions, issue instructions the 
foremen haven’t heard about, and fail 
to support the foremen in jurisdictional 
squabbles when the foremen are right. 
This is no setting for the big, happy 
brotherhood. 

If the bars are lowered to any extent, 
and unionization of foremen becomes 
legally possibie, you will witness no furi- 
ous, headlong rush into the supervisory 
chapters of organized labor. But you will 
see a slow, methodical transfer of cynical 
and sorry men from the management 
bracket to the labor bracket. They will be 
the people who, having tried out the role 
of the management man, feel a little un- 
comfortable in it. 

If management is to do anything to hold 
the gains it has made, this isn’t a bad 
time to get busy at the job. 
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Another Try 


Fred Allen tried it again—for the third 
and probably the last time—on NBC’s 
“Judge for Yourself,” Tuesday, 10 p.m. 
Apparently prodded by the auditors, the 
NBC program executives decided to use 
up the expensive talent that was signed 
on a pay or play basis in those wild early 
days. 

Everyone would like to see Fred do 
well. He was an established radio comedi- 
an whose above the “least-common-de- 
nominator humor” endeared him to the 
trade and intellectual agency and client 
executives, who were surprised that a 
show they personally liked also attracted 
a substantial enough audience to make 
the cost per thousand defensible. 


s Fred’s latter day television guest shots 
turned out to be pretty good. Well, in 
retrospect they weren’t really good but, 
like the anxious mother watching her 
child in an elocution recital, the viewer 


felt it was comforting that he got through 
them and didn’t forget his lines. 

This time even that comfort was miss- 
ing. The old master blew his lines and 
even though his glasses would cover his 
bags he oughta wear them. Besides, Fred 
still clings to the wistful belief that the 
average viewer cares that NBC and CBS 
are keen competitors and that there are 
v.p.s. He also assumes that some highly 
questionable trade critics, and not very 
good ones, at that, are accepted so com- 
pletely by national viewers that they—the 
viewers—can hardly wait to check their 
opinions about talent to see how well they 
did against these self-styled experts. Wow! 
What a format! 

And what of the talent? Since Arthur 
Godfrey has been completely devoid of 
good talent since he discovered Vic Da- 
mone—or was it Russ Columbo?—where 
did Fred think he was going to dig it up? 
While talent hunting is commendable and 


while everyone involved in TV program- 
ming is viewing with alarm the lack of 
the old talent training grounds such as 
Chautauqua, the Eli Sobol circuit, the 
Borscht circuit, the Minskys, it just ain’t 
around, and Godfrey can prove it. 


s Looking at Fred Allen’s show for a 
moment from a dispassionate, advertising 
point of view, it is in a good time period 
with high sets in use; the competition is 
relatively weak, and the network is strong 
on Tuesday night. Therefore, assuming 
the price of the show is reasonable, the 
gross circulation and cost per thousand 
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homes should be satisfactory. 

However, Fred is his own worst critic. 
It is not unlikely that his inner censor 
will look at the kinescope of the show 
and while Fred berates the honest critics 
and real friends who want to save him 
from a “fate worse than,” his little man 
inside will call upon his psychosomatic 
ailments again and Fred will bow out for 
medical reasons. 

Better to shuffle off this mortal coil 
with the unabashed admiration of the 
Lambs, a press book full of good notices, 
and leaving ’em wanting more than to 
get the hook. Right, Fred? 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising who was at one 
time advertising manager of Mar- 
shall Field & Co.) 


If this ad looks to you like a muddy 
mess—you’re seeing right. It’s supposed 
to sell brassieres, but from the actual 
full color, full page ad you can’t tell 
whether they’re made of terry cloth, 
rabbit fur, plastic, or porcelain. ..unless 
you can read the few words of copy, 


which finally say “white nylon.” 


Any woman looking at this must have 
seen spots before her eyes. She certain- 
ly couldn’t see the brassiere. This looks 
to me like one of the thousand-a-day 
abortions that result from stores’ accept- 
money, 
but their muddled advertising thinking. 
I will lay dollars to peanuts that the 
store’s own creative department didn’t 


ing not only manufacturers’ 


perpetrate this ad. 


The only thing that stands out in the 
ad is the manufacturer’s slug—which is 


what it’s used for. 


s What an opportunity: a great paper, 
the Los Angeles Times; a smart store, 
the Broadway; a talented ad depart- 
ment (I’ve seen them try to sell—some 
California stores aren’t even familiar 
with that term in their advertising de- 
partments); and, I am willing to sup- 


pose, good merchandise! 


Ee ae ery 


A Degg lie Oe See 
ay 


What an opportunity! What could have 
been done? Attractive eye-appealing art 
that would both attract attention and 
aid the reader’s perception of the mer- 
chandise. This is almost—if not really— 
repulsive, and the reader cannot for the 
life of her see what the merchandise is 
like. 

What an opportunity! A full page, a 
good story to tell for the extremely small 
busted girl or woman. Words and type 
to comunicate it. So someone takes pol- 
ka dots and yellow ink and blue ink and 
red ink and black ink and makes mud 
for purposes of submerging the story. 


s Why do not people who spend money 
for advertising ask over and over again 
what they are spending the money for? 
Is it to provide creative advertising ex- 
ercises, or to communicate purposefully 
for profit’s sake? 

If an ad hasn’t a story to communicate, 
that is pitiable. If it has a story to com- 
municate and then deliberately defeats 
its own purpose, that is, perhaps, even 
more pitiable. 

In the name of manufacturers’ coop- 
eration, many stores prostitute their own 
good names and policies. So much mon- 
ey is available for cooperative advertis- 
ing in bust and bottom reshaping that 
I have noted some department stores 
using linage as though that were their 
biggest aim in life. 
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MOVING BACKGROUND—Unique on this Ford Motor Co. board in Southern Cali- 
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fornia is the continuously moving background behind the cutout of the car. Foster 

& Kleiser Co., San Francisco, produced it in conjunction with J. Walter Thompson 

Co., and a total of 21 bulletins on this order have been placed on the West Coast. 
Foster & Kleiser calls the technique ‘Scenorama.” 


Companies Bring Out New Lines Too Seldom | 


to Keep and Hold Key 


New York, Sept. 8—One reason) 


that makes new product introduc- 
tion a risky business is the fact 
that most manufacturers are un-| 
able to develop a continuing reser- | 
voir of experience in the field in- | 
volved. 


That’s a finding of a study just | 


completed by Hilton & Riggio. The 
survey covered 1,130 manufactur- 


ers of all major lines of consumer | 


and industrial products. 

The reason behind the lack of, 
experience is an “increasingly high 
personnel turnover” at the ex- 
ecutive and department head lev- 
els. People involved in planning, 
financing, manufacture, market- 


ing, design, packaging, sales and) 


advertising of a new product often 
are promoted to positions of great- 
er responsibility in their companies. 

Others transfer to other com- 
panies after picking up valuable 
experience in launching new 
items. 

In addition to these factors, the 


Men, Hilton Reports 


About 19% of the companies sur- 
veyed bring out an important new 
product only once in ten years. 
Only 7.4% put a major new item 
'on the market every year, while 


(23.9% do so every five to ten | 


years. A little over 36% bring one 
out every three to five years, and 
| 14.2% every one to three years. 


| 
| 


# Peter Hilton, president of the 
agency, said the fact that over 
78% of the companies surveyed 
lintroduce new items every three 
‘to ten years “precludes the pos- 
sibility of accumulating the spe- 
|cialuzed experience necessary for 
this type of effort.” 

Last year Hilton & Riggio con- 
ducted a study among 200 large 
'manufacturers of packaged con- 
sumer products on their success in 
launching new items since 1945. 
The study showed that only 19% 
of the items were regarded as suc- 
cessful. 

' Mr. Hilton said the facts indi- 


study found that the infrequency cated the need for engaging inde- 


with which companies bring out 
new products is “surprising.” 


pendent specialists for such 
projects. 


THIS BOOK GIVES YOU THE 
COMPLETE STORY IN PICTURES 
AND FIGURES OF NEW YORK 
STATE'S 2nd LARGEST MARKET 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


WESTERN NEW YORK’S GREAT NEWSPAPER 


KELLY-SMITH CO. 


Notional Representatives 


—IN JANUARY? 


This cold first - month - of - the - year 
can warm up your sales _per- 
formance for all 1954. How? By 
being right on the spot when the 
nation’s car dealers mect in Miami, 
Florida, January 9-13 for the 
annual convention of the National 
Automobile Dealers Association. 
AUTOMOTIVE NEWS takes you 
there — and sees that you get 
around—in its Special Convention 
Issue dated January 11 (closing 
date Dec. 29). For a_pre-con- 
vention message to the dealer 
body, reserve space in our January 
4 issue (closing date Dec. 22). 


To assure the dealers’ highest in- 
terest in your exhibit, use both the 
pre- convention and convention 
issues. Timely, authoritative fea- 
tures, aimed right at the car dealer, 
have made these issues required 
reading for those in attendance. 
The thousands at home—manufac- 
turing executives as well as car 
dealers—look forward to it, too. 


Seek + Car Cuipot 


o 
— 


IN APRIL? ~ 


Here’s an automotive advertising 
MUST for any year. If your prod- 
uct sells to or through car dealers 
Or automotive manufacturers, it 
belongs in the reference book 
of the automotive industry: 
the AUTOMOTIVE NEWS 
ALMANAC. The '54 ALMANAC 
will go to the 41,000 regu- 
lar subscribers to the indus- 
try’s only weekly newspaper, 
AUTOMOTIVE NEWS. Its read- 
ers are the men who buy, sell, 
service, design, and specify your 
type of product, They refer to the 
ALMANAC all year long for vital 
information about their industry. 


That's why the ALMANAC is such 
an effective sales tonic... it perks 
up sales in April, and all year long. 
First forms close March 12. 
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THESE 2 ISSUES BELONG IN YOUR 1954 ADVERTISING BUDGET 


THE WEEKLY NEWSPAPER OF AMERICA'S NO. 1 INDUSTRY 


Automotive News 


Member ‘ 


PENOBSCOT BUILDING 


pean ar eR ONL“ 
wu 


Member 


DETROIT 26, are 
REPRESENTATIVES 


New York —Edward Kruspok, Advertising Momager, 51 E. 42nd St., Murray Hill 7-687! 


Chicaogo—J. Goldstein, Western Manager, 


360 N. Michigan Ave, State 2-6273 


Los Angeles —R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
Detroit — Dick Webber. 2666 Penobscot Bidg., Woodward 31-0495 
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Atlanta Ad Club to Present 
Three Campaigns to AFA 


The Atlanta Advertising Club, 
with special permission of the Ad- | 
vertising Federation of America, 
will submit three advertising cam- | 
paigns for judging at the regional 
AFA convention in Nashville, Sept. 
18-19. It is customary for only one 


campaign to be presented by each for Rich’s Dep»:tment Store by its 
of the cities in the Deep South Dis- own ad depar‘:nent. ; 
trict. 

The three campaigns were se- CBFT(TV) Hikes Rates 


lected at a recent contest held by, CBFT(TV), Montreal, has in- 


‘the club, and represent successful creased its rate. from $375 to $490 


programs prepared for Southern/an wwur. sates for the other five 
Bell. Telephone & Telegraph Co. stations in the Canadian Broad- 
and the First National Bank by | casting Corp.’s network remain the | 
Tucker Wayne & Co., Atlanta, and} same. 
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You're Also Right 
When You Use 
The CHRONICLE 
To Sell Ho 


@ 208% 


JESSE H. JONES, Publisher 
JOHN T. JONES, Jr., President 


Bocaus2 The Chronicle carries more 


exclusive general accounts and exclusive 
general linage than the total of both 


other Houston papers combined. 


@ 175% more exclusive general accounts 
than both POST and PRESS combined. 


than both POST and PRESS combined. 


Tested and Proved—Houston’s Preferred Newspaper 


uston 


more exclusive general linage 


Source: Media Records, First Six Months, 1953 


If you enjoy reading these definitions of newspaper terms 
we will welcome your comments and contributions. 
Please address Promotion Department. 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, National Advertising Mgr 


THE BRANHAM COMPANY —National Representatives 


ag alee 
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Sales and PR Notions... 


e Product identification is the rea- 
son for a $3,500 prize contest Hoff- 
man Radio Corp., Los Angeles, is 
conducting. Six cash awards will 
be given to dealers with the best. 
interior or window displays. 

Judging will be from photos of 
the displays submitted by dealers. 
Another requirement is a photo of 
the retailer’s outdoor sign iden- 
tifying him as a Hoffman dealer. 

A 24x10” fold-out with a slight 
resemblance to a $1,000 bill was 
the mailing piece that announced 
the contest to dealers. 


e Let’s remember men on Valen- 
tine’s Day, says Look to advertisers 
and agencies. The magazine has 
built its Feb. 14 promotion presen- 
tation around a deck of 20 Look- 
sized cards. 

The playing card theme carries 
through the promotion: “Retailers 
who dealt in flowers, perfume, 


chy pt Se he 
a, ee a 


me. treated like 


amu eR : 
candy, cosmetics and wearing ap- 
parel for the ladies made plenty of | 
Jack,” reads a card, which is fol-| 
lowed by another with: “But lo! 
On Valentine’s Day the poor male 
was always the Joker.” | 

The not-unexpected name of the. 
54 promotion is “Good Deal in! 
Hearts.” 


e Chicago’s Ambassador all 
have a solution to the dilemma of | 
what to do about the drink one is. 


Merchandising Devices 


|vided bartenders 


offered when he’d rather have a 
raincheck. The solution is a rain- 
check. 

Simulated gold “raincheck” ceins 
redeemable for one drink are pro- 
in the hotels’ 
many bars for distribution to cus- 
tomers who don’t want to pass a 
free drink. 


e How to plan kitchens and laun- 
dries is covered in a 48-page book- 
let by Westinghouse Electric Corp., 
Pittsburgh. Space and electrical re- 
quirements of Westinghouse ap- 
pliances are listed. Included is data 
on counter design and layout of 
appliances. 

Prepared for architects, home 
planners and builders, the booklet 
costs 50¢ a copy. 


Corregan Joins BBDO 


Robert H. Corregan, formerly di- 
rector of public relations for Pitts- 
burgh Corning Corp., has joined 
the Pittsburgh office of Batten, 
Barton, Durstine & Osborn. 


Zuk Appointed Art Director 


Sylvester J. Zuk, formerly art 
director for Critchfield & Co., has 
been named art director of Robert- 
son, Buckley & Gotsch, Chicago 


agency. 


ANY OFFICE GIRL 
CAN SET FOTOTYPE! 


Anyone in your effice can set perfect head- 
lines, body text, with Fototype.(A stenographer 
set this entire ad!) Cuts type costs by as much 
as 90%. Use for house organs, ads, direct mail, 
catalogs, brochures—even letterheads! Clean, 
sharp characters for offset, aincs or silk screen 
reproduction. Over 250 type styles and sizes. 
Send for your free copy of Catalog 53 today! 


WBNS 


‘ / 
gives you the-fit= 


lion's share in 
Central Ohio 


\\ 


More people listen to WBNS Radio than any other 
station in Central Ohio! King-sized local talent with 
top CBS network programming treats listeners to the 
top 20 rated programs (Pulse). Yes, you get the lion’s 
share of the rich Central Ohio market with WBNS. 


CBS fer CENTRAL OHIO 


ASK 
JOHN BLAIR 


radio 


COLUMBUS, OHIO 
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Curtis McGraw, 
McGraw-Hill's 
Chairman, Dies © 


(Continued from Page 1) 


sity in the class of 1920. While at | 


college he was captain of the var- 
sity football team and active in 
basketball and other sports. Dur- 
ing World War I he served as a 
major of infantry in France and 
took part in the Meuse-Argonne 
offensive. 

He joined McGraw-Hill Book 
Co. late in 1920. From 1927 to 1950 
he was y.p. and treasurer of the 
book company. In 1943 he was 
elected v.p. and treasurer of Mc- 
Graw-Hill Publishing Co. and was 
elected president and board chair- 
man in 1950. 


® Active in civic affairs, he was 
a member of the recently ap- 
pointed advisory board named 
by the Postmaster General for the 
Post Office Department. In addi- 
tion, he was a past director and 


Expect New McGraw 
Head to Come from 
Within the Company 


| (Continued from Page 1) 


_v.p. of circulation; Dexter Keezer, 
v.p. of economics; Norman O.. 
Wynkoop, v.p. and controller, and 
Ralph Smith, v.p., editorial divi- 
| sion. 
/@ At the time of the two shares for 
/one stock split authorized by Mc- 
'Graw-Hill stockholders last July 
23, the only persons of record hold- 
/ing more than 10% of the shares 
‘of the company were Curtis, 
'Donald C. and Harold McGraw. 
A block of 149,220 shares, or 
about 33% of the company’s out- 
standing stock was held in trust 
with Curtis and Donald McGraw 
named as trustees. In addition, all 
three owned severally a total of 
|27,254 shares, or about 6% of the 
‘outstanding stock. 
| The McGraw family holdings 
|are reportedly not more than 40% 
lor 45% of the total outstanding 
| shares. 
| Before the stock split in July, 
there were 464,000 shares out- 
standing with no par value. The 


ert Ma 


ao, 


president of American Book Pub-| stock split changed this to 928,000 
lishers’ Council, director 


of the! shares of $5 par value 
First National Bank of Princeton, gen ee ee So 


N. J.; Dragon Cement Co., New! 


DEPTH DISPLAY—These day and night views show a Fort Pitt Brewing Co. display 
in Pittsburgh where it was erected by Pittsburgh Outdoor Advertising Co. Set against 
a curved background, the simulated tray at left revolves on a turntable showing all 
sides of the 8’ glasses and the 12’ plastic bottle. The letters are made of plastic 


Triangle Will Put 
Ad.less ‘Quick’ on 
Sale This Month 


PHILADELPHIA, Sept. 9—Triangle 
Publishing Co.’s new bi-weekly 
Quick, which will go on sale Sept. 
30, will include 64 pages, includ- 
ing cover. 

The new Quick has no advertis- 
ing in it, and ADVERTISING AGE 
learned that Triangle may wait 
from six months to a year before 
setting up an advertising depart- 
ment. 

There was no announcement of 
Quick’s first press run, but it is 
believed to be about 500,000. 

More than one-fourth of the 
'photographs in the new magazine 
‘are in color. Quick is being print- 
ed in the Philadelphia Inquirer's 
|rotogravure plant here. 


Nestor Buys Quaker 
Cat & Dog Division 


_ New York, Sept. 9—Nestor As- 
'sociates, a recently organized syn- 
dicate with offices at 521 Fifth 
|Ave., has purchased Crocker's 
|Horse Meat Cat and Dog Food, a 
,subsidiary of Quaker Oats Co., at 
| Joplin, Mo. 

| J. E. (Gene) Littleton, formerly 


York; Princeton University Press; 
Magazine Publishers Assn.; Na- 
tional Assn. of Manufacturers; New 
Jersey Republican Finance Com- 
mittee, and various clubs. 

He is survived by his mother, 
Mrs. James H. McGraw Sr.; his 
wife; a daughter, Mrs. James L. 
Stoltfus of Lake Forest, Ill., and 
two brothers, James H. McGraw 
Jr., now president and board chair- 


man of Old Town Corp., New 
York, manufacturer of office 
equipment, and Donald C. Mc-, 


Graw, v.p. for manufacturing and 
services of McGraw-Hill. 

Funeral services will be held 
11 a.m., Sept. 14 at St. James Epis- 
copal Church, 71st St. and Madison 
Ave., New York. 


CBS-TV Adds Nine Affiliates 
CBS Television has added nine 
new affiliates to its network. They 
are KMBY-TV and KSBW-TV, 
Salinas-Monterey, Cal., which will 
operate Channel 8 on a share-time 
basis; KERO-TV, Bakersfield, Cal. 
(effective Sept. 26); KHQA-TYV, 
Quincy, Ill. (effective Sept. 27); 
KOMU-TV, Columbia, Mo. (effec- 
tive Oct. 1); WDAK-TV, Colum- 


® How much is held by Mrs. 
James H. McGraw Sr., widow of 
the founder,is not publicly known. 
James H. McGraw Jr. reportedly 
i|has disposed of his holdings. In 
|May, 1951, he sold 78,000 shares of 
personal and trust stock, repre- 
senting at the time about 18% of 
\the company’s outstanding stock. 
| McGraw-Hill reported consoli- 
|dated net earnings after charges 
and taxes have been $2,737,196 in 
1949; $3,058,841 in 1950; $2,826,804 
in 1951, and $3,272,505 last year. 

An analysis published by Arnold 
Bernhard & Co. in mid-June illus- 
trates the phenomenal growth of 
McGraw-Hill in recent years. In 
1948 its gross was $41,800,000; in 
1949, $44,800,000; in 1950 (the year 
the late Curtis McGraw became 
president), $47,700,000; in 1951, 
$53,100,000; in 1952, $62,300,000, 
and Bernhard estimates that 1953 
gross will be $64,000,000. 


s In addition to increased com- 
pany earnings, the administration 
of Curtis McGraw as president of 
the publishing company was no- 
table for acquisition of new prop- 
erties and other publishing devel- 


and both incandescent and ultra-violet lights are used. 


associated with Quaker Oats Co., 


Maclean-Hunter Publishing Co. of 
Toronto. 

Later the same month, name 

and format of the Gregg Writer, 
50-year old secretarial magazine 
acquired the preceding year by 
McGraw-Hill, was changed to di- 
|gest-size and became Today's Sec- 
| retary. 
# In October, Chemical Indus- 
tries was changed from a monthly 
to a weekly and its circulation 
base increased. Later its name was 
changed to Chemical Week. 

In December, the company 
;amended and liberalized its em- 
|ployes’ retirement annuity plan, 
land the company’s annual con- 
\tribution was increased substan- 
'tially. The following year, the 
‘company issued a new directory of 
advertising agency personnel. It 
has been discontinued. 

Name of Food Industries was 
changed in April, 1951, to Food 
Engineering. Operating Engineer 
was merged with Power. Details 
of a cooperative readership study 
made by McG-H with 18 indus- 


___ |has been named general manager. 
Wight, director of the executive |, The company's product, & — 
committee, Freeport Sulphur Co., | £004: will continue to be precinct 
and Thomas A. Wilson, president, | ted through gy ” — “ 
Marine Midland Trust Co. | Mr. Littleton said that the 
| Crocker division has done no ad- 
vertising, but that Nestor Associ- 
Calco Chemical Boosts ‘ates plans to appoint an advertis- 


Hunt and Gleason ing agency and launch a consumer 


In addition to his other duties,| campaign probably about the first 
Ernest K. Hunt, manager of ad- of the year. 
pep coe 5 _ sot gg po of | 

e Calco chemical division, Amer- eo : : 
ican Cyanamid Co., Bound Amer-|, We are too busy | getting or- 
N. J., will assume direction of ad- | 84nized now,” he said, “to start 
vertising and sales promotion for | advertising. We are setting up pro- 
the textile resin department. He! duction centers all over the coun- 
continues as manager of the|try and arranging for warehousing 
household products department and distribution. It will be a cou- 
and of the packaging development ‘ple of months before we get 


section ; as 
4 ‘around to considering advertising. 
R. L. Gleason has be amed |“... 
“ en named | “There will be a story about 


advertising and sales promotion ; 

manager of the textile resin de- Nestor Associates and what we 
partment, and will report directly Plan to do later on,” Mr. Littleton 
to Mr. Hunt. said. “Right now we're not ready.” 


National Nielsen Ranking of Radio Shows 
Week of Aug. 2-8, 1953 
All figures copyright by A. C. Nielsen Co. 


} bus, Ga. (effective Oct. 12); opments. trial advertisers were released. A 
| beached Toh WAG TV. eal In August, 1950, McGraw-Hill|new publicity and communications Current Homes* 
pong me  totfertive Feb. 15) oad purchased Chemical Industries department was established. Mc- Rank Program (000) 
f =KOOK-TV, Billings, Mont. (ef- from Maclean-Hunter Publishing |Graw-Hill International Corp. re- Fein ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (1,477) 
fective Sept. 27). Corp., American subsidiary of organized its special ore for 1 Lux Summer Theater (Lever Bros., CBS) ............ 2,730 
- us ws exporters and for foreign 94 Johnny Dollar (Wrigley, CBS) ...cccscsssssseccsesessssee 2.64) 
b companies, 3 Great Gildersleeve (Kraft Foods, NBC) ... 2,596 
\ 4 People Are Funny (Mars, CBS) ............. 2,551 
® In 1952, the company opened 5 Best of Groucho (DeSoto-Plymouth, NBC) 2,462 
‘its new building in London, Eng- 6 Mr. and Mrs. North (Colgate, CBS) ............... 2,372 
‘land, and a number of notable spe- 7 Father Knows Best (General Foods, <i 2,327 
cial issues and readership services 8 Godfrey's Talent Scouts (Lever-Lipton, CBS) .... 2,283 
ica ik oe : 9 Dr. Christian (Chesebrough, CBS) . 2,148 
' ware instituted by most of its 40 10 Meet Millie (Brylcreem, Nestle, CBS) .. 2,148 
different publications, many of 
; ’ : which also increased their staffs. EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (985) 
™ “ip. = This year, in addition to the 1 One Man’‘s Family (Miles Laboratories, NBC) . 2,104 
i — stock split MceG-H bought Na- 2 News of the World (Miles Laboratories, NBC) 1,835 
. ; TO EUROPE tional Petroleum Publishing Co. 3 Lowell Thomas (Kaiser-Frazer, CBS) ................ 1,387 
ing six additional national indus- Arthur Godfrey (National Biscuit, CBS) 2,327 
' trial publications. 2 Our Gal, Sunday (Whitehall, CBS) ..... ; . 2,193 
H The board of directors of Mc- 3 Romance of Helen Trent (American Home Products, CBS) 2,193 
: Graw-Hill Publishing Co. includes 4 Pepper Young's Family (P&G, NBC) .. 2,193 
. the following: Messr Chevalier, 5 This is Nora Drake (Seeman, CBS) 2,148 
Lord, Bell. D. C. McGraw. Gerardi, 6 Ma Perkins (P&G, CBS) ses ‘ 2,148 
b : A ie ' 7 Right to Happiness (P&G, NBC) 2,104 
' Montgomery, Bond and Blackburn, 8 This Is Nora Drake (Toni, CBS) .. 2,059 
4 Pr all officers; Curtis G. Benjamin, 9 Arthur Godfrey (Pillsbury, CBS) 2,059 
| SHY TM URIST president, McGraw-Hi!! Book Co.; 19 Guiding Light (P&G, CBS) ........ 2,014 
- ; J. Douglas Brown, dean of the fac- 
, — . ulty, Princeton University; Dr. Kar] DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (582) 
{ T. Compton, chairman of the cor- 1 World Music Festivals (‘Nillys Motors, CBS) 1,387 
TO NEW YORK ia ’ naga tant 2 Hour of Decision (Billy Graham, ABC) ........ 895 
poration of Massachusetts Instl-) 4 Sunday Gatherin’ (General Foods, CBS) 850 
tute of Technology; Dr Lionel D.| — . ts 
nih Edie, chairman, Lione! 0. Edie Co.;| DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,164) 
d Dr. Jerome C. Hunsaker, professor ; ae “— egg wo stnige pa et 2,014 
. : " tT: eater o oda rmstrong, 
SEASONAL—Trans World Airlines maintains a total of seven bulletins in Los Angeles of aeronautical engineering, MIT, | 3 Fun for All (Toni, CBS) = z ws : ay 
Hugh J. Kelly, senior vp. Mc-| ‘ , 


which are rotated according to seasonal traffic variations (i.e., in the spring, foreign 


‘ > 

destinations are featured, and fall bulletins plug eastern flights). The neon plastic Graw-Hill Book ‘ uF ran *The percentage of homes reached (“Nielsen-Rating”) may be determined by comparing 
' face letters in “TWA” are 5'4” high. Pacific Outdoor Advertising Co. handles these | Warner, senior v.p., Mcuraw~ 11! | the number of homes reached with 44,756,000, the 1953 Nielsen estimate of total U. S. 
} installations for the air line International Cor} Chas. A.| radio homes 
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ONE OF THE REMOTES—This picture was taken soon after Allis-Chalmers’ tractor 
division started sponsoring the Farm and Home Hour. This was in San Bernardino, 
Cal., for the 1946 National Orange Show. Left to right, standing: Jerry Seaman, 
who is radio and TV director, Bert S. Gittins Advertising, Milwaukee, agency for 
the tractor division; William Drips, former director of agriculture for NBC for 15 
years; Nelson Mcininch, farm director, KFI, Los Angeles; Henry Schacht, director of 
agriculture, KNBC, San Francisco, and seated, Jennings Pierce, former NBC West 
Coast official, now general manager, KMED, Medford, Ore. 


THE BRANDS 
CANADIANS PREFER 


Compiled by 
CANADIAN 
OPINION CO. 
and Published by 


The 1953 Canadian Consumer Survey of Brand 
Preference of over 225 products, including 
groceries, drugs, appliances, automotive (gas, 
oil), clothing, etc., will be published Sept. 30th. 


This survey covers 62 cities from Newfound- 
land to British Columbia, and includes City, 
Provincial and Dominion breakdowns. 


All Brands with at least an indicated 1% of 
National Preference will be listed. 


For your copy write to Canadian Daily Newspapers Association, 
55 University Avenue, Toronto, Canada, enclosing $5.00 in 
cheque or money order. 


CANADIAN DAILY NEWSPAPERS ASSOCIATION 


1. H. MACDONALD, General Manager 
55 UNIVERSITY AVE., TORONTO 


Allis-Chilmers Is 
Happy with Farm 
and Home Hour’ 


(Continuec from Page 1) 
idea how many people listen to 
the show. And nobody knows how 
much effect the show has on Allis- 
Chalmers farm equipment sales. | 
® Presumably, “Farm and Home 
Hour” hasn’t hurt sales. A-C’s 
tractor division is doing a land- 
office business. In recent years it 
has come bounding up to third) 
place in the farm machinery field 
and last year the division, once the 
tail of the Allis-Chalmers dog, ac- 
counted for about 60% of the com- 
pany’s half-billion-dollar volume. 

Pubhshed figures indicate that 


Allis-Chalmers’ radio show costs 
it abcut $400,000 a year. This may 
be low in view of the added line 
charges every single week for “re- 
motes” from around the country. 
There are other expenses, too, such 
as for Everett Mitchell’s trips at 
home and abroad to pick up mate- 
rial for the show. 

Allis-Chalmers doesn’t tell how | 
much it invests in advertising. The | 
total is somewhere above $2,000,- 
000. Probably more than $1,000,000 
goes into general and farm maga- 
zines. It uses practically all farm 
publications, chiefly during the 
winter months. Its tractor division 
sends five direct mailings a year to) 
1,250,000 farmers. It sponsors an 
annual hour telecast of the Inter- 
national Live Stock Exposition. 
The industrial division uses 105 
business publications for its hun- 
dreds of different products. 


# With all this advertising—and 
with 400 A-C “block men” in the 
field contacting dealers and help- 
ing make calls on farmers—the 
company understandably uses the 
“Farm and Home Hour” for good 
will, not hard sell. Commercials 


are definitely institutional and in- 
structional. Usually only two men-_| 
tions of the sponsor’s name are| 
heard on a program; sometimes the | 
commercials are cut or eliminated 
when features run long. 

The NBC show is thus not much 
different from the old days when 
it was aired six days a week, an 
hour each day. About a third of 
the time is devoted to music. A 31- 
piece live band and a male quartet 
stick to old favorites, not hillbilly 
but always something the listener | 
can hum or whistle. There’s five 


minutes of news from the Depart-_ 


ment of Agriculture. This is writ- 
ten in the department, which was 
the first government agency ever 
to work with a broadcaster (on 
this show) on a regular basis. 


s There is also a national market 


summary, about trends, not prices, | 


prepared by the Department of, 
Agriculture; a farm feature that 
may be about a plowing contest 
(from Eau Claire, Wis., Sept. 19) 
or breeding feeder calves (from a 
Virginia farm, Sept. 26) or almost 
anything, and a salute section to 
state fairs and other events. 

Usually, local NBC staff men 
handle the remotes. Also, quite 
often Allis-Chalmers is _ repre- 
sented here and elsewhere by, 
Jerry Seaman or Vern Laustsen of 
Bert S. Gittins Advertising, Mil-. 
waukee. The Gittins agency has 
handled the tractor, farm and road 
machinery advertising for many 
years (Compton Advertising, New 
York, handles the general ma- 
chinery division). 

Mr. Seaman, radio-TV director 
for the agency and in charge of the 
A-C account, got a special ap- 
propriation in 1945 for a 47-station 
trial of the “Farm and Home 


Hour.” A-C was the first to spon- 


14, 1953 


THREE KEY MEN—Looking over a poster Allis-Chalmers dealers are using to promote 

NBC’s National Farm and Home Hour are (I. to r.) Everett Mitchell, emcee of the 

show for many years; C. N. Karr, sales promotion manager, tractor division, Allis- 
Chalmers Mfg. Co., and R. L. Smith, radio director of the division. 


sor it. And it liked it: the next year|No NBC station ever turned it 
the ful] network was used and the down. 
show is now aired on 199 stations.| As for listenership, Mr. Seaman 


... but none of our competitors 
bakes bread as good as ours! 


Maybe you just need 
better advertising . . . the kind 
Needham, Louis & Brorby* 
works out for 

all its food accounts. 


* 
Here are the clients of Needham, Louis & Brorby... 


Cummins Engine Company, Inc. 

Derby Foods, Inc. 

Detergents, Inc., Subsidiary of 
Monsanto Chemical Company 

The Eagle-Picher Company 

Household Finance Corporation 

S. C. Johnson & Son, Inc. 

Kraft Foods Company Swift & Company 

Macwhyte Company Wieboldt Stores, Inc. 


NEEDHAM, LOUIS & BRORBY, Inc. Advertising 


135 South La Salle Street, Chicago 3, Iilinois 
Chicago 
New York 


Hollywood 
Toronto 


Marathon Corporation 

Morton Salt Company 

The Peoples Gas Light and 
Coke Company 

Phenix Foods Company 

The Quaker Oats Company 

State Farm Insurance Companies 
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is Satisfied it’s reaching the right| (There have been two recently— | 


audience and a big one, though he one on a more powerful tractor 
has never bothered to pay anyone motor and another on a new snap 
to furnish a rating. Once, three coupler. The latter permits tractor 


years ago, he talked to a lot of drivers to back up to implements | 


farmers on a drive from Massa-|and automatically hitch on even 
chusetts to Illinois and found that at an angle.) 

75% knew something about the| There’s another good reason for 
show and 50% listened to it regu-| keeping the show strictly educa- 
larly or frequently. That still suits tional. If it really helps agricul- 
him. /ture, Allis-Chalmers benefits by 

Nor does the tractor division or having a healthy market. 

its agency do much to merchandise, Right now it’s a healthy market, 
the “Farm and Home Hour.” Al-_| at least for this company. Charles 
though events on the show are N. Karr, sales promotion manager 
planned by Gittins two or three of the tractor division, this week 


2, i is | 


with outdoor advertising : 
STATE LINE POSTER SERVICE 


HOUSE AD—State Line Poster Service, Bristol, Tenn., used its own boards for this 
poster which was designed ond screen printed by Posters Inc., Tulsa. 
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i Names Humphreys 
William H. Humphreys has left 
| WGAR, Cleveland, to join the De- 
troit radio-TV sales staff of Katz 
Agency, representative. 


NOW READ THIS— 
Publicity Specialists concen- 
trating exclusively on news- 
papers and magazines editor- 
ially and pictorially on a na- 
tional level with both White 
and Negro press as ‘Working 
Publicists’ — we operate in 


months in advance, dealers aren’t| told AA the division’s 1953 sales 


told what is to come. The only 


are going to be around the $300,- 


notice A-C salesmen usually get is} 000,000 figure again—although 
notice that a remote is to come| most other farm equipment mak- 
from their area. Infrequently, a/ers are off from last year. 
poster is sent to dealers mention- | 
ing the show. _Edroy Names Malone, Moore 
' Malone, Moore Associates, New 

= Once in a coon’s age A-C offers | York, has been named to handle 
a booklet on the show. And once | advertising ed —, gon 
; : : o., Manufacturer o e Magni- 
re the company, wil lt Focusr,three-dimensional bine 

: : *>\ular magnifier. Previous agency 
provided Allis-Chalmers has an was Freiwald & Coleman, New 
important new machine to sell.! York. 


e days of the Busine 
man’s wallet bulging with scores of 


MEE CONGR. Ginko OS: 


NOW! a sincte cnepir camp : 
1S VALID in Thousands of nEXIC 


: ing - 

\ Hotels in the U.S., CANADA, ME co, 

\ ALASKA, PUERTO RICO and HAWAII | 
as listed in this complimentary guide. — 


oe 


SPONSORED AND RECOMMENDED BY 
AMERICAN HOTEL ASSOCIATION 


THE SYSTEM IS SIMPLICITY ITSELF: 


If, as an individual, 
you want check-cash- 
ing privileges at hotels 
apply for a CHEKARD. 


Ke 
TRAVEL LIGHT WITH 


TRAVELCARD and/or CHEKARD! 


If, as an employer, you 
desire for yourself and 
your executive person- 
nel, privileges of 
charging hotel bills 
AND cashing checks 
. .. apply for TRAVEL- 
CARD. 


SEND TODAY for information, application and 
free GUIDE listing participating hotels. 


ss FILL OUT AND MAIL THIS COUPON: 


American Hotel Credit Corporation | 
Greenwich, Connecticut # 


Please send me information and application for 
[] CHEKARD and [j TRAVELCARD * 


Name _ 


(please print) 


| 
| 
me 


a : = suiibaienmnaies 


Address___ 


Three Baltimore 
Chains Do Half 
of Food Volume 


New York, Sept. 9—The im- 
portance to national advertisers of 
the corporate chain store opera- 
tion in Baltimore is underscored in| 
the first report from a new con-| 
sumer panel conducted by the 
Baltimore News-Post & American. 
The findings were announced here_| 
by Hearst Advertising Service. | 

The panel, with 400 members| 
representing the Baltimore city | 
zone population in terms of race, | 
income, size of family and age of | 
housewife, was found to make half! 
its grocery purchases in three cor- | 
porate chains, the A&P, American- | 
Acme and Food Fair. 


| 
= In the toiletries field, the house- | 
wives buy their drug items) 
through two main sources, drug 
stores and food stores. In the case) 
of toothpaste, for example, 40% 
buy it in food stores, nearly 27% 
in independent drug stores and| 
nearly 21% in a drug chain. 

An analysis of penetration and 
potential of grocery products, ac- 
cording to the report, shows 
“advertisers of packaged soaps and 
toilet tissue can expect to gain lit- 


tle by opening new markets; rather 


their aim must be to increase their | 
share of an already saturated mar- 
ket.” 


On the other hand, “a manu- 
facturer of frozen foods can hope 
to increase his own sales through 
creating greater demand for the 
general products class.” 


# The consumer panel, described | 
as the “only one now operating in 
the East,” reports on 26 classifica- 
tions of grocery products and 
seven classifications of drug items. 
Housewives on the panel keep 
diaries of their daily purchases. 
These go to the Household Survey 
Group, an independent organiza- 
tion, which edits the reports for 
errors and omissions, and transfers 
the data to IBM cards. 

Information is accumulated for 
}a two-month period on groceries 
}and a three-month period on drug 
store products. 

Trend analyses of the reports, 
the News-Post said, “will reflect 
the progress of one brand against 
|competing brands. As competition 
|quickens, deals and other types of 
| consumer inducements reflect their 
apparent results on the sales curves 
of their sponsors.” 


® The reports “indicate the rela- 
jtionship between the share of the 
‘market which a brand enjoys and 
ithe unit sales effort necessary to 
‘achieve its position, compared to 
the lesser or greater unit sales ef- 
fort of a competitor.” 


| Also available—at cost—are spe- 
cial cross tabulations which, for 
instance, could show whether or 
not differences exist in the pur- 
chase of grocery products due to 
racial characteristic: 

Information gaine from the 


panel is available to «dvertisers in 


the News-Post. 


close coordination with Ad- 
vertising Agencies as well as 
any Commercial client direct 
—currently retained by LIEB- 
MANN BREWERIES — (RHEIN- 
GOLD), SCHENLEY and other 
—lInquiries Invited. 
_. JOHN W. O'MALLEY 
Fisk Bldg — Suite 2007 
250 West 57th St. — Circle 6-2315 
New York City 19, N.Y. | f 


Issues Free TV Film Guide 


Broadcast Information Bureau, | 
535 Fifth Ave., New York, has re- 
leased to subscribers the second 
edition of its “Directory of Free 
TV Film,” listing educational and 
/public relations films available to| 
television stations. Running to 
|more than 300 pages, the directory 
gives thousands of titles and their 
, sources. Subscribers represent 80% 
|of the broadcast stations now on 
‘the air. 


Union 

delivers 
everything 
but babies* 


Gifts, samples, displays, advertising literature and 

other material get priority attention when deliveries 

are made through Western Union’s Distribution Service. 
Each item is delivered “‘ person-to-person’ —is bound 

to reach the right person every time. 


Beats competition, too! As the amount of mail- 

delivered matter grows greater every day, Western 
Union’s Distribution Service can give special impact to 
your material. 

Available in more than 2,000 cities throughout the 
United States, this service can be timed and geared to 
the specific national, regional or local requirements 

of your merchandising campaigns. Anything can 

be delivered—any time. 

Explore the advantages fully—then you'll use Western 
Union on your next distribution job. Get complete details 
today from your nearest Western Union office. 


WESTERN 
UNION 


*On occasion, we have 
even done that, too! 

The most recent case 
was in New York City, 
on November 22, 1952 
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Lever Claims Anti-Enzyme Protection 
But Doesn’‘t Claim to Add to Dentifrices 


New York, Sept. 10—Lever day supplements, daily newspapers 
Bros. Pepsodent division intends and spot radio will push Chloro- 
to cut itself in on the anti-en-' dent. Pepsodent and Pepsodent 
zyme market without adding any chlorophyll will both get the anti- 
new ingredient to its Chlorodent, enzyme protection angle plus a 
Pepsodent or Pepsodent chloro- continuation of their “clean mouth 
phyll. ‘taste for hours” theme. These two 

A heavy fall ad schedule will products will be promoted via 
push the idea of anti-enzyme pro- “Arthur Godfrey Time” on radio 
tection by virtue of effectiveness and TV, Art Linkletter’s “House 
against mouth bacteria which Lev- Party” (radio and TV), “Big 
er calls the only source of acid- Town,” Life, Look, Sunday sup- 
producing enzymes. No claim will plements, dailies and spot radio. 
be made for a new element in the J. Walter Thompson Co. handles 
dentifrices. Chlorodent; McCann-Erickson has 

Chlorodent copy will stress that Pepsodent and Pepsodent chloro- 
“university dentists found just one phyll. 
brushing with Chlorodent’s super-_ 
ior cleansing actions keeps ‘en- 
zyme’ decay acids below the dan- 
ger point for nine out of ten peo- **" et ic rela- 
ple for hour after hour after hour ‘sist itt at ews service of 
Actually removes up to 99% of Grant Advertising in Detroit. He 
the enzyme-breeding bacteria.” ‘has been with Automotive News 


Grant Appoints Thomas 


Bernie Thomas has been named 


‘since 1946, serving as associate edi- 


es “Lux Radio Theater,” Life, Sun- tor since 1948. 


cities 
For years leading grocery and drug advertisers 
such as those shown above have used Burgoyne 
store panels... in one to a dozen 
test cities . . . to determine the 
probability of success of new 
products, new premiums, new 
promotions. 
Among the Burgoyne markets 
you will find recognized test cities 
where your distribution is effec- 
tive... where you or your adver- 
tising agency can check our re- 
search. Tell us what to test. 


inckluce Harrisburg 


an ideal test city ... with the highest spending power 
per capita ($1933) of any of the 12 largest markets 
in Pennsylvania. Harrisburg’s people use this spend- 
ing power as SALES MANAGEMENT reports total 
1952 retail sales of $177,834,000 . . . food sales of 
$32,341,000 .. . drug sales of $6,465,000. 


7 


NGOYNE 


GROCERY DRUG INDEX 
FIRST NATIONAL BANK sides ° CINCINNATI 2 


Combined circulation of PATRIOT and 
NEWS 69,120 ...99% coverage city zone. 


Total Circulation 115,368 (Mar. 31 A.B.C.) 
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TEXACO 


REGISTERED 


REST ry 
ROOM 


et TELACO DEA = 


\/ Something 


t i j " r a lady appreciates! 


REALISM—Texas Co. goes in for huge cutouts like the ones used on these two bulletins 
erected by Pacific Outdoor Advertising Co. The company maintains eight rotating 
bulletins in Los Angeles. Cunningham & Walsh is the agency. 


“This Week’ Study Shows Supermarkets 
| More Than Ever Dominate Grocery Business 


NEw York, Sept. 9—Food store Accordingly, shelf-warmers are 
sales have increased more rapid-|on their way out. In studying 
ly than disposable income, oiet | inadebe in 38 food commodities, 
| tonnage faster than population. A. C. Nielsen figured these lead- | 
‘Supermarkets dominate the busi- | ,ers had 18.7% of the total for their | 
|ness. Profits are a tremendous | classification in 1942, 20.5% in| 
|}source of concern to operators. 1948, 22% in 1952. 
| These are the highlights of the Some trends are evident: 
| fifth biennial This Week Magazine 1. Frozen foods are growing in| 
|grocery study, unveiled today. importance, while canned goods | 

Grocery store sales have in- | dropped 10% per capita from 1946 
creased 163% over a 1942 base; to 1951, and fresh fruits and ven. | 
disposable income has risen 101%;)| etables showed a 5% decline from | 
grocery tonnage has moved up | 1948 to 1951. Stores with “ade- 
38%, and population is up 17%. |quate cabinet space” often do be- 
The 16,549 supermarkets do $14,- tween 5% and 6% of their total | 
435,000,000 or 43.8% of total vol- volume in frozen foods. | 
/ume, with 9,540 chain stores get- 2. Cigaret sales are soaring in 
ting 27.9% of total volume. The! grocery stores. By using carton 
| 75,560 superettes do $11,415,000,- displays, food stores have managed | 
000 or 34.7% of total volume, and to boost their sales phenomenally. | 
the 10,660 chain stores do 7% of Two chains and two wholesale. 
this. Hence, one-fourth of the) grocers boosted cigaret sales 385% 
stores do more than three-fourths in the years 1945-52, while total | 
of the total food volume. ‘tax-paid sales through all outlets | 

| was rising only 161%. 
s Profits haven't kept pace. In! 
the 19 chains studied by the Sun- @ The rack jobber is emerging as 
day supplement, profit ranged|a major factor in food store dis- 
from 0.58¢ to 1.5¢ per dollar of|tribution of toiletries, toys and 
sales. | housewares. They offer pre-priced 


ADVERTISING 


25 AGENCIES 


.in Chicago and out of town continue 


to realize that using DOT precision engraved 
color reproductions helps to reduce 
the customary headaches of 
agency-client relations. 


DO 


Beautiful Color Work 


T CEng YUUVEP Sy + Ne. 


600 West Van Buren Street, Chicago 7 
Telephone: STate 2-5367 


Outstanding Black & White 


Advertising Age, September 14, 1953 


| major 
‘food stores have picked up an 
‘over-all 54% gain in the last six 


‘years. Their rate of gain is rising: 


{spring as an account 
|He will coordinate general New 
| York services on behalf of all ac- 
| counts served by the agency. 


| merchandise, service of displays, 


guaranteed sales, filing of excise 
tax reports. This Week cited the 
case of Groves-Kelco in Minne- 
| apolis, which in five years has 
‘achieved a volume of $1,534,106 


‘was is still growing. 


The food stores’ share of the 
drug business is growing. In 12 
drug store commodities, 


On these 12 commodities in 1951, 
food stores sold 31% to drug stores 
69%; in 1952, drug stores were 
down to 64%, food stores up to 


36%. 


_D. P. Brother Boosts Eagan 


Frank Eagan has been pro- 
moted to manager of the New York 
office of D. P. Brother & Co., which 
has its headquarters in Detroit. 
Mr. Eagan joined the agency last 
executive. 


Neniat D put 
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COSTS 
LESS PER 


CONTACT 
WITH MORE 
PACKAGERS 


18,000 every-month 
readers (as of Jan., 
1954) of PACKAG. 
aaar PARADE make 

70% of the $7,500,- 
000,000 annual pur- 
chases of Packages— 
Packaging Materials— 
Machinery, Supplies, 
Services. 


ONLY 1 MAGA. 
ZINE GIVES YOU 
THESE PLUS FAC. 
TORS! 


97% U.S. Circulation 
ALL-Buyers ... 
ALL-Packagers ... 
and the broadest 
coverage you 

can get eee 


HAYWOOD PUBLISHING CO. 
22 E. HURON ST., CHICAGO 11 


101 PARK AVE., NEW YORK 17 
West Coast . . McDonald-Thompson 
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Last Minute News Fliashes | 
Shwayder’s Entire Account Now With Grey 


_ Denver, Sept. 11—The Samson folding furniture and public seating 
‘divisions of Shwayder Bros. have named Grey Advertising, effective 
/next Jan. 1. The account was formerly with Maxon Inc. Grey also has 
'the Samsonite luggage division and until 1952 also handled the table 
and chair and public seating advertising. 


Bigelow to Run Seven Pages in ‘Life’ 


| New York, Sept. 11—Bigelow-Sanford Carpet Co. will run a series 
of seven full-page, four-color ads in Life from Sept. 14 through Dec. 7, 

featuring various types of Bigelow carpets. Dealers are urged to tie in 
| with the campaign. Young & Rubicam handles the account. 


| 
‘Hallmark to Use 7 Magazines, 100 Newspapers 


Kansas City, Mo., Sept. 11—Seven consumer magazines and 100 
merchants paid for the board and donated it to the state. /newspapers will be used in November and December by Hall Bros. 
for its Hallmark Christmas cards promotion. Magazines on the schedule 
include Collier’s, Coronet, Harper's Bazaar, Ladies’ Home Journal, 
Life, The Saturday Evening Post and Vogue. Christmas messages will 
also be carried in December over NBC-TV and CBS radio. Foote, Cone 


‘Milwaukee Journal’ R.0.P. Color 
e & Belding, Chicago, is the agency. 
Service Now Used by 102 Newspapers cr. quaker Tie In on Syrup and Mixes 


New York, Sept. 11—General Foods Corp. and Quaker Oats Co. 
will cooperate in a special national promotion during October and 
November for Log Cabin syrup (GF) and Aunt Jemima pancake 
Product Classifica~| mixes (Quaker). Advertising will break in October issues of six store 
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STATE WELCOME—This 15x50’ board was produced by Hessler Inc., Wilmington, 
from a design made by John Gilbert Craig Advertising, Washington. Wilmington 


New York, Sept. 10—A total of that led in national r.o.p. color lin- 
102 newspapers have subscribed age follow: 


to the new run-of-paper color piggest Advertisers 


rod Seance ceeiaiad te hg el iia ie A naa distributed magazines and in 100 newspapers in major cities. In addi- 
rent issue of “What’s New in R.O.P._ 2: Coca-Cola Co. % gas and oil tion, Life will be used Nov. 9 and Look Nov. 3. Aunt Jemima mixes 
Color,” a newsletter published by * Colate : yy will carry coupons worth 25¢—15¢ off on the consumer’s next purchase 
Reilly Blectrotype. * 4. Wiedemann’'s . a ao. of Log Cabin syrup, and 10¢ on next purchase of a 2-lb. package of 
Latest subscribers include the 5 i piv poultry Aunt Jemima mix. Benton & Bowles is handling this for GF, and J. 
Pittsburgh Sun-Telegreph, Jemes- Peo ary age 6. baking prod- Walter Thompson Co. is now the agency for Aunt Jemima mixes but 
town Sun end the Gleett can Aat.| %. Medegatt beer , oan the previous mixes’ agency, Price, Robinson & Frank, developed this 
: : 8. Sinclair Oil :- housing equip. tie-in and is carrying it through. 
werpen, in Antwerp, Belgium. . jtiano . — a fF . 
The newsletter reports that r.0.p. 49. pelta Airlines 10. dairy producte fF TM Journal’ Sets Record; Other Late News 


color can be bought in “leading 
daily papers in many foreign coun- 
tries” and gives as examples: Da- 
gens Nyheter, Stockholm; El Di- 
ario de Hov, San Salvador; Politi- 
ken, Copenhagen, and El Univer- 
sal, Mexico City. 


The leading r.o.p. color advertis- @ Farm Journal's October issue, its fifth of the year with more than 
er in each major product class in $1,000,000 of advertising, sets an alltime record for farm magazines of 
July, according to the newsletter, $1,116,181.02. 


hl — ee ee e R. Bolander-olson resigned this week as manager of advertising and 
= ~ sales promotion of Hunting & Fishing. No successor has been named 


mann’s; cereals—Kellogg; coffee— as yet, and Mr. Bolander-olson told AA that he will announce his 
Nescafe; dairy products—Borden’s; | future plans within two weeks. 


® It also lists how American ad- | dentifrices—Colgate dental cream; : 
vertisers ranked in r.o.p. color lin- |S and oil—Shell Oil; housing | @ Instructors manuals are being readied for use elsewhere of the 
age for July, giving a report based | eauipment—Frigidaire; laundry University of Buffalo course in creative thinking which Alex F. Os- 
on Media Records figures for 15 Soap and cleaners—Lux liquid de- born, vice-chairman of Batten, Barton, Durstine & Osborn, has been 
cities selected to represent typical tergent; liquor—Old Hickory; meat, giving for several years. First use probably will be in Chicago shortly, 
r.o.p. color activity. fish and  poultry—Swift; soft Where the course—including one class for agency people only—will be 

The ten largest national adver- drinks—Coca-Cola; transportation directed by Earl Nightingale, sales training specialist and a WGN radio 


tisers and product classifications —Delta Air Lines. and TV producer. 


e Latest Mutual Program to be affected by the engineers’ strike against 
WOR, New York, is Chesterfield’s Perry Como broadcast, which is a 
recording of his CBS-TV stanza. To protect itself against possible union 
objections from CBS engineers, who belong to the striking local, the 
sponsor is originating the show from Philadelphia and carrying it on 
all the usual MBS station lineup except New York. Only other Mutual 
commercial show hit by the strike is Frank Edwards’ newscast, which 
is not being carried in New York during the strike at the request of 
his sponsor, the American Federation of Labor. 


New American Viscose Drive Introduces 
‘Avcoset’ Process for Rayons to Consumers 


New York, Sept. 9—American Sixteen converters of rayon fab- 
Viscose Corp. is breaking a new rics and 11 dyers and finishers 
consumer campaign this week to have been licensed so far. 
present its Avcoset program for The forthcoming advertising by 
quality control of washable rayon American Viscose will feature gar- e Don L. Kearney, formerly assistant national sales manager of the 
fabrics. ments of 18 manufacturers. TV network of American Broadcasting Co., New York, has been named 

Publications on the schedule in- Hirshon-Garfield is the agency. sales manager of the ABC film syndication department. 
clude Good Housekeeping, Life. " - 

The New Yorker, New York Times ‘Drug Topics’ Finds 
Magazine and Time. e 
American Viscose is backing the Errors in Study of 


campaign with an extensive mer- 


e Taking up where Chevrolet left off, Packard Motor Car Co., Detroit, 
will sponsor the “Weekend News” over ABC-AM starting Sept. 26. The 
contract, placed through Maxon Inc., covers 24 five-minute news peri- 
ods each Saturday and Sunday. 


NBC-TV Execs 
Shuffled Again 


New York, Sept. 11—Brig. Gen 
David Sarnoff, chairman and pres- 
ident of National Broadcasting Co., 
this week announced another re- 
alignment of the company’s TV 
executives. 

Sylvester L. Weaver, vice-chair- 
man of the board, who in recent 
months has been concentrating on 
color TV assignments, was put in 
charge of television network pro- 
grams. 

Gen. Sarnoff said this move was 
made because of the “general ex- 
pectation that compatible color 
television will be authorized in the 
near future on a commercial 
basis.”” He added: “It is essential 
that steps be taken to integrate 
color with our present b&w service 
as soon as authority is granted by 
the FCC.” 


@ Robert W. Sarnoff was named to 
serve as executive assistant to Mr. 
Weaver, in addition to his duties as 
v.p. in charge of the NBC film di- 
vision. Mr. Sarnoff will coordinate 
the activities of departments re- 
porting to Mr. Weaver. These are 
programs, production, public af- 
fairs and program business affairs. 

John K. Herbert, who was made 
v.p. in charge of the TV network 
in August, was shifted to v.p. in 
charge of television network sales, 
an NBC title he has held before. 
Reporting to Mr. Herbert will 
be Charles C. Barry, formerly 
v.p. in charge of programs, who 
has been appointed v.p. for pro- 
gram sales, and George Frey, who 
continues as v.p. and director of 
sales. 


se It was explained that Mr. Her- 
bert will coordinate the network's 
sales administration, while Mr. 
Barry will concentrate on program 
sales (most of his previous experi- 
ence having been in programming) 
and Mr. Frey will concentrate on 
the facilities end of sales. Research 
and planning and press and pub- 
licity also will report to Mr. Her- 
bert, with the departments con- 
tinuing under their present heads. 

Joseph V. Heffernan, financial 
v.p., was appointed v.p. for finance 
and services. Departments under 
his jurisdiction include engineer- 
ing and station relations. 

Messrs. Weaver, Herbert and 
Heffernan and John K. West, v.p. 
in charge of the Pacific division, 
all report directly to the NBC 
chairman-president. 


chandising program. It is supply- Drug Store Turnover 


ing manufacturers with hang tags 
to cover the initial quantity of 
merchandise offered, display cards, 
window display suggestions, sales 
training books, statement enclo- 
sures and selling kits. 

Converters licensed under the 
program and manufacturers mak- 
ing the fabrics into garments are 
expected to feature their Avcoset 
items in national and trade adver- 
tising this fall. Mats for local 
newspaper advertising by stores 
carrying the merchandise are be- 


New York, Sept. 11—Harrison 
S. Fraker, president of Topics 
Publishing Co., issued a statement 
today calling attention to errors 
in charts published in ADVERTISING 
AGE Aug. 31 reporting the results 
of store tests dealing with dis- 
plays conducted by Drug Topics. 

“The figures concerning the test 
at the Byrne Drug Store in Oak 
Park, Ill., on Band-Aid plastic 
strips and Curad plastic bandages,” 
he said, “have been found to be 


Storer Fights 


for TV Station 
in Miami Area 


WASHINGTON, Sept. 


Storer’s decision to fight for a 
Miami hearing as an indication 
that his company wants to see if 
the FCC will have a change of 
heart concerning its five-station 
ownership limitation. This is a 
ruling which the TV networks also 
| would like to see tested; the major 


networks probably would like the 


limitation brought up equal with | 
11—George radio, where seven stations are 


of Storer. 
Broadcasting Co., has let it be) 


permitted a single owner. 


known that they will fight for a Canada Booklet Tells Ad Idea 


hearing on his company’s recent) The Canadian Daily Newspaper | 
any way.” application ‘to operate a TV sta-| Assn. has issued a promotion book- 

ae : — tion in greater Miami. let setting forth the success of the) 
4 — ey et gil ear Ahad Earlier this week, WKAT Inc.,| “Hooker” technique (attaching re- | 
a ow represenbaiv€ ©" which like Storer has applied for|tailers’ names to national ads). | 
Drug Topics. Errors were dis- p>, . - Pee - |Among the advantages of the 

: MB + chmcct" . Channel 10 in Miami, filed a peti-| “Ati 

covered later in figuring the stock ,; : : . |method listed are directing traffic 

: tion with the Federal Communica- 
turnover of the items referred to tions C pes!” ag to proper outlets, preventing sub- 
in the chart. = oe vommission, to deny Storer stitution, providing a stock check, 
a hearing on its application for the| and harnessing the enthusiasm, 
Miami TV outlet. WKAT’s peti-| spending and support of retailers 
tion pointed out that Storer with-|to national ads. The method has 
tion for a. given national advertisers a bonus 
e ago in of retail support ranging from a 
for FCC | probable average of 20% to a high 
| of 87% of the national linage, ac- 
cording to the association. 


incorrect. We want to make sure 


ffered by American Viscose. 
as is j that these figures are not used in 


s The entire promotion will em- 
phasize that the Avcoset label as- 
sures the consumer that fabrics 
and garments carrying it are per- 
manently washable for the life of 
the fabric. This means, the com- 
pany says, that the garments will 
not shrink more than 2% no mat- 
ter how they are washed, and that Stephenson Joins Freiberger 
they have been dyed with the Elvin W. Stephenson, formerly drew an earlier appli: 
fastest dyestuffs. executive v.p. of Burton Browne Miami permit some tim 

Any processor of rayon fabrics Advertising, Chicago, has been order to clear the wa: 
may use Avcoset but only under named an account executive for approval of the purchase of its 
license from the corporation. The CUrt Freiberger & Co. Denver fifth TV station, WBRC-TV, Bir-| 


license is free, but the licensing *&°"°Y: mingham. WKAT's petition sUug-| weap? Adds Mutual Shows 


i i : ested th: ic no way of 

ge > secant in —_ gasoae se et a being Rey bog Mi saosin gp Bn WABI, Bangor, os ‘e now care 

) : A e 1953 annual meeting o eee ’ Sages . rying programs of the utua 

aceapaames bear poqueremens €S- Audit Bureau of Circulations will ??"% won't change its mind again. Broadcasting System as well as 

tablished by American Viscose pe held Oct. 22-23 at the Drake rege iy Be gh 
Cae Hotel, Chicago. '@ Some observers interpret Mr.|Co. 


lof advertising 


Lawler Named Sales V.P. 


for Foster & Kleiser 

N. S. Lawler, formerly a v.p. of 
Geyer Advertising, Detroit, has 
been appointed v.p. in charge of 
sales and a direc- 
tor of Foster & 
Kleiser Co., San 
Francisco outdoor 
plant operator. 

Prior to _ his 
|} connection with 
| Geyer, Mr. Law- 
| ler was director 


and sales promo- 
tion of Nash Mo- 
tor Co., Detroit. 
He will make his 
headquarters at 
the Foster & Kleiser general of- 
fices in San Francisco. 


Heublein Gets Maltex Co. 

G. F. Heublein & Bro. Inc., Hart- 
ford manufacturer and importer 
of foods, wines and spirits, has 
acquired Maltex Co., Burlington, 
Vt., producer of breakfast cereals. 
Frederick W. Shepardson, former- 
ly owner of Maltex, and all em- 
ployes, will remain with the com- 
| pany. 


Joins ‘New Yorker’ Ad Staff 

Bradley Johnson, formerly with 
Living for Young Homemakers, 
has joined the retail advertising 
‘department of The New Yorker. 


N. S. Lawler 
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Burma-Shave Started It. .. 


Roadside Signs Offer Evidence That 
They Are Healthy, Growing Medium 


tional Quality Interviews, Prince- 
ton, N. J., to do the job. About 1,000 
motorists were interviewed along 
_a highway approach to Lancaster, 
Pa. 

Initial results have not been re- 
leased, but there are hints that 
readership is unexpectedly high. 
Further studies are planned to test 
the findings. 


Trends Toward Research, 
More Postings Indicate 
Maturity of Industry 


CHICAGO, Sept. 10—The roadside 
sign, outdoor advertising’s 27- 
year-old stepchild, is showing new 
indications of dignified maturity. 

Latest evidence is its interest in 
readership research. Such an in-| 
terest is as much a sign of a sober, . The study covered an 18-mile 
business-like attitude in any medi- strip between Elizabethtown and 
um, as the gold watch chain across Lancaster. About 90 signs are vis- 
the chest of the county seat bank ible to drivers heading toward the 
teller. latter city. 

The first detailed study of how) Drivers were questioned at the 
many people read highway dis-|jend of the strip, and as they 
plays and how much began last| stopped at gas stations and restau- 
April. National Advertising Co.,| rants in the test area. Readership 
Waukesha, Wis., commissioned Na-! of 20 of the 90 signs was covered 


A es 
re] 
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¢ there is no substitute 
for the confidence founded on 
recognized and merited 


PPESTIGE 


Behind a leading and successful scientist, invariably 
stand years of experience, of prestige that only a proven 
record can attain. Such prestige is earned by a radio 
station, too, 


Beyond all measurable standards, WMC has merited, by 
its consistent policy of public service broadcasts, a listener 
loyalty, a public acceptance unmatched by any radio 
station in Memphis. Such acceptance is a plus value that 
can never be seen on a rate card, but is actually a plus 
that no other Memphis station can deliver. 


**Dediecated to our listeners”’ 


With this motto, WMC was launched 
more than thirty years ago. It is the 
constant credo of the station today. 


Karte MEMPHIS _ 
: _ NBC Affliate 5000 Watts 790 K. ¢. 


National representatives, The Branham Company 
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JUNIOR PANELS—Local and regional advertisers take to the highways with their 

messages via junior panels. Smaller than standard outdoor posters, they offer an 

economical means of changing copy frequently. They also are used in national cam- 
paigns to supplement other outdoor campaigns. 


growing numbers of Americans 
taking to the road and had a dis- 
tinct advantage over the point of 
sale “Eat at Joe’s & Get Gas” 
markers with which the motorists 
were familiar. Vacationists and 
traveling salesmen looked forward 
to each new verse and Burma- 
Shave sales soared. Today Bur- 
ma-Vita Co. has 6,000 series of the 
famous 40x18” wooden salesmen 
scattered over the nation. 


in the study. 

Other research into the medium 
being conducted by National Ad- 
vertising, a subsidiary of Minne- 
sota Mining & Mfg. Co., includes 
market coverage. Basic “circula- 
tion audit” data is taken from state | 
highway department reports and 
traffic flow maps. 

To measure other factors, such 
as audience composition, National | 
Advertising is analyzing 45 origin 
and destination studies obtained | 
from the American Automobile a Another outstanding early sign 
Assn., Automotive Manufacturers was U. S. Rubber Co.’s historical 
Assn. and 13 other groups. bulletin, which popped up just 

outside of cities as new highways 
a While there has been some form | opened up. The bulletin was a 
of roadside sign ever since high-| replica of a book opened to a page 
way traffic consisted almost en-|upon which was printed historical 
tirely of farmers heading to town,|features of the city being ap- 
its birth as a recognized national | proached. 
medium came in 1926. A young | Francis W. Holm, general man- 
man named Allan Odell talked his ager of Junior Panel Outdoor Ad- 
father out of $200 to prove that|vertising Assn., three-year-old or- 
roadside signs could sell their com- | ganization of roadside plant oper- 
pany’s product. ators, points out, “With the advent 

The product was a no-brush, no-,of paved transcontinental high- 
lather preparation called Burma-| ways and mass production of au- 
Shave. tomobiles, new methods of reach- 

These signs caught on with the|ing the ever-increasing travelers 


Collins, Miller & 
Hutchings 


INC. 


America’s 
FINEST 
photoengraving 
-_- 


CHICAGO | 
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became a real necessity. This was 
the beginning of the general use 
of roadside signs as we see them 
today.” 

Previously most outdoor adver- 


tising outside metropolitan areas 


'was placed along railroad routes. 


Roadside signs started out as 
painted displays on which copy 
was painted or renewed each year. 
Signs near large cities sometimes 
were changed more frequently, 
usually every six months. 


a Smaller signs became more pop- 
ular as advertisers learned that the 
huge 20x100’ bulletin formerly 
used along railroad rights- of-way 
was not necessary, Mr. Holm says. 
“The greatest demonstration of 
the effectiveness of copy over size 
is the experience of Burma- 
Shave,” he told AA. “They at the 
present time have the smallest sign 
on the highway. Yet practically 
everyone who drives along the 
highway makes a special effort to 
read the catchy jingles.” 
Smaller size also was recom- 


HERE ARE THE LIST CHANGES TOR TODAY’ 


Only IEN updates its reader 
mailing list DAILY like this... 


In 12 months 63% of your prospects 
change... 

JOBS, TITLES, or ADDRESSES 
(According to a recently published study 
by McGraw-Hill) 

Only the promptest updating of lists 
by publishers can assure the adver- 
tiser that he will reach the right 
specifiers and buyers when and where 
they are needed. 


A magazine of controlled circulation 
can select exactly those you want to 
reach... providing it knows who and 
where they are and what they do... 
as of NOW. 


Thomas Register of American Manu- 
facturers has the facilities to gather 
this information DAILY on a na- 
tional, industry-wide basis. With its 
40 field service men and its unique 
cooperation of manufacturers every- 
where who rely on the accuracy of 
their TR listing as a source of sales, 
it collects and records the hundreds 
of changes taking place each day. 

And that’s why nobody, but nobody 
knows which buyers and specifiers s: - 
lect products as of NOW like Thom: s 
Publishing Company, publisher of 
BOTH Thomas Register of American 
Manufacturers AND Industria 
Equipment News, 
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{ JONES SERVICE STA. ) 


HOMETOWN 


DAY AND NIGHT—Reflective materials are used where a day and night selling job 
is wanted. This Skelly bulletin glows in the light of an oncoming car. A strong dealer 
mention tells motorists where they can gas up. 


mended where cost became a fac- 
tor. When the outdoor advertising 
industry developed poster adver- 
tising, and with it a system of 
changing copy every 30 days if de- 
sired, this did little to help the 
business men in smaller communi- 
ties, said Mr. Holm. 


i i ‘ ; 


_ ADVERTISERS | 
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There’s a reason why WGAR enjoys 
overwhelming acceptance by local 
advertisers—now more than 100! The 
reason— more sales per dollar spent! 

PROMOTION attracts listeners; 
quality programming keeps listeners. 
WGAR has both. 


Typical WGAR promotions include: 


COLORFUL BILLBOARDS 


Heralding “The Big Show Wher- 
ever You Go”, they feature local 
WGAR personalities, plus CBS 
stars—help merchandise WGAR 
advertisers! 


ee, 
ll 


MOVIE TRAILERS 


Outdoor and neighborhood 
theatres are starring WGAR 
pereqncrises and shows; 
oosting listening. 


SPECIAL EVENTS 


Fifteen hundred listeners joined 
in WGAR's annual excursion 
train to Ohio State Fair (4th 
year) and County Fair displays 
and broadcasts. 


WINDOW DISPLAYS 


Remind Northern Ohioans of 
WGAR stars and activities — 
boosting programs and adver- 
tisers alike! 


In Northern Ohio 


WGAR 


THE SPOT FOR SPOT RADIO 


Cleveland 
50,000 watts 


CBS 


attte, 
Eastern Office: at 


~ én & 
ee 
665 Fifth Ave., N.Y.C. 


Represented by The Henry |. Christal Co. 
in Canada by Radio Time Soles, Ltd., Toronto 
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“The expense of production of 
posters precluded the use of this 
type of advertising by the local 
merchant,” he said. “As a result, 
the only type of outdoor advertis- 
ing available to him was the paint- 
ed highway display with infre- 
/quent changes of copy or the use 
of cooperative advertising in which 
some national manufacturer pro- 


' duced the posters and shared in 


MORE LOCAL | 


the cost of placing them.” 
However, he added, the local ad- 
vertiser was not always satisfied 
with this arrangement because he 
/wanted to be known in his own 


‘| right as a local business man. 


a Junior panel operators capital- 


ized on this feeling and offered 
|| smaller, 
' ||The service was bought by local 


less expensive posters. 
'advertisers and by national adver- 
|tisers for co-op campaigns. 
| The junior panels are used as 
|point of sale reminders in cities 
|and as supplements to larger post- 
‘ers where space is limited. 

One of the largest junior users is 
International Harvester Co., which 
|/has developed a campaign empha- 


7 


FARM EQUIPMENT 
MOTOR TRUCKS 


e. ee 


STANDARDIZATION—International Harvest- 

er Co. this year began to standardize its 

highway campaign to identify dealers with 
this double-face display. 


sizing its dealers. Tourist courts | 
and hotels also are heavy spenders | 


in the medium. 


® In addition to readership and | 


traffic research, one of the major 
problems of the industry is zoning 
regulations. 

Mr. Holm declared, ‘This is far 
more serious than necessary. If 
sign operators had properly or- 
ganized themselves and conducted 
educational programs, setting up 
basic standards of operation in line 
with public welfare, many of the 
present problems would not have 
arisen, 

“The promiscuous placement of 
signs by independent operators, 
without due consideration of pub- 
lic opinion and public welfare, is 
primarily the root of most opposi- 
tion to this type of advertising. 
There is a tremendous need for all 
independent sign operators of 
every type to get together and 
understand the problems that have 
arisen and attempt to find the right 


answers and to build public good 
will.” 


we One of the newest developments 
in the roadside sign field is the use 
of signs which reflect light from 
approaching automobiles. National 
Advertising, which makes the 
signs from Minnesota Mining & 
Mfg.’s Scotchlite reflective sheet- 
ing, has leased tens of thousands 
of these for highway use and to 
cover smalier markets. 

Electric Auto-Lite Co., for ex- 
ample, has more than 2,000 one- 
post, double-face bulletins in 42 
states. National Bank of Com- 
merce of Seattle leases 120 one- 
post displays along highways lead- 
ing to its 40 branches. The oval 
main panel shows the bank’s trade- 
mark and a lower panel lists the 
nearest branch office. 

Auto and home appliance man- 
ufacturers, oil companies and 
brewers are among the biggest 
users of reflecting signs. The num-| 
ber of signs along the nation’s 
highways totals more than 100,000, 
according to National Advertising. 


Atlanta Jewelers Set Ad Code 


Atlanta jewelers, in cooperation 
with the Better Business Bureau | 
of Atlanta, have adopted a code of 
ethics for advertising jewelry. The 
move, designed to achieve better 
business practices and to promote) 
fair competition among retailers, 
has been a year in the making. In| 
addition, the program is intended 
to minimize the causes of con- 
sumer complaints against the jew- 
elry industry as a _ whole. 


MacMillan to Manage ‘Press’ 


Howard G. MacMillan, advertis- | 
ing manager of the Press, Grand 
Rapids, Mich., has been promoted 
to manager. The appointment will 
become effective Jan. 1, 1954, with 
the retirement from the post of 
Earl R. Chapman, for 36 years in 
the newspaper business. With the 
exception of eight years, Mr. Mac- | 
Millan has been associated with 
the Press since 1920. 


Weed & Co. Appoints Rippey 

Boyd Rippey, formerly in the} 
Los Angeles office of Katz Agency, 
radio-TV_ station representative, 
has joined the radio sales staff of | 
Weed & Co., San Francisco station | 
representative. | 


'the Postmaster General, is a re- 
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Summerfield Explains Plan to Test 


Airline Service for 


(Continued from Page 2) 


proposal. And Mr. Summerfield 
hopes that all lines serving the test 
cities will participate. 

Initially, the test will involve 
mail originating only within the 
limits of New York, Chicago and’ 
Washington. Before long the Post 
Office expects to expand the test 
by including mail originating in 
New York or Washington and 
bound for destinations west and 
southwest of Chicago, including 
cities in California and Texas. 

Another extension planned for 
later is the inclusion of mail or- 
iginating in suburban areas out- 
side of the limits of New York, 
Chicago and Washington. 


8 While Mr. Summerfield did not 


/say so, the application of the rail-| 


roads for a 45% increase in rail 
mail pay was doubtless a factor in 
the decision to make a limited test. 
of replacing trains with planes. 
One possible effect, conceded by 


duction in the amount of subsidy 
paid certain airlines. If revenues | 
are lifted through extra mail pay- 


ments, airline earnings may rise) | 


enough to make subsidies unneces- | 
sary. Better service at no extra) 
cost is the aim of the experiment, 
Mr. Summerfield said. Mail de-| 
livery will be expedited up to 24 
hours, he predicted. 

In addition to 3¢ letters and 2¢ 
postal cards, the test is expected to 


|include “other preferential mail,” 


which the Post Office defines as 
“other surface mail normally ac- 
corded expeditious handling simi- 
lar to first class surface mail.” 


® Questions by reporters revealed 
that this language means “mail 
with time value and now moving 


|in railway mail cars.” Mr, Sum- 


merfield referred specifically to 
newspapers but other publications 
with news content receive “news- 
paper treatment.” 

Of course, the only news publi- 


ADVERTIS! 


IT'S UNANIMOUS / THEY ALL AGREE, WHAT 
THIS COMPANY NEEDS IS AN 


BOOK! 


Vyes... AND FOR ANY 
COMPANY THAT WANTS 
MAXIMUM IMPACT IN 
A “SPECIAL STORY" 
IT HAS TO PUT 
ACROSS. 


Vins THE WAY THEY DRIVE THAT 
MESSAGE HOME! INFORMATIVE, 
EASY- TO- READ COPY. SPARKED 
BY LIVELY, DESCRIPTIVE 
PICTURES, PRESENTED IN AN 
INTERESTING, COLORFUL 
CONTINUITY THAT | 
HOLDS A READERS 
ATTENTION FROM 
BEGINNING TO END-- 
AND DEMANDS 
RESPONSE / 
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PREPARED FOR THEM 
By THE LEADER IN THE FIELD, 


THAT'S WHY THE NATION'S TOP COMPANIES 
HAVE ADVERTISING COMIC BOOKS 


os HERMAN STUDIO PRODUCTIONS! 


west on-the-spot study of your operations, 

LiKe we policies ond problems 
— Fqucation @ The complete tailor-made package 
REY ing 9 oulon of—seript, art and color printing 
Sales Trair Sales ~is produced entirely by our spe- 
mer piece safety cialized staff to meet your deadline 


Vic Herman Studio Productions as- 
sures you of thoroughness in every 
phase of producing your Advertising 
Comic Book progrom 

@ A creative representative flies to 
your business headquarters for an 


@ Your Advertising Comic Book is 
planned to fit your budget 

Send for FREE brochure and 
further details! 


VIC HERMAN STUDIO PRODUCTIONS 


15 WEST 44th STREET, N. Y. C. 36, N. Y. © MURRAY HILL 7-7472 


Ist Class Mail 


cations which would benefit by the 
initial three-city experiment are 
those printed in New York, Chica- 
go or Washington. 


3 Name Wenger Advertising 


Lee Wenger Advertising, San 
Francisco, has been appointed to 
handle advertising for three Bay 
Area companies. They are Morris 
Gift Store, San Francisco; Clare 
C. Young Cosmetics, San Francis- 
co, and Frederick Beck Studio, 
San Mateo. Newspapers, maga- 
zines and direct mail will be used 
for all three accounts. 


Beckmann, Hollister Adds Exec 
Beckmann, Hollister Inc., San 
Francisco educator and trainer for 
merchandising and executive posi- 
tions, has changed its name to 
Beckmann, Hollister & Kuhn Inc., 
adding the name of the company’s 
president, Valerie Kuhn. 


Use WGAR | 
LOCALLY! 


1953 sets an all-time high for 
local advertisers using WGAR! 
National products, too, must 
win local acceptance to win 
sales. WGAR has demonstrated 
its powerful local influence 
through quality programming 
and topnotch promotion. 


More People Working 


With nearly two million on 
the job in the area served 
by WGAR, there's a tre- 
mendous market of people 
willing and able to buy. 


More Spending 


Nearly 8 billion spendable 
income; average income 


nearly double the national BS {) 
average; here's a market . 
where it pays to use the be 


effectiveness of WGARK! 


More Selling Power 


For results use WGAR! WGAR reaches more 
listeners, more often and more effectively than 

any medium in Northern Ohio! For results, 
use WGAR! 


In Northern Ohio 


THE SPOT FOR SPOT RADIO 
Cleveland 
<<" “on® 
Rist ee 
Nay) Eastern Office: at " ’ 
665 Fifth Ave., N.Y.C 


50,000 watts 
| Represented by The Henry |. Christal Co. 
| tn Canada by Radio Time Soles, Ltd., Toronto 
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Tennis, anyone? 


So help us, Henry, this is an authentic tennis get-up of 
some years back. 


If you never saw an outfit like this, chances are you might 
remember that even in the early 30’s tennis clothes still 
had a “‘tea party”’ formality about them. 


But then something happened. A big change took place. 
With the amazing new mobility and the vast increase in 
leisure time which we have enjoyed in recent years came an 
entirely new concept in sports clothes. T-shirts and shorts 
replaced the long-sleeve, long-pants, tennis costumes. Golf 
knickers gave way to comfortable slacks. 


Seven years ago, when America’s big change to a more 
mobile, pleasurable way of life was truly beginning to flower, 
Holiday Magazine was born. Immediately, Holiday became 
the only magazine that reflected and stimulated this big 
change from cover to cover! 


Naturally, its readers were the people most interested in 
“everyday holiday living’’—the people in every community 
who lead the big change to a more enjoyable life. 


These Holiday families (today there are more than 860,000) 
are the big reason why advertisers have made Holiday the 
most successful new magazine of our time. 


Holiday, anyone? 


HOLIDAY MAGAZINE 


A CURTIS PUBLICATION 


...lts readers are leaders 
of the big change in American living! 
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